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50,000,000 Times a Day... 


Coca-Cola Shuns 
Garrulity About 
Its Ad Account 


Has Listened to Agency 
Pitches, But No Move 
Has Yet Been Made 


NEw York, Sept. 15—Everybody 
on Madison Ave. is taking the 
Coca-Cola account away from 
D’Arcy Advertising and giving it 
to another agency—any one of 
three or four other agencies. 

Practically every publication in 
or near the advertising business 
has also parceled out the account— 
some so long ago that confirmed 
readers are surprised to learn that 
the rumored switch is still in the 
rumor stage and not such a long- 
ago accomplished fact as no longer 
to warrant conversation. 

In the meantime, Coca-Cola of- 
ficials have developed a masterful 
technique for avoiding any appear- 
ance of garrulousness. Unable to 
isolate themselves completely from 
inquirers, they have mastered a 
technique for saying nothing in the 
least possible number of words. 


® At any rate, the facts of the 
Coca-Cola situation, at the moment 
of writing, are apparently these: 

1. D’Arcy is still the Coca-Cola 
agency, as it has been since the 
mind of man runneth not to the 
contrary. 

2. Coca-Cola has talked to, and 
listened to presentations from, a 
number of agencies since William 
E. Robinson became president of 
the company. Agencies which have 
conversed with Coca-Cola or made 
presentations include Young & Ru- 
bicam; Kenyon & Eckhardt; Mc- 
Cann-Erickson; Batten, Barton, 
Durstine & Osborn and perhaps at 
least one other. 

(Continued on Page 8) 
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MEN AT WORK—Roger Greene (lejt), 
Philip Morris director of advertis- 
‘ing, and John R. Latham, brand 
manager, check on introduction of 

the new cigaret package. 


Smoker Tests Led 
Philip Morris to 
Create New Pack 


$1,500,000 Six-Week 
Campaign to Promote 
Colorful New Package 


New York, Sept. 14—One of the 
best-known secrets in the cigaret 
business over the last few months 
achieves official acknowledgement 
next week when Philip Morris Inc. 
introduces its new red, white and 
gold package. 

A $1,500,000 six-week drive in 
all media is planned to introduce 
the new Philip Morris package. 
Headlines will feature a “Pardon 
us while we change our dress” 
theme, and models will be shown 
in the process of changing their 
clothes. Both print media and tele- 
vision will use essentially the same 
copy and art work, making for 
highly retentive advertising, ac- 
cording to Roger Greene, director 
of advertising for the cigaret mak- 
er. 

(Continued on Page 100) 


6-Month List of Leading Advertisers 
Indicates 1955 Will Hit New Peak 


(Detailed tabulation of 100 lead- 
ing advertisers for first six months 
of 1955 appears on Page 80) 


New York, Sept. 15—Figures on 
leading advertisers in magazines, 
network radio and tv and news- 
paper sections, compiled by Pub- 
lishers Information Bureau, dem- 
onstrate conclusively that adver- 
tising will hit a record volume this 
year. 

For the January-June period, 
Publishers Information Bureau 
shows, the 100 leading advertisers 
in the media mentioned (news- 
papers, outdoor and other media 
are not included) invested an ag- 
gregate of $365,444,667 this year, 
compared with $323,547,166 for the 
100 leading advertisers during the 
first six months of last year. 

This is an increase of $41,897,501 
—almost 13%. 


= The general shape of the 1955 
advertising pattern is clear from 


a comparison of this year’s fig- 
ures with last year’s. For example: 


e Total expenditure of the 100 
leaders in general and farm mag- 
azines this year was $129,263,801. 
Last year it was $117,311,076. The 
gain is close to $12,000,000—-about 
10.2%. 


e Total expenditure of the 100 
leaders in network radio was $43,- 
648,983 this year. Last year it was 
$59,139,764. This is a loss of al- 
most $15,500,000—approximately 
26.2%. 


e Total expenditures of the 100 
leaders in network television for 
the first six months of this year 


were $123,399,008. The increase is 
more than $43,273,000—over 35%. 


@ It is interesting, also, to note 
the changes in the proportion of 
the 100 top leaders represented in 


(Continued on Page 4) 


py Battle of Embittered Ph.D.s... 


Politz Tags Motivation Research 
‘Fake’; Hah!’ Hahs Dichter Group 


Politz Crusades to Save 
Madison Ave. from What 
He Calls Pseudo-Science 


By Milton Moskowitz 
New York, Sept. 13—Alfred 
Politz teed off again today on mo- 
tivation research, characterizing it 


as “pseudo-sciencé,” “pseudo-re- | 


search” and nothing more than the 
“unearthing of hunches and hy- 
potheses.”’ 

Using a luncheon meeting of the 
New York chapter of the American 
Public Relations Assn. as a plat- 
form, Mr. Politz held up motiva- 
tion research—so called “motiva- 
tion research,” he said contemp- 
tuously—to scathing ridicule. 

The prominent researcher, head 
of Alfred Politz Research, was in 
a fighting mood. He has taken 
public pot-shots at motivation re- 
search before, but this was his 
sharpest attack. He stated that 
his main concern is “not what is 
done or practiced in the field of so- 
called ‘motivation research,’ but 
rather the impression it has cre- 
ated among manufacturers and ad- 
vertisers.” 

The impression it has created, he 


| 


| 
| 


Alfred Politz 


said, is that there is “something 
scientific going on.”” Madison Ave. 
is impressed with “scientific lingo,” 
he said, and motivation research 
is popular because it tells adver- 
tisers what they want to hear. 


® Actually, according to Mr. Pol- 
itz, Madison Ave. is being taken 
for a ride by the practitioners of 
motivation research. 

Mr. Politz explained that many 
advertisers seem to be gullible 
enough to credit motivation re- 

(Continued on Page 97) 


Help Us Fight Misleading Car Ads, 
Auto Dealers Urge Manufacturers 


WASHINGTON, Sept. 14—-The ex-: 


ecutive committee of the National 
Automobile Dealers Assn. today 
revealed the first three steps of 
“an immediate program” to deal 
with “misleading and deceptive” 
advertising. 

While the scope of the program 
was not fully explained, the an- 
nouncement indicated NADA was 
concerned chiefly with hard-sell- 
ing copy offering spectacular buy- 
ing terms and copy which creates 
the impression that new cars “are 
actually distress merchandise.” 

Over the signature of NADA’s 
president, Frank H. Yarnall, tele- 
gram was dispatched to each auto- 


‘mobile manufacturing company 
warning that much current adver- 
‘tising is misleading and confusing 
the public, and soliciting their 
cooperation in eliminating it. 

At the same time Mr. Yarnall 
announced that a special commit- 
| tee on advertising ethics has been 
appointed to work with better 
business bureaus and other inter- 
‘ested groups to develop a program 
to eliminate “misleading state- 
ments and unethical procedures” 
in car advertising in all media. 


® In addition, NADA revealed that 
its state associations have been 
| (Continued on Page 101) 


were $166,672,111. Last year they | 


Last Minute News Flashes 
I. G. A. Distribution Co. Names Reach, Yates 


Curcaco, Sept. 16—Independent Grocers’ Alliance has named Reach, 
Yates & Mattoon, New York, to handle advertising and merchandising. 
A one-hour film show for children, “The Popcorn Theater,” will be 
seen on 47 television stations beginning in about six weeks. Aim of the 
advertising is to build traffic in some 5,000 I. G. A. stores. 


N. Y. Savings Banks Break State-wide Contest 


New York, Sept. 16—New York State Savings Bank Assn. broke 
advertising today in 60 newspapers in the state for a $25,000 state- 
ment completion contest—first ever sponsored by the association. 
Member banks will tie in with radio and tv spots, outdoor and trans- 
portation advertising. Promotion will run to Nov. 18. Muir & Co. is 
the agency. 


Sheep Council Plans Promotion, Seeks Agency 

DENVER, Sept. 16—American Sheep Producers Council, representing 
nine national and regional meat and wool organizations, has filled its 
organization table, with G. M. Winder the president and chairman. The 
group is pondering plans—and the selection of an agency—for invest- 
ing the $2,000,000 promotional fund provided for by the Wool Act of 
1954, So far twenty agencies are understood to have made presenta- 
tions. 

(Additional News Flashes on Page 101) 


| ‘Lots of Heat, No Light,’ 


Institute Wryly Notes; 
Other Comments Milder 


| CROTON-ON-Hupson, N.Y., Sept. 
|15—“Emotional outburst” is the 
way the Institute for Motivation- 


al Research characterized Mr. 
Politz’ statements on motivation 
research. 


The institute issued a statement 
today answering Mr. Politz. Er- 
nest Dichter, head of the institute 
and the most vociferous advocate 
of motivation research, was not 
available for comment. 

It is widely believed that Dr. 
Dichter is Mr. Politz’ principal 
target in his recent attacks against 
motivation research. 

The institute’s reply was as fol- 
lows: 

“It might be of interest to re- 
search the motivations of some of 
the recent heated attacks on mo- 
tivational research by individuals 
with a vested interest in alterna- 
tive research techniques. 

“Might there be some relation- 
ship between these emotional out- 
bursts and the continued success 
and growth of motivational re- 
search as evidenced by our en- 
couraging growth and experience 
here at the institute, under the 
guidance of its president, Dr. Er- 
nest Dichter, in conducting in the 
past year our third, fourth or fifth 
repeat assignments for such com- 

(Continued on Page 97) 


Direct Mail May 
Get New Status 
Among Ad Media 


Cuicaco, Sept. 14—The direct 
mail industry, for many years the 
Cinderella among the advertising 
media, may have found its place 
in the sun. 

At the 38th annual convention of 
the Direct Mail Advertising Assn. 
which closed here today, AA noted 


the following significant develop- 
ments: 


e In the wake of the announce- 
ment by R. L. Polk & Co., Detroit, 
putting direct mail on a 15% dis- 
count basis, like other advertising 
media (AA, Sept. 12), many 
DMAA members told AA that they 


For other news and pictures of 
the DMAA meeting see Pages 46, 
58, 83, 85 and 86. 


thought other direct mail compa- 
nies would follow Polk’s example. 
If this materializes, they said, ad- 
vertising agencies probably would 
start treating direct mail like any 
other commissionable medium, and 
would provide more direct mail 
services for clients. 


e Leonard J. Raymond, president, 
Dickie-Raymond Inc., Boston, dis- 
(Continued on Page 100) 
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CoLorapo SpRINGs, Sept. 
The National-American Whole- 
sale Grocers’ Assn., in session here 
this week, was advised that pros- 
perity in the grocery business can 


ier weekend promotions, greater 
advertising emphasis of national 
brands over private labels and 
increased promotional emphasis on 
convenience items. 

The highlight of the meeting, 


Old Fitz Boosts 
New Decanter With 
Biggest Ad Drive 


LOUISVILLE, Sept. 14—Stitzel- 
Weller Distilleries will put the 
largest ad campaign of its history 
behind its new Old Fitzgerald Can- 
dlelight Decanter for pre-Christ- 
mas selling. 

The decanter is capped with a 
golden collar and jigger and has a 
special cork gasket to prevent 
leakage, Julian Van Winkle, pres- 
ident, said. 

Dealers are being supplied with 
a special do-it-yourself booklet to 
distribute to customers who may 
want to take advantage of the 
. many after-uses of the decanter, 
a Mr. Van Winkle added. 

The booklet provides instruc- 
tions for converting the golden 
collar to a base for a candy dish, 

: a match holder, candlesticks and 

‘3 many other handy little gadgets. 

Color pages will run in Cue, 
Gourmet, Holiday, Fortune, Life, 
Newsweek and Time. Newspapers 
and outdoor advertising will also 
be used. 

The ad will feature a full size 
color illustration of the decanter 
plus a smaller picture of the Old 
Fitz bottle, for year ’round iden- 
tification, said Mr. Van Winkle. 

Winius-Brandon Co., St. Louis, 
is the agency. 


; Texas Adman Is Old 
Type Face Collector 


ai Houston, Sept. 15—Jack D. Rit- 
tenhouse, who heads his own ad 
agency, is a man who can advise 
on type faces. 

é His hobby is hand press work, 

and he has one of the largest col- 

lections in Texas of old type faces. 

And that takes in a lot of acres. 

Mr. Rittenhouse recently printed 
a guest column for George Fuer- 
mann, Houston Post columnist, in 
which the text was set in 21 dif- 
ferent old-fashioned type faces, all 
of which he provided. 

Most of the type came from the 
dusty cases of early Texas week- 
lies. But one line and type face was 
cast from molds which Mr. Ritten- 
cia house was told produced the same 

- type for Benjamin Franklin. 
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Aid Independents in Struggle with 
Chains, Wholesale Grocers Are Urged 


15— 


which largely consisted of round 
table discussions and reports of 
findings by leading policy makers 


‘in the wholesale grocery industry, 


came in a speech by Curtis C. 


best be maintained through heav-| Rogers, exec. v.p. of the Market 


Research Corp. of America, in a 
talk anticipating developments 
in the next five years. 

In explaining the part which 
research plays in increasing gro- 
cery volume on both the wholesale 
and retail levels, Mr. Rogers point- 
ed out that success in the food 
business is largely resolved by 
“our ability to find out why wom- 
en prefer certain stores and cer- 
tain brands.” 


a He cited findings of the Market 
Research Corp. on grocery buying 
habits of a representative group 
of American families who consume 
more than 20,000,000 meals a year. 

According to the study, which 
reported sales in independent and 
chain grocery stores (consisting of 
11 or more stores under the same 
management), 92% of the nation’s 
families shop at independent gro- 
ceries—and 28% shop them ex- 
clusively. Some 75% of the fam- 
ilies shop at chain stores, but only 
8% are exclusive chain shoppers. 
This, the report declared, gives 
independents a larger promotional 
margin. 

In explaining why the inde- 
pendent grocer today has the best 
opportunity to sell almost all of 
the families in the nation, Mr. 
Rogers asserted that independents 
do two-thirds of the grocery vol- 
ume. 


a While these figures indicate that 

independents are leading in total 

sales, Mr. Rogers said, they are 
(Continued on Page 94) 
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ANTI-BACTERIAL—This color spread 


Advertising Age, September 19, 1955 


1 Rahs you Sujal Se! 
2. Made to stay Actively Antiseptic! 
-3. Repels, inhibits or destroys 


aes \ 
its the [WEY | 


DcMlests Miracle-luft 


Toothbrush 


in Life in September will intro- 


duce Dr. West’s new Germ-Fighter toothbrush, 


All Business Has PR, But Like Personality, 
It Can Be Unpleasant, ‘Fortune’ Editor Says 


New York, Sept. 14—The only 
way a company or industry can 
avoid public relations is to go out 
of business, Edmund L. Van Deus- 
en, associate editor of Fortune, 
told the annual meeting of the 
Synthetic Organic Chemical Man- 
ufacturers Assn. here today. 

“Every company, big or small, is 
up to its ears in public relations 
just as a by-product of its exist- 
ence,” Mr. Van Deusen said. “If 
these relations are handled wisely 
and adeptly, then the company 
has a pleasing and profitable per- 


sonality. But if public relations are | 


mishandled (and ignoring them is 
certainly one way to mishandle 
them), then the company has a 
displeasing personality and is run- 
ning a risk of losing its standing 
as an honored member of the 
business community. The choice is 
not how much or how little, but 
how good or how bad. 


Johnson Hits Waves with New Bronze 
Outboard Motors and Expanded Ad Plans 


WAUKEGAN, ILL., Sept. 16—John- 
son Motors is preparing to ride 
the waves of a tremendous surge 
of interest in amateur boating. 

This fall sees Johnson outboard 
motors wearing a new color. The 
company has discarded its tra- 
ditional green for a “holiday 
bronze.” There are nine new mod- 
els in four power sizes this fall 
and, to meet the increased de- 
mand, Johnson is expanding pro- 
duction capacity. 

The company will also be sport- 
ing a new advertising program, 
greatly expanded over previous 
years and, says a Johnson spokes- 
man, larger than that of any other 
manufacturer in the outdoor field. 

Johnson introduced its new line 
and plans for the fall campaign 
with a closed circuit color telecast 
which reached about 2,700 dealers 
in 18 cities. 

At the close of the telecast, 


SPECIAL TREATMENT—Johnson Motors New England dealers read the 


56 story of the 1956 outboard motor line in a special replate made 
by the Boston Globe before attending a closed circuit color telecast 
used by Johnson to preview the line and outline ad plans. Hooded 


objects are new motors. 


W. H. Jonas, director of sales, 
asked dealers to telegraph their 
orders for the new models. Some 
1,200 wire orders were received 
the next day, and a steady stream 
poured in throughout the follow- 
ing week, Mr. Jonas said. 


® Johnson will use 112 newspa- 
pers, 18 consumer and sporting 
publications and 11 trade publica- 
tions this fall. 

The newspaper ad is, according 
to Chester Palmer, advertising 
manager, “unique in newspaper 
advertising history.” 

Working with its agency, Lam- 
port, Fox, Prell & Dolk, South 
Bend, the company decided to 
use a 3-col. color ad running the 
length of the paper. They ran into 
the problem of the 1,000-line min- 
imum for color. Most papers being 
only 300 or less lines deep, John- 
son faced paying for 1,000-line 
ads and using only 900. 


m The company and its agency) = 
finally got around the problem by | © 
running a 1-column color panel in 


an adjoining column deep enough 
to make up the difference. 

The remaining space in the 
added column will be sold to deal- 
ers for tie-ins. The panel will 


read, “See the New 1956 Johnson | 


Sea-Horses at Your Johnson Deal- 
er.” 


The magazine schedule calls for 


21 color spreads and nine color 
pages in 18 publications including 
Argosy, Collier’s, Holiday, Satur- 
day Evening Post and True, plus 
boating and outdoor magazines. 


Also on the schedule for fall are 


page ads in 11 trade publications 
such as American City, Lumber- 
man, Oil and Gas Journal and 
commercial fishing books. 


“Public relations,” Mr. Van 
Deusen said, “is not publicity. 
Publicity is no more the sum of 
public relations than the vocal 
cords are the whole personality of 
a man. Publicity is, at most, only 
one of the tools by which public 
relations can be conducted. It is 
quite possible for an effective pub- 
licity program to make an already 
bad public relations situation even 
more serious. 


® “The confusion between publici- 
‘ty and public relations is a very 
‘real problem, especially in the 
chemical industry, which is just 
feeling its way toward a deeper ap- 
preciation of both,” Mr. Van Deu- 
sen said. 

“Good public relations is the re- 
sult of a state of mind, one that 
must be cultivated and fostered. 
The state of mind does not have a 
chance to develop if top manage- 
ment of a company figures that 
public relations are all taken care 
of by hiring of a publicity man. 

“It is the close-mouth compa- 
nies, like most chemical companies 
have been, that fall most easily 
into this publicity-public relations 
trap,” Mr. Van Deusen said. “A 
management that is not accustomed 
to thinking creatively about its re- 
lationship with the public is likely 
to cast about for an expert to teach 
it the ropes. This expert knows 
well that he is on probation. 


es “But it takes years to build up 
a good corporate personality, and 
most of the work is internal, teach- 
ing every part of the company to 
put its best foot forward,” Mr. 
Van Deusen said. 

“Meanwhile, the management 
would like to see some concrete 
results, and magazine and news- 

(Continued on Page 103) 


GEORGE E. TROLL has been named di- 
rector of mail order sales of Sears, 
Roebuck & Co., Chicago. Formerly 
director of the creative division in 
mail order sales and advertising, 
Mr. Troll joined Sears in 1945 as a 
catalog copywriter. He succeeds 
William E. Gorman, who has re- 
signed to form a merchandising 
consultant company. 


Dr. West's New 
Toothpaste Will 
Be Antiseptic 


Cuicaco, Sept. 14—Evidently 
people have been holding on to 
their toothbrushes too long. 

At any rate, the Dr. West tooth- 
brush people feel this is the case. 
Not merely from the standpoint of 
poor turnover and diminished 
profit either, although they are 
thinking of that too. 

What they have found is that 
ordinary toothbrushes become un- 
sanitary after a period of time, as 
well as getting out of shape and 
good working order. 

Weco Products Co., maker of the 
Dr. West toothbrushes, has come 
up with the answer—toothbrushes 
impregnated with an anti-bacte- 
rial. 


= Weco is about to introduce the 

brush, and advertising will stress 

the bacteria-killing aspect, plus 
(Continued on Page 8) 


Meredith Has Peak 
Revenues for 13th 


Consecutive Year 


Des Moines, Sept. 14—Meredith 
Publishing Co. had record income 
for the 13th consecutive year but 
its net earnings were down slightly 
from last year. 

Income includes revenue from 
radio and television properties as 
well as from books and Better 
Homes & Gardens and Successful 
Farming. 

The company’s fiscal year ended 
June 30. 

Total revenues were $42,753,555, 
as compared with $41,298,782 last 
year. Net income this year was 
$3,623,865, or $2.81 a share, down 
1.6% from last year’s $3,682,470, 
or $2.85 a share. 

Broadcast revenues comprised 
17.1% of the total, against 12.7% 
in 1954. Book sales account for 
7.5% of the total revenue. 


® Although magazine revenues 
were down for the first half of the 
fiscal year, they subsequently 


(Continued on Page 6) 


Emerson Announces 
$8,000,000 Drive 


JERSEY City, Sept. 15—Emerson 
Radio & Phonograph Corp. has an- 
nounced plans for an $8,000,000 ad- 
vertising and promotion campaign 
to push its tv sets, radios, phono- 
graphs and air conditioners. 

Major attention will be focused 
on magazines, which will feature 
a series of cartoons illustrating 
the theme, “Wherever you look ... 
there’s Emerson.” Included on the 
magazine schedule are Collier’s, 
Ebony, Farm Journal, Life, Look, 
Progressive Farmer, The New 
Yorker, The Saturday Evening 
Post and Time. This month and 
continuing through mid-December 
there will be an Emerson maga- 
zine ad appearing on an average 
of once every second selling day. 

The magazine campaign wil! be 
supplemented by national and co- 
op newspaper ads. Business papers 
and outdoor also will be used. Grey 
Advertising Agency handles the 
account. 


Eppinger Joins Salterini 

J. M. Eppinger, formerly direc- 
|tor of distribution of Herman Mil- 
ler Furniture Co., has joined John 
|B. Salterini Co., New York, man- 
| ufacturer of wrought iron furni- 
ture, in the newly created post of 
director of sales. 
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Advertising Age, September 19, 1955 


McCloskey Names 
Self Publisher of 
‘Philadelphia News’ 


PHILADELPHIA, Sept. 15—Matthew |i Wo 


H. McCloskey, owner and chair- 
man of the board of the Philadel- 
phia Daily News, has named him- 
self publisher to succeed Lee Ell- 
maker Jr. 


Mr. Ellmaker is expected to re- 


main with the News in another |: 


capacity. 

Harry Saylor, formerly v.p. of 
the News, and at one time editor 
and v.p. of the old Philadelphia 


Record, was elected president of |} 


the company. 

David M. Podvey, formerly busi- 
ness manager of the Philadelphia 
Inquirer, who joined the News as 
general manager Sept. 8, was also 
elected a v.p. of the company. 


® This reorganization was hinted 
after Mr. McCloskey purchased the 
majority stock from the Ellmakers, 
giving him an estimated 85% of 
the News stock (AA, Aug. 29). 

Plans also are under way to 
install new presses and new com- 
posing room equipment. Offices 
will be modernized, and a drive 
will be launched to bring circula- 
tion up to or more than 200,000 by 
the end of the year. 

The editorial staff also has been 
greatly expanded under its new 
editor, Bernard Bergman. 


$500,000 Push for 


‘Oklahoma’ Movie 


New York, Sept. 14—Magna 
Theatre Corp. plans to spend more 
than $500,000 in a pre-premiere 
drive to promote the film version 
of “Oklahoma.” The movie will be 
shown here Oct. 13. 

The Bureau of Advertising, 
American Newspaper Publishers 
Assn., said saturation advertising, 
totaling 6,000 lines, is being run in 
every newspaper in the New York 
area in advance of the opening. 
As the movie opens on a progres- 
sive city-by-city schedule in 50 
markets, it will be pushed in each 
city by newspaper ads totaling 
6,000 lines. 

Magna was also said to have set 
aside an “impressive budget” for 
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Sara Lee All Butter 


. 
Coffee Cake ie . tastes so good 
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~ = grocer’s freezer. *. your grocer’s freezer 


GOING NATIONAL—These ads are part of the series of 


70-line newspaper attention gett 


Sara Lee will use in markets all over the country 


OAI to Use Color 
Spreads to Promote 
Outdoor Advertising 


NEw York, Sept. 14—Outdoor 
Advertising Inc., the medium’s na- 
tional sales organization, will 
launch an expanded advertising 
and promotion campaign next 
month with color spreads in seven 
business publications. 

Warner R. Moore, OAI president, 
said the forthcoming campaign is 
the largest in the organization’s 
history, and will be merchandised 
intensively. Approximately 65,000 
reprints of the scheduled 37 adver- 
tisements will be mailed by OAI 
to advertisers, agencies and com- 
panies in the outdoor industry. 

Publications to be used include 
ADVERTISING AGE, Automotive 
News, Business Week, Drug Trade 
News, Food Field Reporter, For- 
tune, and Printers’ Ink. 

Further expansion of OAI’s ad- 


Sunday supplement and magazine 
advertising. Donahue & Coe is, 


handling. | 


vertising and promotion will be 
continued in 1956, Mr. Moore says. 
Al Paul Lefton Co. is the agency. 


Nighttime Shoppin 


g, Longer Hours 


Growing for Supers, Study Indicates 


New York, Sept. 14—In the 
past 12 months, one out of six su- 
permarkets has shifted its hours 
of operation. The result has been 
a soaring rise in working hours, 
which now average 77.5 hours a 
week. 

To counter the profit drain im- 
posed by longer hours, 55.5% of 
the supermarkets in a national 
panel favor closing on one or more 
light shopping days in the early 
part of the week. An additional 
13.6% are undecided; 7.5% report 
store hours are determined by 
main office decision, and 23.4% 
are unwilling to reduce hours of 
operation. 

These figures are disclosed in a 
report now being mailed by Sell- 
ing Research Inc. to clients and 
other marketing executives. 


= A total of 852 supermarket own- 
ers and managers were surveyed 
by the store audit organization’s 
field staff in 51 cities. Of these, 
248 stores were in cities with popu- 
lation over 500,000, 462 in cities 
between 100,000 and 500,000, 106 
in cities under 100,000. Of the 
stores surveyed, 349 were chain 


ly up, the report shows. Nation- 

wide, supermarkets are open 12.3 

hours a week after 6 p.m. In New 
(Continued on Page 99) 
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: “Sara Lee All Butter Coffee Cake is 
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ready to serve. Look in your 
grocer's freezer. 


cream 


ers Kitchens of 
account. 


NEw York, Sept. 14—The Kitch- 
ens of Sara Lee, a specialty baker 
grown from a Chicago back room 
operation in 1951 to a $5,000,000 
business today with distribution in 
40 markets, is doing some more 
growing, this time heading for 
distribution in all major markets. 

Charles W. Lubin, president of 
the bakery that sells “premium” 
quality baked goods at twice the 
price of ordinary packaged baked 
products, announced here today 
that he will introduce his all-but- 
ter coffee and pound cakes and 
cream cheese cake in New York 
and San Francisco, with plans to 
expand out from these two cities 
to all the surrounding areas. 


® As of April (AA, April 4), Sara 
Lee had distribution in 30 markets 
in 27 states including Texas, New 
England, the Southwest and the 
South. The number has now risen 
to 40 markets in the same states. 

The last frontiers were New 
York and the Pacific Coast, and 
Sara Lee is taking its fresh-frozen 


couple months. 

Within a 300-mile radius of Chi- 
cago, where the Sara Lee plant has 
expanded from two to 350 people, 
the cakes will be sold as fresh in 
their aluminum foil wrappers. For 
sales beyond that radius, the cakes 
are sold as fresh-frozen. 

For most of its advertising, Sara 


cheese cake 


as distribution of its specialty cakes goes nation- 
wide. Cunningham & Walsh, Chicago, handles the 


Sara Lee Crosses Last Frontier; Sells 
Frozen Cakes in New York, San Francisco 


eee >*- * . . >. oo 2:82 & > > > > >. . * > . . * *-e eee ss 2 OC a 


Lee uses a 5% of sales budget. The 
New York drive, however, will use 
additional funds. In this city, r.o.p. 
color pages will be used along with 
tv and/or radio. 


® In other markets, where distri- 
bution is now getting fully under 
way, 70-line b&w ads plus tv and/ 
or radio will be used, depending 
on the market. 

Plans are not yet completed for 
all markets, but it has been de- 
cided that station breaks in the 
“Mickey Mouse Club” ABC tv 
show will be used in 10 markets 
and radio has been selected for 
Detroit. 

The first campaigns to break, 
on Sept. 29, will be those in Rock 
Island, Moline and Springfield, I1l. 
and in Kalamazoo, Mich. Cunning- 
ham & Walsh, Chicago, is the 
agency. 


Baldwin to Kenyon & Eckhardt 


Brendan Baldwin, formerly as- 


cakes to both areas within the next Bowles, has joined Kenyon & Eck- 


sistant media director at Benton & 


hardt, New York, as media coor- 
dinator. 


Brown Joins Sessions Clock 
William P. Brown III, formerly 
assistant promotion director of 
Parade Publication, has joined 
beeen Clock Co., Forestville, 
|Conn., as sales promotion manager. 


Highlights of This Week's Issue 


Zenith calls 
“selfish” 
Armour ads boost veterinaries, vets 
buy Armour products ..Page 20 
Safe driving is good for sales, auto 
makers decide ........ 
American Research Bureau ex- 
pands telephone service in 
. RRR > AR ey 
Philip Morris, TWA buy extra ra- 
dio time on CBS, Mutual Page 24 
Dozen roses theme sparks Four 
Roses Christmas drive .Page 34 
All-night pajama party thrown by 
Sealy, mattress maker ..Page 35 
Cash-for-coupons policy is spread- 
ing among supermarkets Page 35 
Color tv will be boon to magazine 
color, Crowell-Collier’s Smith 
says 
Pennsylvania Railroad will use mu- 


pay-tv opponents 


GE smartens up fair trade 
policing, returns to Boston Store 
Pn. ncatie ene wk bd one Page 38 


Hot tip from AC Spark Plug plugs 
Hot Tip spark plugs ....Page 38 
Business failures low 
business outlook good: Dun & 
Bradstreet 


Montgomery Ward plans to expand 
catalog order offices during 
Peer ee eee Page 39 


Magazines, newspapers will back 
ambitious holiday promotion by 
CRORES ence dessess Page 40 

Railway Express will speed up 
service to advertising field 


program 


program with multi-million dol- 
lar drive 


this year, | 


Ad Council to aid slum-clearance Photographic Review 
Production Tips 
|Rough Proofs 
Dt hy ee Page 43 | salesense in Ads 


a a ae 
Acme stores flood four eastern 


states with coupon-calendar 
SE os inci acanrctd Page 46) 
Newspaper practices and _ tech- 
niques covered in new 
i errr Page 48) 
Haire asks retailers to pro-| 
mote goods of flood-hit com- 
DOMICS caccecccescteves Page 48 


REGULAR FEATURES 
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| Leoking at Retail Ads 73 
| Obituaries ........ . 23 
| On the Merchandising Front ................... 72 
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This Week in Washington 


Publisher Calls 
Mail Right Vital 


to ‘Confidential’ 


It’s ‘Respectability 
Barometer,’ Harrison 
Says; Calls Loss Costly 


New York, Sept. 14—A second 
class mailing privilege is “the ba- 
rometer of respectability,” accord- 
ing to Robert Harrison, publisher 
of Confidential, who is having his 
troubles with the Post Office De- 
partment (AA, Sept. 12). 

And if Mr. Harrison’s troubles 
aren’t cleared up by about Oct. 
22, more than 1,000,000 expose- 
hungry readers of his publication 
will have to do without their sen- 
sational fare when the January is- 
sue’s appearance date arrives next 
month. 

Despite the fact that the multi- 
million circulation of the bi- 
monthly magazine is almost en- 
tirely newsstand, Mr. Harrison told 
AA that he “certainly couldn’t re- 
main in business” if he could not 
use the mails. 

Mr. Harrison explained that at 
least one third of Confidential’s 
copies—‘“about 1,000,000”"—are 
shipped by mail at some point be- 
fore reaching the newsstands. Bulk 
shipments are made by truck, 
freight and express to central dis- 
tributing points where wholesalers 
then reship them to small towns 
and outlets by second class mail, 
he said. 


® Estimating roughly, he indicated 
it would cost about three times as 
much to ship copies by express as 
by mail. 

Mr. Harrison said further that 
he has a second reason why he 
will fight the Post Office De- 
partment order: 

“We don’t want the stigma of 
not being able to ship by mail. 
That’s an indication that there’s 
something wrong with your book.” 

“Something wrong,” he ex- 
plained, means that the publica- 
tion could be considered subver- 
sive, obscene or a fraud. The denial 

(Continued on Page 103) 


CHEF’S SPECIAL—Minneapolis model 
Lois Kiecker displays (1) the new 
package Pillsbury Mills is using 


units, 503 were independents. 


9 for its 5-lb. institutional mix line 
Nighttime shopping is definite- 


Industry shown solving marketing | 
Voice of the Advertiser 13| and (2) a well turned ankle, 


problems via advertising in new | what They’re Saying 
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sic to move freight cars Page 37 
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538, for the first six months of| 
this year P&G dropped to second | 
place, despite an increase in its | 
expenditures to $24,990,507. Re- 
placing P&G in first place was 
General Motors (in second place 
last year with $20,421,228), which 


6-Month List of Leading Advertisers 
Indicates 1955 Will Hit New Peak 


(Continued from Page 1) Newspaper sections ............... 75 64 | m : : 

; . oved into the top spot with a 
each of the media reported on. | Network radio . sageconencansongmhonces 56 64 | record six-month expenditure in 
Here are the comparative figures: | Network television ................ 87 86 


these particular media of $26,948,- 
Number of 100 Leading Advertisers Increased budgets are clearly | 997. 


Using Each Medium the order of the day. Whereas the 

1955 1954\ top advertiser in the list of 100|® Last year an expenditure in 

General magazines ...............- 97 97 |leaders last year was Procter &| these media of $928,712 in the first 
Farm magazines ............:..-+-+ 59 64 |Gamble, with a figure of $22,814,-|six months was good enough to 
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MORE DAILY HOME DELIVERED 
THAN THE POST! 


MORE SUNDAY TOTAL CITY 
THAN THE POST! 


MORE DAILY HOME DELIVERED 
THAN THE PRESS! 
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- « « Morning or evening, 
with circulation now at a 


merd 205,043 daily! 
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THE REASON FOR... 7 


Source: ABC Publisher's Statement 
for period ending Mar. 31, 1955 


THE HOUSTON CHRONICLE 


JESSE H. JONES, Publisher 
JOHN T. JONES, Jr., President 


Consecutive Years 
of Leadership in 
Advertising and 
Circulation. 
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R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, National Advertising Mgr. 


THE BRANHAM COMPANY —WNational Representatives 


Advertising Age, September 19, 1955 


earn Johns-Manville the 100th spot 
in the list of leaders. In fact, the 
last five in the list of 100 leaders 
were credited with less than $1,- 
000,000. This year all of the 100 
leaders invested over $1,000,000 
during the first six months, and the 
100th spot went to Olin Mathieson 
Chemical Corp. with an expendi- 
ture of $1,025,123. 

Practically all of the leaders 
stepped up their expenditures, in 
some cases considerably, but the 
upward movement was not unani- 
mous. Among the 50 largest adver- 
tisers, for example, expenditures 
of nine were lower than during 
1954, and those of 41 were higher. 
Those showing a decline were Le- 
ver Bros., R. J. Reynolds, P. Loril- 


> \lard, Sterling Drug, Miles Labora- 
» | tories, Kellogg, Philco and Serutan. 


On the other hand, Gillette Co. 


4 moved up sharply, from 12th posi- 
||tion to sixth, as the result of in- 


creasing its six-month figure from 


|| $7,250,000 last year to $11,032,000 


this year, and Chrysler moved from 
seventh to fifth by virtue of ex- 


»|panding from $8,421,000 to $13,- 
> | 637,000. 


® Others who increased advertis- 
ing substantially included Nation- 
al Dairy Products, from $5,276,000 
to $6,868,000; American Home 
Products, from $5,315,00 to $6,802,- 


_ | 000; Bristol-Myers, from $3,902,000 
' | to $5,609,000; Borden Co., from $2,- 
090,000 to $3,081,000; American 


Motors from $1,991,000 to $2,987,- 
000; Texas Co., from $1,987,000 to 
$2,927,000; Helene Curtis, from $1,- 
651,000 to $2,828,000; Carnation 


'\Co., from $1,815,000 to $2,674,000; 
' | Brown & Williamson, from $1,523,- 


000 to $2,552,000. 

Surprisingly,there were 20 com- 
panies appearing in the list of 100 
leading advertisers for the first 
half of last year who do not ap- 
pear in the list this year, indicat- 
ing not so much that these adver- 
tisers decreased expenditures «ss 
that they have lost ground rela- 
tively in terms of other advertis- 
ers who have stepped up appropri- 
ations. 


® New to the “top 100” list for 
the first six months of 1955 are 


DON MANCHESTER has joined Weiss 
& Geller, Chicago, as v.p. and 
member of the agency’s manage- 


ment committee. He formerly 
was a v.p., director and Chicago 
manager of Campbell-Mithun. 


Studebaker-Packard (neither of 
whose component parts was in- 
cluded in the leaders last year); 
Florida Citrus Commission; H. J. 
Heinz; Remington Rand; Revlon; 
A&P; Pond’s Extract Co.; Lehn & 
Fink; Columbia Broadcasting; Wm. 
Wrigley Jr.; Hunt Foods; Stanley 
Warner; Outboard Marine & Mfg. 
Co.; Hiram Walker; Maytag; Gulf 
Oil; Safeway Stores; Pittsburgh 
Plate Glass; W. A. Sheaffer Pen; 
Olin Mathieson. 

On the list last year, but not 
present for the first six months 
of 1955, were Kaiser Motors; Car- 
ter Products; Manhattan Soap; 
Borg-Warner; Electric Auto-Lite; 
Yardley; Sunbeam; Block Drug; 
Socony-Vacuum; Wesson Oil; In- 
ternational Harvester; American 
Chicle; Doubleday & Co.; Stand- 
ard Oil of Indiana; Gerber Prod- 
ucts; Anheuser-Busch; Ralston- 
Purina; Schick; Metropolitan Life; 
Johns-Manville. 


All-in-One Moves Account 

State Pharmacal Co., Chicago, 
has appointed Schwimmer & Scott 
to handle advertising for its All- 
in-One dietary supplement. News- 
papers, Sunday supplements, radio 
and television will be used. Ruth- 
rauff & Ryan formerly handled 
the account. 
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: a. 
New Yorker 
really 
| : gets ; 


around! 


Vancouver, B. C. 


g Seattle Tacoma 


| Portland 4" Spokane 
Springfield. 4 Boston 
Milwaukee Detroit Hartford 
Denver Omaha a - _ New York-Newark 
San Francisco _ ~<T— nines CNICAEO Toledo ——— Philadelphia 
Oakland Salt Lake City ae Baltimore 


Washington, D. C. 
Hawaii Los Angeles 
San Diego 


From Boston to Hawaii* people can quote you anecdotes from 
The New Yorker’s “Profiles.” Lots of people—The New Yorker really gets around. 
7 out of every 10 copies of The New Yorker are addressed to places outside the 
New York Metropolitan area. They go into 4,000 different cities 
1 and communities from coast to coast, and beyond our borders. 


The New Yorker reaches the people other people follow. ; 


7 *Boston Trade Area Circulation, 13,254. Hawaii, 983. 


THE 


NEW YORKER 
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Wireless Electric 
Clock, Price $175, 
Introduced by GE 


New York, Sept. 13—Merlin the 
Magician has nothing on General 


Electric, which has just come out | 


with a wireless electric clock. 
About 500 of GE’s newest para- 
doxes should be around by Christ- 
mas time—priced at a tidy $175 or 
thereabout. 


some time this fall, but the real 
campaign won’t break until next 
year. 

The pitch is that this electronic 
clock doesn’t hook up with the 
house electricity, but lives off any 
handy, hard-working electrical ap- 
| pliance. 

At night, of course, when few 
electrical appliances are turned on, 
this parasitic timepiece has a prob- 


‘lem. But GE is solving that with 
‘a “subsidiary electrical 


piece” 


An introductory ad may run;which has been variously de-!Friend-Reiss Adds Office 
scribed. 


® One version is that it plugs in- | 
to the clock and feeds it with elec- | 
trical impulses picked up from the) 
house across the street or the cor- 
ner street lamp. 


® Another-informant says you 
plug a thingamajig into a wall 
socket and set the clock nearby. 

Anyway, whatever the explana- 
tion, it’s one more sign of the, 
abracadabra age of electronic ap~ | 
pliances. 


Advertising Age, September 19, 1955 


Friend-Reiss Advertising, 


i he, 
fe 


New | @ 


Seite 
ri SS 


York, has opened a branch office | J™ 


at 22 Elizabeth St., Utica, N.Y. 
George W. Ball and John G. 
Grier, formerly Utica public re- 
lations counselors, have been) 
named to operate the office. 


Vaughan Joins Official Films 

George Vaughan has left MCA-| 
TV to become senior account exec- 
utive with Official Films, New 
York. 


LET'S 
SEPARATE 
THE BOYS 

FROM 
THE MEN 


circulation of 


There are 15,000,000 boys today. There will be 
20,000,000 in 1965. 


BOYS’ LIFE keeps pace with a new ABC net paid guaranteed 


drops to a new low of $3.40 per thousand.) 


1 ,250,000 to go into effect with the January 1956 issue. 


(Rates will increase a moderate 13% compared to 
this 25% circulation boost. Page cost 


1,250,000 net paid circulation BOYS’ LIFE, 2 Park Avenue, New York 16, N. Y. 


. 


THE BONORED 
OCCASION 
Whee a friend receives a 
tribute of international rcmown, 
the gift should be of 


ROYAL SALUTE 


A Scotch whisky of rare age, 
at @ collector's ceramu flagon 


treated by Yne Pane, of England , 


EWTVAR BIVTHERS LOD. Atertere Seaton 
Reta IN? hy Aepenermrns Mor comere \) Pevmmesen 
08 HotOR May Oy Hh: wets Big Sear FP 


“EN SO OTD WHISKY « 84 PROOF + CHIVAS BROTHERS MPCIET CORP. NOT NA) 


ADVERTISING AGAIN—Chivas Bros. 
Import Corp., New York, has re- 
sumed advertising on Royal Salute, 
a 21-year old Scotch. The brand 
has been repackaged in new brown 
Royal Doulton flagons, which sell 
for about $25 a fifth. Five consum- 
er magazines are being used. Lynn 
Baker Inc. is the agency (story 
on Page 51). 


Meredith Has Peak 
Revenues for 13th 


Consecutive Year 


(Continued from Page 2) 
started moving up again, Meredith 
reports. 

Starting in February, there will 
be a higher circulation guarantee 
for Better Homes & Gardens. Rates 
will also be raised. BH&G circula- 
tion has averaged 4,116,000 copies 
a month during the past year, 
Meredith said. Successful Farming 
averaged 1,309,000. 

Net working capital amounted to 
$12,959,000 on June 30, an increase 
of $1,283,000 over a year earlier. 


‘FARM & RANCH’ NOW 
OPERATING AT PROFIT 


NASHVILLE, Sept. 14—Farm & 
Ranch—Southern Agriculturist re- 
ports it is now operating at a 
profit for the first time since 1948. 

Publisher Tom Anderson, who 
bought the publication in 1953, 
said the magazine now has more 
acceptance in advertising circles. 

He said it was this lack of ac- 
ceptance which was one of the 
chief ills of the publication when 
he took it over, despite the fact it 
had “more circulation in the South 
than any other magazine.” 

Mr. Anderson has re-designed 
the cover and format and stream- 
lined and reorganized the circula- 
tion department with the result 
that Farm & Ranch has sold more 
subscriptions “than ever before in 
its history—and more than any 
other southern magazine ever pro- 
duced in one year.” 


California Service Gets 
Sweet Potato Growers’ Assn. 
California Service Agency, 
Berkeley, has been appointed to 
handle publicity and promotion for 
a new California Sweet Potato 
Growers’ Assn. Plans call for the 
promotion of California sweet po- 
tatoes and yams in California, Or- 
egon and Washington. 
Promotional money is being 
raised by a voluntary assessment 
of 1%¢ per unit of sweet potatoes 
or yams sold. California shippers 
and commission men also are being 
asked to contribute funds to the 
campaign. 


General Teleradio Gets Film 


The film division of General 
Teleradio, New York, has acquired 
the U.S. distribution rights to the 
British Broadcasting Corp.’s doc- 
umentary series, “War in the Air.” 
Included are 15 half-hour films 
dramatizing the story of military 
air power and its impact on the 
world. 
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Why the weekly that wins 


the most cash customers 


wins the most attention 


When you put your down money at the newsstand, you do it 
for just one reason. You want something to read. Right 
then and there. And you pick the magazine you'll really read 


today or tonight. Not the one you thin 
“‘when you get the time.”’ 


As you would expect, the magazine that interests the 
most customers at the newsstand interests readers 
most in the home. In the general-weekly field, 
it is The Saturday Evening Post. It leads in single- 
copy sales by half a million copies—a margin of 
nearly 50%! And readership surveys show 
that its lead in impact is every bit as decisive. 


The Post gets to the heart of America. 


k you'll look through 


vy 


“This article hit me where I 


live —in the suburbs!” 


The mass exodus to the suburbs has 
caused a new set of shortages: not 
enough roads to handle traffic, not 
enough pipes to handle sewage, not 
enough schools to handle the baby 
boom. And low suburban taxes often 
don’t provide enough money for 
these, anyway. Hal Burton points out 


says ORVILLE CHASE, Vice President, Compton Advertising, Inc., N. Y. 


in a frightening—and factual—way 
how suburbs may become slums! 


No commuter should miss the three- 
parter: “Trouble in the Suburbs,” 
starting in this week’s Post. 

In all, 8 articles, 4 short stories, 2 serials 
and many special features in the Sept. 17 
issue of The Saturday Evening Post. 
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Coca-Cola Shuns 
Garrulity About 
Its Ad Account 


(Continued from Page 1) 

3. It is reported that complete 
plans for 1956 advertising and pro- 
motion, served up by D’Arcy in an 
unusually elaborate and complete 
presentation in mid-August, have 
not yet been given-official Coca- 
Cola approval. 


® It is doubtful if anyone—in- 
cluding the top Coca-Cola manage- 
ment—knows at this moment 
whether the company is going to 
make an agency shift. Only one 
thing is certain—that the current 
unrest mirrors the most serious 
consideration of a change that 
Coke has ever entertained. (D’Arcy 
has been the only agency Coca- 
Cola has ever had.) 

A subtle change in attitude has 
been noted this week, however. 
Last week or the week before, 
most Madison Avenueites would 
have bet that an agency change for 
the fabulous beverage maker was 
likely. Now the odds seem to be 
shifting in favor of D’Arcy’s re- 
tention. 


® One of the factors leading toward 
the shift is the growing realization 
that the account is one of the hard- 
est major accounts to lose—in the 
sense that it involves so much 
intensive work with so many fac- 
ets of the Coca-Cola organization 
and its bottlers that any new agen- 
cy would probably require a year 
or more of breaking in. 

Another is a feeling that Coca- 
Cola’s Robinson, who is a familiar 
of scores of top-flight agency men 
as a result of his media back- 
ground, has been listening to agen- 
cies, not so much because he wants 
to make a change as because he 
believes it worth while to reap- 
praise the Coca-Cola advertising 
picture and bring himself up to 


GERM-FIGHTER—Replace your brush 
every four months and kill bac- 
teria too, advises Weco Products 
Co., Chicago, maker of Dr. West’s 
new Germ-Fighter toothbrush. 


Dr. West's New 
Toothbrush Will 
Be Antiseptic 


(Continued from Page 2) 
the assertion that the brushes will 
remain sanitary up to four months. 

The reasoning is that people will 
be inspired to buy a new tooth- 
brush every four months, three 
times a year, in order to be sure 
they are getting full tooth pro- 
tection. 

A little adhesive tag goes along 
with each brush. It can be stuck up 
inside the medicine cabinet, re- 
minding users of the date on which 
the next toothbrush should be 
bought. 

Advertising will run in Life and 
on the NBC “Today” show. 

J. Walter Thompson Co., Chi- 
cago, is the agency. 


|date on agency services. 


Whatever the situation, the folks 
at Coca-Cola are not talking. At- 
tempts to reach president Robinson 
and Advertising Director Felix 
Coste were fruitless. 


® Another Coke official, while 
he referred to “cordial relation- 
ships” with D’Arcy, told AA the 
company has no statement to make 
regarding its agency relations. 

The phone conversation went 
like this: 

AA: “In view of the fact that 
Anheuser-Busch has issued a state- 
ment that it is continuing with 
D’Arcy, wouldn’t it help clear the 
air if Coca-Cola clarified its posi- 
tion?” 

Coke: “We have no position to 
clarify.” 

AA: “Does that mean that Coca- 
Cola does not intend to change its 
agency?” _ 

Coke: “We have fio statement.” 

AA: “That can bé ‘construed as 
meaning the matter is still pend- 
ing, as rumors indicate?” 

Coke: “Coca-Cola has no state- 
ment to make for construction or 
quotation.” 


@ Earlier, this same official had 
indicated to AA that the question 
of making a public statement had 
been considered by the Coke man- 
agement, but the decision was 
made to make none, 

When it was suggested that no 
statement might be construed as 
tantamount to an admission that 
an agency change was under con- 
sideration, the Coke official said 
that people might construe it as 
they see fit, but that the company’s 
executives have decided to make 
no formal statement. 


ANHEUSER-BUSCH ACCOUNT 
STAYS WITH D’ARCY AGENCY 

Sr. Louis, Sept. 13—One of the 
rumors that has been plaguing 
D’Arcy Advertising Co. and its cli- 
ents in recent weeks was cleared 
up over the weekend. 

August A. Busch Jr., president 
of Anheuser-Busch, issued a for- 
mal announcement saying that 
D’Arcy will continue to handle 
the Anheuser-Busch account. He 
said that a special committee of 
the board of Anheuser-Busch had 
given serious study to the compa- 
ny’s future advertising and sales 
promotion program during the past 
several months. (The consideration 
presumably included listening to a 
pitch by J. Walter Thompson, fol- 
lowing that agency’s loss of the 
Ballantine beer account to Esty in 


i February.) 


|= The committee told the board 
‘llast Friday that they recommended 


the retention of D’Arcy. 

“We believe D’Arcy has done an 
outstanding job for Budweiser for 
the more than 40 years it has 
served Anheuser-Busch,” Mr. 
Busch said. “Our company rose to 
its present high standing in the 
brewing industry with D’Arcy 
handling our advertising. We will 
continue to grow with the sup- 
port of an aggressive advertising 
program, which we intend to ex- 
pand during the coming months.” 

Last year, the company said, An- 
heuser-Busch spent approximately 
$14,000,000 for advertising and 
sales promotion. 


® Interest in the future of the 
D’Arcy-Budweiser relationship 
was especially intense since P. J. 
Orthwein, president of D’Arcy, and 
August Busch Jr. are brothers-in- 
law, and Mr. Orthwein’s son is a 
v.p. (not involved in advertising) 
of the brewery, 

It was reported, however, that 
Mr. Busch would not let private 
relationships influence the adver- 
tising course of the organization; 
and the appointment last month of 
Gardner Advertising Co. to handle 
A-B’s Busch Bavarian beer seemed 


to bear out this contention. 


ROBERT S. SPAETH has resigned as v.p. 
in charge of advertising of Gen- 
eral Mills Ltd., Toronto, to join 
McCann-Erickson, Chicago, as a 
group head in the client service 
department. 


P. 0. Deputy Hits 
Senator for Stand 
on Postal ‘Deficit’ 


Cuicaco, Sept. 14—Has 
Republican administration 
proved the postal service? 

This issue, which is sure to boil 
up in Congress next year, was 
hotly contested here this week as 
Sen. Olin C. Johnston (D., S.C.), 
chairman of the Senate post office 
committee, charged that postal 
costs could be reduced by $250,- 
000,000 (see earlier story on Page 
68). 

Within hours after Sen. Johns- 
ton appeared before the annual 
meeting of Associated Third Class 
Mail Users, Assistant Postmaster 
General Eugene J. Lyons told an- 
other Chicago meeting that Sen. 
Johnston had refused to let the 
Post Office solve its problems and 
has offered no constructive sugges- 
tions for improving its operations. 


the 
im- 


® In his rebuttal, before a meet- 
ing of postal employes, Mr. Lyons 
insisted the department has en- 
gaged in the most aggressive and 
comprehensive program in_ its 
history to improve the service and 
reduce costs. 

“The fact that wages now paid 
to this great body of workers 
amounts to 80% of all postal ex- 
penditures points up the folly of 
the senator’s claim that savings of 
$250,000,000 could be realized by 
some sort of magic,” he said. 

He charged that Sen. Johnston 
blocked efforts to reduce the pos- 
tal deficit by “personally refusing 
to hold hearings on postage rates 
at the last session of Congress.” 

“What he fails to point out,” 
Mr. Lyons said, “is that under the 
present subsidized rates of postage, 
it is the big publishers who are 
subsidized, to the tune of millions 
of dollars annually, at the small 
taxpayers’ expense. 


® “All costs must be paid by some- 
one. If the big users are unwilling 
to meet the cost of postal service, 
then the small taxpayers are 
forced to foot the bill.” 

Mr. Lyons said Sen. Johnston’s 
position fits into the theories of 
only some of the big publishers. 
“Many publishers are perfectly 
willing to have postage rates ad- 
justed upward and already have 
publicly endorsed this position.” 

He also denied that a half-cent 
increase would drive third class 
out of the mails. 


Winegar Leaves FC&B 

Otis Winegar has resigned as v.p. 
in charge of copy of Foote, Cone 
& Belding, New York. Before join- 
ing the agency two years ago; he 
was on the creative staff of Ted 
Bates & Co. 


Advertising Age, September 19, 1955 


‘Census Bureau Schedules Nine-Month Flow 


| WASHINGTON, Sept. 15—With the 
|tabulation of the new censuses of 
| business and manufactures moving 
toward the final stages, the Cen- 
/sus Bureau has arrived at a pub- 
‘lication schedule which will pro- 
‘vide a continuing flow of basic 
marketing data over a nine-month 
period beginning late next month 
or early in November. 

The new census will provide the 
first complete picture of the na- 
|tion’s expanding distribution and 
manufacturing system since 1947 
and 1948, Through the use of new 
electronic tabulating systems the 
project will be completed in about 
half the time that was required for 
similar results when previous busi- 
ness and manufactures census were 
taken. Data in these censuses is 
for 1954. 

Also among the fresh marketing 
information now becoming avail- 
able are the results of the new 
census of agriculture. Preliminary 
bulletins for this census, covering 
the crop year 1954, are currently 
available for about half the states. 


® The first results from the census 
of business will be run through the 
Census Bureau’s Univac tabulating 
machines early in October and may 
become public before the month 
ends. At the same time other Uni- 
vacs owned or leased by the bu- 
reau will begin tabulating the cen- 
sus of manufactures under a time- 
table that calls for release on a 
continuing basis beginning in No- 
vember. 

Initial releases from the census 
of business will be state bulletins 
summarizing the total number of 
establishments, total sales, em- 
ployment, payrolls and number of 
active proprietors of unincorporat- 
ed business for the state, each 
county and each community of 
more than 2,500 persons. There 
will be separate state bulletins for 
retailing, wholesaling and service 
trades. The preliminary bulletins 
will not provide breakdowns by 
kind of business. 


® After the preliminary state bul- 
letins have been issued, final state 
bulletins containing breakdowns 
by kind of business will appear 
early next year. Also, early next 
year, 20 trade bulletins will be is- 
sued giving all the statistics for 
related business groups, such as 
drugs, food, etc. 

Finally there will be a series of 
subject bulletins toward mid-year, 
covering such subjects as credit, 
inventories, form of ownership, 
size and city size. 

The preliminary releases from 
the census of manufactures include 
the following in the immediate fu- 
ture: 

1. A release giving preliminary 
totals for the nation as a whole by 
industry for such “general” sta- 
tistics as employment, man-hours, 
payrolls, value added by manufac- 
| ture, value of product shipped, cost 
of materials, fuels and electric en- 
ergy and new capital expenditures. 

2. A release giving state totals, 
with separate figures for the most 
important groups within each state, 
covering most of the same general 
statistics as the national summary 
release. 


® 3. A release giving total value 
of shipments for each of approxi- 
mately 1,000 classes of products 
covering all manufacturing. 

4. A series of 450 releases giving 
advance results for each of the 450 
industries defined in the standard 
industrial classification system. 
These advance releases which will 
appear on a flow basis beginning 
in November, and _ continuing 
through March, 1956, will provide 
general statistics for each industry 
by geographic division and state; 
USS. totals for selected items such 


| File” 
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as cost of fuels and electric energy; 
and total factory shipments of in- 
dividual commodities primary to 
the industry. 


® Shortly after the first of the 
year, the final industry bulletins 
will begin appearing. In this phase 
of the program the results for the 
450 industries will be consolidated 
into 82 industry bulletins, contain- 
ing roughly the same kinds of in- 
formation as the industry bulletins 
of the 1947 census—plus some ad- 
ditional tables introduced to im- 
prove the accuracy of the census. 

In April, 1956, the advance re- 
leases by states will begin appear- 
ing, and shortly afterwards the 
final results by state will be avail- 
able. In the summer and fall the 
publication program will be com- 
pleted with the release of 12 sub- 
ject bulletins dealing with such 
matters as materials consumed, 
fuels and energy used, horsepower, 
inventories, establishments’ size, 
data, etc. 


Mercury Dealers 
in Sound Shape, 
Sales Head Says 


Detroit, Sept. 15—Mercury 
dealers will reap a gross profit 
of $50,000,000 during 1955, Joseph 
E. Bayne, general sales manager 
of the Mercury Division of Ford 
Motor Co., asserted today. 

Mr. Bayne said reports that 
manufacturers have been “grow- 
ing fat” at the expense of dealers 
“simply aren’t so.” 

He said his division’s 2,780 deal- 
ers would enjoy a 45% return on 
their gross investment, before 
taxes, and have the best year fi- 
nancially in the last five. 

“Our dealers are in economical- 
ly sound condition,” he said. “They 
are making money, improving 
their plants and everybody is hap- 
py.” 


® Speaking at the press preview 
of the 1958 line of Mercury auto- 
mobiles, Mr. Bayne said he ex- 
pected another “very, very good” 
year in 1956, and predicted an in- 
dustry sale of between 6,500,000 
and 7,000,000 new cars. He pre- 
dicted Mercury would sell 450,000 
of these. 

Mercury will sell 415,000 cars 
this year, Mr. Bayne said, and 
disclosed that 271,000 of these have 
already been delivered. 


Frazer Leaves Transitads 

Edmund J. Frazer has resigned 
as general sales manager of Na- 
tional Transitads Inc., New York, 
transportation advertising com- 
pany. Mr. Frazer, formerly Wash- 
ington representative of the Gas 
Appliance Manufacturers Assn., 
joined Transitads in 1945 as a na- 
tional sales representative. He 
moved up to assistant to the presi- 
dent, v.p. and director, then v.p. 
of sales. In 1953 he was elected 
president of the corporation. Mr. 
Frazer will announce his plans 
after he returns from a trip to 
Europe. 


Gold Seal Buys TV Film 

Gold Seal Co., Bismark, N.D., 
has signed to sponsor “Confidential 
weekly over WPIX, New 
York. Campbell-Mithun, Minnea- 
polis, is the agency. The 30-minute 
documentary film series spotlights 
national social problems, with Paul 
Coates as emcee and producer. A 
live attraction on KTTV, Los An- 
geles, for some time, the show is 
being syndicated by Guild Films. 
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- written message is the one that LIVES 


When a man elected President of the United States 
lays his hand upon the Holy Bible and swears to 
uphold the Constitution, he takes an oath of awe- 
some significance. 


“The Constitution of the United States...” Cast 
these words any way you will—declaim them from a 
mountain top or speak them in a whisper; print them 
in stately letters of bronze or put them into the 
scrawl of a child—they evoke a special meaning 
not only for Americans but for human beings the 
world over. 


Few words in the eloquence of man’s many tongues 
mean so much, encompass so much justice, imply 
such a vastness of power, portend so many better 
tomorrows. 


And these words, “The Constitution of the United 
States,” belong to you just as surely as the pictures 
of your family that you carry in your wallet. For 
this magnificent document starts with the words: 
“We, the people of the United States...” and 
everything that follows draws its strength from that 


simple beginning. We, our fathers, our friends, the 
many millions of strangers who could be our friends, 
our children and their children to come, we make 
these words strong, meaningful, and fair. 


September 17th will mark and honor the day one 
hundred and sixty-eight years ago when a written 
message, a preamble and seven articles, was signed 
by a group of dedicated, daring, and far-sighted men. 


There will be a few parades and speeches on this 
day, a few solemn commemorations. But basically, 
the day will be given over to far more important 
activities: One hundred and sixty-five million Amer- 
icans will be actively, freely engaged in the pursuit 
of happiness, each in his own way, each according 
to the voice of his own conscience. 


2 8 ye a ee eae | Re SE. Cee 


But in this advertisement, on this day, America’s 
most widely read magazine, This Week, asks you to 
pause and consider the value of the written, and 


chiefly the printed message. Nothing else is so real, so . 


tangible, so permanent. Only the written message 


Your messages in This Week Gill LIVE) in 11,000,000 homes throughout America ! 


This Week Magazine shares the power and prestige of these 35 great newspapers which distribute it. 


The Birmingham News. . 


Register . .. The Detroit News . . . The Houston Post . . . The Indianapolis Star . . 
Minneapolis Sunday Tribune . . . The New Orleans-Times-Picayune States . . 
Pittsburgh Press . . . Portland Oregon Sunday Journal . . . Providence Sunday Journal . . . 


Sunday News... 


. Boston Sunday Herald... The Charlotte Observer . . 
. The Jacksonville Florida Times-Union . 
. New York Herald Tribune . 


San Francisco Chronicle. . 


. Chicago Daily News... 
. Los Angeles Times... 


Richmond Times-Dispatch . 


The Cincinnati Enquirer . 
The Memphis Commercial Appeal... 
. Norfolk Virginian-Pilot and Portsmouth Star. . . 
.. Rochester Democrat and Chronicle . . 
. The Spokane Spokesman-Review ,,. The Washington Sunday Star . . . 


stands four-square, an immutable pact between 
reader and author, between mass market and adver- 
tiser. But beyond its permanence, its reality, 

black-and-white clarity, there is something else. . . 


Only the written message is absorbed freely. As an 
advertisement, it does its job—not for a minute or 
fifteen seconds, but for as long as the reader wishes. 
Never an interruption, it faces its readers and allows 
them to study, to ponder, to make up their minds in 
their own good time. And then they may clip it out, 
review it later, pass it on to others. 


Yes, the printed page, rich in detail, exact in its 
message, continues to be the surest way to convey 
an idea. Therefore, This Week wishes to remind you 
of the basic wisdom of building advertising cam- 
paigns around visual, printed media. In other words, 
if you want your message to work and to Jast, put 
it in print first. 


.. Cleveland Plain Dealer... 


The Dallas Morning News . 
Miami Daily News . 
The Philadelphia Sunday Bulletin . 
. St. Louis Globe-Democrat . . 
The Wichita Sunday Eagle 


. The Phoenix Arizona Republic. . . 


. . Des Moines Sunday 
. . The Milwaukee Journal... 


. The Salt Lake Tribune ... San Antonio Express and 
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4,400 switchboards, each with 100 trunk lines, could 
handle 440,000 calls simultaneously; but there are 
447,000 Newsweek readers whose main job respon- 
sibility is Administration and Production. 


» dialing IN fluence-1,000,000 when you’re 
advertising in Newsweek. 


_No other magazine ever to achieve one million or 
greater circulation taps so strong a saturation of 
executives and high-income families. 


Serving America’s Most Significant Million 
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How Far Can Credit Stretch? 


The First National Bank of Boston recently joined the growing 
chorus of concern over the size of the nation’s debt, both public and 
private. It cited some startling figures. For example: 


e Public and private debt combined now totals $14,696 per family. 


e Total net debt has increased 50%—by $200 billion—since the 
end of World War II. 


e Consumer and home mortgage debt now totals about $112 bil- 
lion. Home mortgage debt alone is about $80 billion. 


“By lowering down payments and extending maturities for short 
as well. as long-term personal debts, certain groups of cunsumers 
are being placed in a vulnerable position,” the bank said. And it 
added: 

“While it is true that debt financing permits present enjoyment of 
products that could be purchased only after years of saving, there is 


. a limit to the extent to which this may be done without jeopardizing 


the interest of the borrower and lender, and endangering the econ- 
omy.” 

Everyone agrees with the First National Bank of Boston that 
“there is a limit” to the extension of credit. What causes all the dif- 
ficulty is that no one knows exactly what the limit is. Credit fol- 
lows no laws of physics. It isn’t like a rubber band, whose ability to 
stretch can be precisely and accurately measured. It is, on the con- 
trary, like a rubber band which won’t stretch at all today, but can 
be stretched to seven times its normal length tomorrow, and only 
three times its length the day after. In other words, its stretchability 
at any particular moment is indeterminable. 

That is exactly the problem with credit. In its simplest terms, 

credit is not over-extended as long as borrower and lender both be- 
lieve the loans can be repaid; it is over-extended the minute either 
borrower or lender suspects that the loan under discussion might 
not be repaid. No economist or manager of money has yet deter- 
mined any more exact formula, or any formula for determining the 
safe limits of credit in terms of actual dollars or in terms of a re- 
lationship to national income or anything else. 
_ Because credit is a kind of business extension of simple faith, and 
because faith and confidence are fragile things, business, the public 
and government would all be well advised to contain credit exten- 
sion inside what seems to be reasonable bounds, instead of taking a 
chance on getting the last few inches of stretch out of the economic 
system. 


Nuts to Noblesse Oblige 


Zenith Radio Corp. has been pushing hard for pay-television. It 
has done a good job on this front, and it has been seeking—and we 
think getting—an open-minded hearing even from the advertising 
and broadcasting businesses, which might be assumed to frown on 
any attempt to limit advertising sponsorship of television. 

We have believed that Zenith and the other pay-tv systems ought 
to get this kind of hearing. But we’re a little fed up with indications 
that Zenith and others are out to really chew up the hand that fed 
them. 

We are referring to current Zenith-prepared co-op advertising, 
which features Flash-matic tuning and particularly the fact that this 
permits the listener to “eliminate long, annoying commercials” with- 
out having to get out of his chair, by shutting off sound while the 
picture remains. 

Zenith and every other radio and television set producer owes 
millions of dollars in set sales directly to the free programming pro- 
vided by American advertisers. Under the circumstances, it seems 
a little ungracious to be gnawing voraciously at the hand that fed 
it so long and so well—sort of like the orphan who grows to man- 
hood and clobbers his foster parents so he can steal the family 
bankroll. 


al PS |. 


—Rita Nachem, 


Advertising Age, September 19, 1955 


Gladys the beautiful receptionist 


Lewin, Williams & Saylor, New York. 


“Golly, that’s the mistake he purposely put in for the client to 
catch!” 


What They're Saying 


Cooperative Advertising 

No one store has a monopoly on 
business. Macy’s, big as it is, cap- 
tures about 2% of New York City 
volume. 

What does this have to do with 
cooperative advertising? Just this: 
when you advertise through a re- 
tailer, you just buy the percentage 
of the market which that store 
controls. 

We are not against cooperative 
advertising. It enhances a prod- 
uct’s prestige. It is also a practical 
method of increasing a retailer’s 
sales on a brand if properly con- 
trolled. We are just against using 
cooperative advertising in place of 
national advertising in markets 
where brands have strong distri- 
bution. We think most advertisers 
kid themselves when they close 
their eyes to the high percentage 
costs and consider their coopera- 
tive advertising a cheap way of 
getting their advertising message 
to an entire market. 

The “big idea” is to figure the 
cost of your cooperative advertis- 
ing realistically. Don’t compare 
only the local retailer’s rate with 
the national rate. Compare the re- 
tailer’s market with the entire mar- 


ket in that city for your product. 


—‘What’s the Big Idea,” published 
by Harold M. Mitchell Inc., New York. 


Skinning the Cats 

Dear Timebuyer: Having fought 
this tv business for the better part, 
of a year now, it occurs to me that, 
there must be some better way of | 
trying to make a living. It’s not! 
that I mind having become psycho- 
pathic, it’s just that I’m tired of 
being poor. And in that your line 
of endeavor is so closely allied, 
it occurs to me that you too might 
be seeking some escape. With this 
in mind I take the liberty of pre- 
senting to you what seems to me a 
wonderful business opportunity, 
‘in which, no doubt, you will take a 
lively interest and perhaps advise 
‘me by return mail the amount of 
| stock you wish to subscribe towards 
‘the formation of the company. 

The object of the said company 
is to operate a large cat ranch here 


on WUSN-TV’s property wheré’ 
suitable land has been made avail- 
able to me at no rent as part of my 
pension. To start with we want a 
million cats. Each cat will average 
12 kittens a year; and their skins 
will bring from $1 each for the 
white ones to $3 each for the pure 
black ones. This will give us 12,- 
000,000 skins per year to sell at an 
verage of $2 each, making our rev- 


| 


enue approximately $70,000 per 
day. 

A man can skin 60 cats per day 
at $10 per day wages; and it will 
take 120 men to operate the ranch. 
The net profit will thus be approx- 
imately $68,000 per day. 

In that the cats eat rats, we will 
also have to start a rat farm. And 
because the rats multiply four times 
as fast as the cats, we should start 
with a million rats, which will give 
‘us four rats per cat per day. The 
‘rat farm will not increase our op- 
erating cost in that we will feed 
the rats on the carcasses of the cats 
from which the skins have already 
been removed, giving each rat a 
fair ration of one-quarter of a cat 
per day. 

As you can plainly see, the busi- 
ness will be self sustaining and au- 
tomatic throughout. The cats will 
eat the rats and the rats will eat 
the cats and we’ll have skins galore 
$ $ $ $! 
| Hoping that you’ll see fit to get 
in on the ground floor, I am 

Yours faithfully, 
J. Drayton Hastie 
President 

P.S. Eventually it is my hope that 
/we can cross the cats with snakes. 
‘The snakes will skin themselves 


‘twice a year thus saving the men’s 


‘wages for skinning, and further 
resulting in two skins from every 


cat. This would more than double 
the above projected income figures. 
—Release from WUSN-TV, Charles- 
ton, S. C. 


Slips Count 

Remember your fraternity days? 
There’s many a slip ’twixt the 
pledge and the grip. 


Rough Proofs 
“CBS cracks down on’ airline 
plugs,” reports the world’s great- 
est advertising journal. 
The talent will be unhappy as 
the result of this attack on their 
friends in the Free Loaders’ Club. 


Standard Oil of Indiana offers 
a guarantee that its anti-freeze 
will serve the motorist all during 
the cold season. 
If winter comes, can spring be 
far behind? 
o 


Now that Aspen’s cultural ac- 
tivities are to be supplemented 
with a health center for tired busi- 
ness men, Walter Paepcke will be 
able still more successfully to live 
up to his name as “little papa.” 


Crane Co. is offering bowl game 
tickets to winners in its heating 
division sales contest, and hopes 
the little woman in each case will 
be just as hot a football fan as her 
lesser half. 


They’re talking about restricting 
the serving of alcoholic beverages 
to passengers on the air transport 
planes, and may not even make 
an exception in favor of highballs. 


Groucho Marx says many a good 
show has been crucified by the 
program ratings, but it’s a safe bet 
he isn’t talking about “You Bet 
Your Life.” 


“What happens when Life hits 
Des Moines?” 

Well, it’s a safe bet the boys at 
Look and Better Homes & Gardens 
promptly prepare to go into action. 


The Brooklyn Dodgers clinched 
the National League pennant at 
the earliest date in history, emu- 
lating Nashua’s successful tech- 
nique of getting off in front and 
staying there. 


The Old Professor says that 
judging by the big gains in depart- 
ment store sales, a lot of people 
are already spending the paper 
profits they’ve made in the stock 
market. 


Safety devices will be featured 
in motor car advertising for 1956 
models. The industry apparently 
decided that the customers have 
been killing off too many good 
prospects. 


Another beautiful girl has been 
chosen as Miss America of 1956, 
but for certain people Miss Rhein- 
gold will continue to have a much 
more sentimental appeal. 


“We don’t want a man at the 
top—we want a man who wants to 
get there,” explains a classified 
advertiser. 

For the man at the top, the only 
way left to go is out. 


Grier’s Almanac, now 150 years 
old, continues to publish a great 
deal of astronomical data. It may 
be the source of E. V. Durling’s 


—Atherton W. Hobler, executive com- 


describing for an AA reporter the art 
of landing an account. 


i 


mittee chairman, Benton & Bowles, 


regular reports, “So say the star 
gazers.” 
- Copy Cus, 
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Department stores want action almost as soon as the ink 
is dry on their copy. And they get action from the pages 
of THE INQUIRER! For 15 consecutive years, THE 
INQUIRER has been first choice for department store 


So —— ~-==— - ——— 


i” advertisers. First, too, in National, Retail, Classified and @? Department Stores Expand in 
a Total Advertising. For selling action, schedule THE GG DELAWARE VALLEY, U.S.A. 
INQUIRER ... First! 


The Philadelphia Mngquirer 19 branches of Philadelphia depest 


completion, throughout booming Dela- 
ware Valley—where nearly 5,000,000 


; , ople have a buying income of over 
| Constructively Serving Delaware Valley, U.S.A, $8 billion annual y! 


Exclusive Advertising Representatives: West Coast Representatives: 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 


342 Madison Ave. 20 N. Wacker Drive Penobscot Bldg. 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 


155 Montgomery St. 3460 Wilshire Boulevard 
Garfield 1-7946 Dunkirk 5-3557 
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“we're 100% sold 

out on local availabilities, 
and we're getting 

money from advertisers 
who were pallbearers 

at our funeral” 

WDSU, New Orleans, La. 


Louis Read, Commercial Mer. 


“one of our finest assets 
both audience-wise and 
revenue-wise” 

WOOD, Grand Rapids, Mich. 
Willard Schroeder, Gen] Mgr. 


“one of the greatest 

* shows that ever hit 
radio ... good enough 
to schedule it on 
weekdays, too” . 
WIRD, Tuscaloosa, Ala. 
Gene Tibbett, Gen’l Mer. 


“the freshest, most 
progressive innovation 
to hit radio in many a 
year... we're selling 
out approximately 90% 
of all adjacencies” 


WTTM, Trenton, N. J. 


Fred L. Bernstein, Gen’l Mer. 


“we have succeeded 

in getting Dayton’s, 
our largest department 
store, to buy 15 spots 
weekly on MONITOR 
...» they have never 
used a great deal 

of radio” 

KROC, Rochester, Minn. 


G. David Gentling, 
VP and Gen’l Mer. 


“we've been 100% sold 
out Saturdays and 
Sundays since June... 
answers our needs both 
from a program stand- 
point and a 

commercial one” 

WBRE, Wilkes-Barre, Pa. 
David M. Baltimore, Gen’l Mer. 


“a big thing for us and 
even a turning point in 
the network radio 
problem” 

WSYR, Syracuse, N. Y. 


E. R. Vadeboncoeur, Pres. 


“it has breathed new life 
and interest into radio” 


WKY, Oklahoma City, Okla. 
P. A. Sugg, Mer. 


“there’s standing room 
only for local sales... 


we are very enthusiastic 
...it has been well 
received by both 
advertisers and listeners” 
KSD, St. Louis, Mo. 


Harold Grams, Program Director 


“the best thing that 
has happened to radio 
since the crystal set” 


WJBO-WBRL, Baton Rouge, La. 
Kelly Maddox, Gen’l Mer. 


“we have been successful 
in selling them (the 
5-minute local cut-ins) 
to dealers” 


WW5, Detroit, Mich. 
Edwin K. Wheeler, Gen’] Mer. 
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“MONITOR has had the 
instant effect of 
stimulating our local 
business” 

KSTP, Minneapolis, Minn. 
Stanley Hubbard, 


Pres. and Gen’l Mer. 


“its unique quality has 
served to distinguish one 
station from another 

and bring the industry 
out of the recorded 
music rut” 


WAVE, Louisville, Ky. 
G. W. Norton, Pres. - 


“Jed all other radio 
stations” 


WBAP, Fort Worth, Tex. 
Harold Hough, Director 


“local availabilities are 
85% sold out...a 
solution for radio 
programming that the 
industry has long 

been seeking” 

WROL, Knoxville, Tenn. 


W. H. Linebaugh, 
VP and Gen’l Mgr. 


“Saturday and Sunday 
billing is up as much as 
300% ...MONITOR will 
undoubtedly blaze the 
trail for radio in the 
future” 

WLW, Cincinnati, Ohio 
Robert E. Dunville, Pres. 


MONITOR’s booming coast-to-coast impact 


is making broadcast history. 


Both national and local advertisers are respond- 
ing to the new vitality MONITOR has brought to 
radio. It’s reflected in network billings and in 
station billing reports from NBC affiliates through- 


out the country. 


NBC stations also report exciting audience re- 
surgence. Only 7 weeks after MONITOR’s incep- 
tion, a special Pulse survey in major markets 
showed NBC stations enjoying significant in- 
creases in unduplicated weekend audiences . . . 
for example, in Washington 21%, in Chicago 
27%. Over a 4-week period in July, during net- 
work option time alone, MONITOR reached into 
nearly 8,000,000 radio-TV homes and into more 
than 5,000,000 radio-only homes. 


With only 15 participations spaced over each 


week-end, a national advertiser can build a 


4-week cumulative audience for his dollar that 
cannot be matched anywhere else in radio. Add 
MONITOR’s great out-of-home bonus audience, 
and you’ve got the most powerful coverage .at 


the lowest cost in all network radio. 


MONITOR delivers audience ... and makes sales. 


Call your NBC RADIO representative today. 


exciting things are happening on the 


RADIO NETWORK 
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in advertising linage first 3 
months of 1955 over same 
period 1954! 
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in advertising linage first 9 


months of 1955 over same 
period 1950! 


NO OTHER PUBLICATION 
SELLS 1,065,630 ELKS 
(ABC DEC. 31,1954) 

LIKE 


Largest circulation 
of any fraternal magazine! 


MAGAZINE 


New York * Detroit * Chicago * Los Angeles 


THE 


The youngest vice-president of Anderson 
& Cairns, Tom Vohs, has a rare trait. He’ll 
admit there are things he doesn’t know. 
But he’ll find out, fast. Once he was told 
that he didn’t know enough about shoes 
to work on the agency’s shoe account. 
Though he’d been making twice his regu- 
lar salary playing pro football on week 
ends, Tom took a job as a shoe salesman 
on Saturdays at no pay. Today, he handles 
these accounts: Union Carbide & Carbon 
Corp. (DYNEL), Greenwood Mills, 
Sandoz Chemical Works, Cyril Johnson 
Woolens and Waring Products Corpora- 
tion. Active accounts, all, but not too 
active for Man-in-Motion Vohs, who be- 
lieves that all subway steps should be 
twice their present height. If you'd like to 
know more about us at Anderson & Cairns 
and what we can do for your advertising, 
pick up the phone and ask the girl to get 
you Tom Vohs. The number is MU 8-5800. 


ANDERSON & CAIRNS, INC. 
ADVERTISING 


130 East 59th Street + New York 22,N.Y. 


Nets, Movie Groups 
‘Selfish’ in Opposing 
Pay TV, Zenith Says 


WasuincrTon, Sept. 13—The tele- 
vision networks and movie theater 
owners opposing subscription tv 
were charged with “a selfish de- 
sire to maintain monopolistic con- 
trol of tv programming and motion 
picture programming” by Zenith 
Radio Corp. last Friday. 

Zenith made its charge in a reply 
filed with the Federal Communica- 
tions Commission to formal com- 
ments in opposition to subscription 
tv by the networks and movie 
theater owners. 

Zenith said CBS and NBC op- 
pose subscription tv because it 
would supply better tv service and 
“free the public from being a cap- 
tive audience that must watch 
sponsored programs or have no tv, 
would provide a new additional 
and competitive source of pro- 
grams and revenue for the broad- 
cast industry and would unshackle 
tv stations from the monopolistic 
control networks now exercise 
over tv programs and revenues.” 


® The Zenith reply also said movie 
theater owners oppose subscription 
tv because it would permit the 
public to see “new, theater-quality 
motion pictures and other box of- 
fice caliber entertainment in the 
home at lower prices and with 


greater convenience than attending 
the theater.” 

Zenith stated that the public 
owns the air, now being used for | 
profit by “broadcasters, advertis-' 
ers, networks and others” and that 
the public’s right to use the air “‘is 
at least as great as the networks’ 
right to sell use of the same air to 
advertisers.” 

Subscription tv, it said, is the 
only method suggested, short of 
government financing and control, 
that would “dilute network domi- 
nation of the broadcast industry, 
and permit tv to become a truly 
national and competitive service 
such as contemplated by Congress 
in the Communications Act and by 
the FCC in its allocation of tv 
channels.” 


| 


| 
' 
| 


@ Subscription tv, Zenith asserted, 
would provide the programs and 
revenue to finance hundreds of tv 
stations that cannot be supported 
by local advertising revenue and 
that have little or no participation 
in NBC or CBS advertising rev- 
enues. 

It countered network and movie 
theater owner charges that sub- 
scription tv would “black out” 
sponsored ty by saying it would 
“cure far more ‘blackouts’ that 
exist now under network mono- 
poly than it would create.” 

The reply pointed out that Ze- 
nith had recommended a limita- 
tion of 15% on the amount of time 
a station may devote to subscrip- 
tion programs, and said this would 
“black out” less program time 
“than the 20% of station time now 
devoted to commercials.” 

The net effect of subscription tv, 
Zenith said, would be a great in- 
crease through new and existing 
stations of the sponsored and sus- 
taining programs available to the 
public. 


Two Join Richman Studios 
Richard W. Moore, formerly 
suburban advertising manager of 
John Wanamaker; Philadelphia, 
has been appointed to the contact 
staff of Mel Richman Studios Inc., 
Philadelphia and New York. Her- 
bert Bird, previously with Ansco, 
Binghamton, N. Y., has joined 
Richman’s photographic division. 


‘Air Trails’ Changes Name 

Air Trails—Hobbies for Young 
Men, New York, a Street & Smith 
monthly, will change its name to 
Young Men with the November 


issue. 


Advertising Age, September 19, 1955 


Getting Personal 


Robert Gros, v.p. of Pacific Gas & Electric Co., San Francisco, 
left Sept. 16 for a month’s trip behind the Iron Curtain. The trip 
is being made at the invitation of V. M. Molotov, who extended it 
while Mr. Gros was executive chairman of the citizen’s committee 
for the United Nations commemorative sessions in San Francisco. 
Several satellite countries, as well as Stalingrad and Yalta, are on 
the schedule... 


Louis J. Fifer, p.r. director of the First Federal Savings & Loan 
Assn., New Haven, Conn., is the new president of the New Haven 
Safety Council... 


C. Maurice Wieting, v.p. in charge of information and education, 
Ohio Farm Bureau Federation, Columbus, has been on a month’s 
trip to Korea, making an economic survey for the International 
Cooperative Administration of the State Department... 


Bulletins of the United Community Campaigns of America go 
out over the signature of J. P. Spang Jr. (the Gillette Co.), 
national chairman of the organization... Charles Parker, account 
executive of Station WDRC, Hartford, Conn., has a second child to 
boast about. A boy, who has been named Steven Charles, was born 
a couple of weeks ago... 


REWARDED—Verga M. Tennert, assistant treasurer, Arthur R. Mac- 
Donald Inc., holds a distinguished service award from Chicago Post 
170, American Legion. Presentation was made by Joseph B. Guen- 
ther (right), v.p., The Branham Co., retiring post commander, and 
John A. Grobe of the New York Times Chicago office, who suc- 
ceeds Arthur R. MacDonald as the post’s finance officer. Mrs. Ten- 
nert handled the organization’s finance records for seven years. 


W. H. Watt, head of W. H. Watt Advertising Agency, Radnor, Pa., 
.got together with a client on an idea that has provided clothing for 
victims of the eastern Pennsylvania flood areas. Using Media Car 
Cave branches in Media and Chester, Pa., showrooms were used 
for depots for collection of clothing and blankets, which were 
turned over to the Salvation Army for distribution... 


Harry H. Packer, head of the Harry H. Packer Co., Salt Lake 
City, is marking his 50th year in the outdoor advertising business. 
Starting as a pictorial sign painter in Philadelphia, his present op- 
erations cover Ohio and the Salt Lake City and Ogden markets 
in Utah... 


M. A. Mattes, ad manager of Standard Oil Co. of California, has 
been made chairman of the San Francisco Adclub’s School of Ad- 
vertising advisory committee...Marvin Day, president of Day, 
Harris, Hargrett & Weinstein, Atlanta agency, has been elected to 
the board of the Atlanta Boys Club... 


Donald B. Williams, copywriter of Foote, Cone & Belding, Chi- 
cago, received a bill, recently, addressed: Donald B. Williams, 
Waiter, Foote, Cafe & Betting... 


Both Jim Cleary (Roche, Williams & Cleary, Chicago), the grand- 
father, and Mick Goessling (art director, publications division, U. S. 
Gypsum), the father, are crowing about the addition of twin boys to 
the Goessling household on Aug. 25... 


Barbara E. Gold, who’s in the art department of Street & Finney, 
New York, was married to David L. Fineberg during the Labor Day 
weekend holiday, in West Hartford, Conn... 


Norman Dunshee, account executive for KROW, Oakland, Cal., 
and Darien Murray, production staff of Dancer-Fitzgerald-Sample, 
San Francisco, were married Aug. 20 in Carmel. Mr. Dunshee for- 
merly was with Station WUSJ in Lockport, N. Y... and William E. 
Marshall Jr., sales representative of KOVR-TV, San Francisco, was 
married Aug. 6 to Barbara Towne of Standard Oil Co. The couple 
have just returned to San Francisco from a honeymoon at Feather 
River Inn... 

Dale G. Casto, v.p. of the Buffalo office of Batten, Barton, Dur- 
stine & Osborn, has been named publicity chairman for the local 
Community Chest-Red Cross campaign. Mr. Casto also is year-’round 
chairman of the Community Chest public relations committee. .. 


William G. Mennen Jr., exec. v.p., Mennen Co., has been chosen to 
serve as national chairman of the 11th annual National Laugh Week, 
to be observed April 2-8, 1956. In accepting the post, Mr. Mennen 
said: “The humor of the nation and its people is an important part of 
the life of America. Through National Laugh Week, we can dedicate 
our efforts to maintaining the high standards of humor which have 
become associated with our attitudes through the family of na- 
tions”... 
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Tough Network Leaders Toppled in 
Market after Market! 


ere gd Ce ee Paes 
’ 


INDIANAPOLIS (seturday, 11:30 A.M.-12:30 P.M.) 144 


MCA TV‘s hour-long Western Film package topsatough network 
competitors by 145%, 61% and 444% respectively! (ARB, July 1955) 


COLUMBUS (seturday, 9:30—10:30 A.M.) 12.9 
Da r% . ,____The biggestaever earned in the period. Jumped sets-in-use 75%! 
Almost triple the previous rating for the time spot! (ARB, June 1955) 


HOUSTON (Saturday, 12:00-1:00 P.M.) 14.9 


Beats the top-rated Saturday afternoon network show by 144% — 
catapults time period rating first time out from 8.1 to 14.9! (ARB, 
July 1955) 


Se 
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56 hour-long features starring GENE AUTRY 
67 hour-long features starring ROY ROGERS 


Stampede the audience to these double-barreled 
rporBele hits in the marketof your choice. Terrific ratings — 
ov available now! Call MCA today. 
Job No. 7917 — MCA-TV Mag Ad 
46410 AT 8763 Proof A 
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9370 Santa Monica Bivd., Beverly Hills 
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the freest spending state of them all! 


Michigan is one of America’s freest spending, highest wage 
markets ... and recent new industrial wage agreements are 
making it better every day! 


Booth Michigan Newspapers are your BASIC advertising medium 
in out-state Michigan! Total ABC circulation is now 436,745... 
70% home-delivered coverage in a two million population market! 


There is no substitute for the up-to-the-minute news coverage 
and shopping service which Booth Papers provide. 


June general advertising volume was up 21.4% over last year. 
Others find Booth Michigan a responsive market... and you 
will, too! | 


(Ask about R.O.P. Color) 


Call a Booth man today! 


NEW YORK CHICAGO SAN FRANCISCO DETROIT 
A. H. Kuch Sheldon B. Newman Brice McQuillin Wm. Shurtliff 
110 E. 42nd Street 435 N. Michigan Avenue 785 Market Street 601 Ford Bldg. 
New York 17, New York Chicago 11, Illinois San Francisco 3, Calif. Detroit 26, Michigan 
Oxford 7-1280 Superior 7-4680 Sutter 1-340] Woodward 1-0972 


| "Your Michigan Market Outside Detroit’”’ 
H Flint Journal @ Kalamazoo Gazette © Saginaw News @ Muskegon Chronicle @ Bay City Times @ Ann Arbor News 
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Armour Veterinary Lab Uses Outdoor 
to Boost Vets; Finds It Boosts Sales 


KANKAKEE, ILL., Sept. 13—Ar-| 


mour Veterinary Laboratories, a 


division of Armour & Co., recently vertising, R. J. Potts, Calkins & 
its line of products, Holden, recommended the use of. 


expanded 


which are in the ethical drug classi- |24-sheet posters. 


fication and sold to veterinarians 
only. 

A major problem resulting from 
this expansion was the need to ac- 
quaint veterinarians 


fessional journals and direct mail, eled arteries leading from ranch 


and they were doing a satisfactory 
job. But it was felt something else 
was needed. 

E. J. Hennessy, general sales 
manager, felt something should be 
done to sell the customers’ custom- 
ers—the farmers and ranchers who 
buy their supplies through the vets. 


throughout Mountain area, aimed at the farm- 
the country with the new and im- ers and ranchers of the West. Three 
proved products. The company was hundred posters were used in mar- 
using the traditional media, pro- ket centers and along heavily trav- 


| 
| 


To meet this objective, the agen- 
cy handling the laboratories’ ad- 


The laboratory | 
had never used the medium before. 


= A test campaign was run a little 


over a year ago in the Rocky | 


areas to market centers. The mess- 
age was a straight-forward promo- 
tion of the veterinarian and the 
value of his services. No appeal 
was made for Armour Veterinary 
Laboratories or its products. 

The company’s salesmen were 


and-after record of sales in the 
area as well as interview reports 
of veterinarians’ reactions +o the 
posters. 

“Results were considerably more 
than anticipated, both in business 
volume and favorable reactions of 
veterinarians,” Mr. Hennessy says. 

It became apparent, he says, 
that “in addition to the definite 
rise in sales volume, we had un- 
covered an effective public rela- 
tions tool.” 


® Convinced that it was on the 
right track, the company launched 
a national poster campaign start- 
ing in February and running 
through April. Again no product 
promotion was used on any of the 
1,500 poster showings. 

Instead, farmers and ranchers 
were urged: “Control Livestock 
Disease Today to Protect Your 
Profits Tomorrow! Consult Your 
Veterinarian Regularly.” Attention 
and interest appeals were enhanced 
by printing the copy in yellow Day- 


instructed to keep a careful before- Glo ink. 


one single medium sells this $ 50,000,000 drug and cosmetic market 
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Chain Outlet: sk Walgreen’s 
(‘) Indicates Number of Independent Drug Outlets in Each County 


57% daily coverage in 103 counties 
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The World-Herald gives IMPACT to your 


advertising in Nebraska & Western lowa 


Use this simple 3-way combination for marketing success: (1) A fifty 
million dollar market, (2) strong and aggressive independent druggists 
and (3) single medium promotion with The World-Herald. Druggists 
throughout Nebraska and Western Iowa know the impact that World- 
Herald advertising creates in their communities. They have seen it 
spark consumer reaction for many products. The impressive record of 
this medium’s ability to move goods is just one reason why World-Herald 
advertisers can count on getting druggists tie-in and in-store sales support. 


The World-Herald’s 103 Plan offers you 5 other ways to stimulate retail co-operation: 


1. Mailings to alert key retailers to your campaign 


2. 
3. 
4. 
3. 


Personal calls on Omaha advertising retailers 
Campaign presentations to your local sales meetings 
Assistance in staging local sales meetings 

Split-run advertising for testing appeals 


Regardless of your product classification, this one single medium offers 
the most effective way to sell this growing 2 billion dollar market. To 
sell the 114 million people in this 103 county area, sell through the 
one single medium that reaches 3 out of every 5 families in Nebraska 
and Western Iowa—The Omaha World-Herald. Contact O’Mara and 
Ormsbee or write the national advertising department of The Omaha 
World-Herald for further details. 


Omaha 


254,467 daily 


New York Detroit 


Chicago 


World-Herald 


266,475 Sunday 


Publisher's Statement for March 31, 1955 
O'Maro & Ormsbee, National Representatives 


les Angeles * San Francisce 


VETERINARY 


SLABORATORIES 


recently used outdoor advertising 


The national campaign amply 
confirmed the experience of the 
earlier test. Not only was there a 
marked increase in sales of Armour 
veterinary products, but the com- 
pany received a large number of 
appreciative letters from veterinar- 
ians’ associations at the request 
of members. 

Mr. Hennessy says that the com- 
pany’s outdoor program will con- 
tinue to be a definite part of its 
over-all advertising in the future. 


Stephens to McCann-Erickson 

Gordon Stephens, formerly with 
Griswold-Eshelman Co. and Gib- 
bons-O’Neill, Cleveland, has joined 
the Cleveland staff of McCann- 
Erickson. He will handle the ac- 
count of F. C. Russell Co., storm 
window manufacturer. 


“Mademoiselle’ Boosts Morford 
| Mademoiselle, New York, has 
‘promoted Gordon Morford from 
‘advertising representative to west- 
‘ern advertising manager, with 
‘headquarters in Chicago. 


Trunz to Weiss & Geller 

Weiss & Geller, New York Inc., 
has been appointed to handle ad- 
vertising for Trunz Inc., owner of 
72 neighborhood meat shops in 
Brooklyn, Queens, Nassau, Staten 
Island and Westchester. 


GETS vETS—Armour Veterinary Laboratories, Kankakee, Ill., which 


for the first time to promote its 


ethical drugs through veterinarians, now is convinced by experience 
that outdoor posters are helpful in selling its customers’ customers. 
R. J. Potts, Calkins & Holden is the agency. 


Auto Makers Help 
in Driver Training, 
Accident Research 


Detroit, Sept. 13—Three auto 
manufacturers last week made siz- 
able contributions to the nation’s 
effort to cut down traffic accidents. 
Chrysler Corp., Detroit, and Ford 
Motor Co., Dearborn, each contrib- 
uted $200,000 to the auto cfash in- 
jury research program being con- 
ducted at Cornell University 
Medical College, New York. 
General Motors has set up a pro- 
gram by which it allots to dealers 
$125 for each new car they lend to 
schools for driver training. This 
plan is designed to help GM deal- 
ers meet the growing need for high 
school driver training programs. 
The Cornell crash research pro- 
gram, initially established in 1942, 
studies the causes of injuries to 
determine (1) whether there are 
correlations between crash injuries 
and auto design and (2) what hap- 
pens to drivers at the time they 
crash. 
Medical societies, departments of 
public health and police and traffic 
enforcement agencies in several 


states are cooperating in the re- 
search. 
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ELMER H. MEYER, Cedar county, 
is typical of the world’s biggest farmers in 
Iowa where farming is the biggest industry, 
producing income in excess of $3 billion a 
year. Among the 200 counties in the United 
States with farm income of $2 million or 
more, 41 are in Iowa. 

It’s farmers like Mr. Meyer who are yours 
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to sell through Wallaces’ Farmer and lowa 
Homestead. It’s a publication all of them 
subscribe to and depend on, more than any 
other (see chart), for all types of farm and 
home information. You couldn’t get better 
customers. Spread evenly over the entire 
year, their incomes average more than 3 
times the U.S. farm average. 


BIGGEST farmers! 


<x 


Wallaces’ PAPERS AND MAGAZINES CARRYING 
Farmer FARMING INFORMATION WHICH IOWA 
FARM OPERATORS WOULD CHOOSE IF 
THEY COULD “‘TAKE ONLY one.’** 


*From “InFarmation No. 2’', an area sampling survey con- 
ducted by the Statistical Laboratory of lowa State College. 


FARMER 


Homestead 


SHAKE HANDS WITH 
IOWA... THROUGH 


WALLACES’ FARMER aad IOWA HOMESTEAD 


RICHARD S. PIERCE, ASSOCIATE PUBLISHER * DES MOINES, IOWA 
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Crombie Buys Two 


Canadian Magazines 


from Maclean-Hunter 


TORONTO, Sept. 14—David B. 
Crombie, head of the U.S. sales 
staff for Canadian editions of 
Reader’s Digest, will take over as 
owner and publisher of Mayfair 
and Canadian 
Bride on Oct. 15. B® 

At that time @ 
the two publica- | 
tions will be 
transferred from 
their present 


Hunter Publish- #33 
ing Co., to the faa 
newly formed 
Crombie Publish- 
ing Co. 

Mr. Crombie is 
no stranger to Mayfair. He joined 
the publication as an advertising 
representative in 1940 and became 
advertising manager three years 
later. 

He left Mayfair in 1947 to set up 
the advertising sales organization 
for the Reader’s Digest in Canada. 
Before coming to New York earlier 
this year, he had been ad director 
of the French and English editions 
of the Digest in Canada, 


David Crombie 


a In announcing the sale to the 
editorial staffs of the two maga- 
zines, Floyd S. Chalmers, president 
of Maclean-Hunter, said that May- 
fair lends itself to personal pub- 
lishing, rather than to the direction 
of a large publishing house like 
Maclean-Hunter. 

Commenting on the purchase, 
Mr. Crombie said: 

“Canada’s growth in the past ten 
years and her limitless future po- 
tential leaves plenty of room for 
the performance of an increasing- 
ly useful service by magazines like 
Mayfair and Canadian Bride... 

“Mayfair’s course has been well 
charted,” he said. “As for Canadi- 
an Bride, when you realize that 
in the first seven months of this 
year more than 60,000 marriages 
were performed (in Canada), to 
appreciate its growing potential 
as the instrument for reaching an 
ever-increasing market of new 
Canadian families is self-evident.” 


s Mayfair was founded in 1928, 
“to provide Canada with a quality 
magazine having a special appeal 
to high-income families.”’ Its pres- 
ent circulation is 20,000 copies 
per month, but Mr. Crombie told 
AA that he believes the magazine 
has a current circulation potential 
of 40-45,000 per month. Ad volume 
in 1954, according to Canadian 
Magazine Advertising Summary, 
was more than $204,000. 

The semi-annual Canadian Bride 
was launched in 1947 as Bride’s 
Book. 


Griggs Joins Sperry Rand 

James L. Griggs, formerly v.p. 
of methods and systems of Craig 
Machine Inc., New York, has joined 
the Remington Rand division of 
Sperry Rand Corp., New York, as 
manager of sales development. Be- 
fore his association with Craig, Mr. 
Griggs was coordinator of tabulat- 
ing operations at Sperry Gyroscope 
Co. 
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Jessel Tries TV Film; 

First Show Features Jessel 
George Jessel, who has had 
‘several tries at live television, is 
entering the tv film production 
field with a new company, Jessel- 
Roberts Productions Corp. His as- 


‘sociate in the venture, which is 
‘aimed at network and syndication 


outlets, will be Robert L. Roberts, 
Broadway and Hollywood pro- 
ducer. 


plans to start production in the 
late fall on a series titled “Guest 
of Honor.” Mr. Jessel will act as 
toastmaster at a dinner staged in 
honor of a top celebrity from the 
world of sports, business, science 
or entertainment. 


WGTH-TV Joins CBS-TV; 
Radio, TV Separated 


iment, effective Oct. 1. 
‘Times is a wholly-owned subsi-: 
diary of General Teleradio Inc., 
‘which in July sold the Hartford 
‘u.h.f. station to CBS for $650,000 


|ownership is still awaiting FCC 


General-Times Television Corp., operations of the stations. Jack 
owner of WGTH and WGTH-TV, Downey has been named operating | 

One of the rating services’ most Hartford, and CBS Television have head and program director of 
acid critics, Mr. Jessel said he'signed a network affiliate agree- WGTH-TV and George Morris,| the featured product. 
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General- 


(AA, July 11). The transfer of 


approval. 
General-Times, meanwhile, has 
completely separated radio and tv 


general sales manager. John Deme 
is general sales manager of WGTH. 
Not affected in the proposed sale 
is WGTH. 


Viceroy Buys Newscast 

Brown & Williamson Tobacco 
Corp., Louisville, is sponsoring 
Charles Collingwood in a thrice- 
weekly news show over CBS 
Radio, Time for the five-minute 
series was bought through Ted 
Bates & Co., New York. Viceroy is 


through any other design publication. 


“And look, the 
media director said, 
“one of the 


biggest values 


gives us 


It means, as over 950 advertisers know, that in selling the giant 


Product Engineering 


Every time you advertise in Product Engineering, there are 31,000 subscribers for you to sell 
... Something you can’t do in any other design magazine. 


And, just as importantly, a very large percentage of these subscribers can’t be reached 


That is the significant conclusion to be drawn from a continuing studyof design magazine 


audience duplication, now complete in four: major states and underway in others. 


Original Equipment Market at the vital design-engineering level, Product Engineering 


offers exclusive contacts with a very big and important group 


of that market’s most influential buyers. 


| And if you ask “How can this be?” in these days of industry censuses, 


| 


| buying influence studies, and the like, you come upon the most significant facts of all 
... the ones that really explain why Product Engineering gives you such unmatched 


advertising power in a $30-billion market for parts, materials, components, and finishes. 
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of Air Force bases to gather ma- 
| terial for a recruiting film. He was 
under contract with United World 


Lee Rogow, Adman, 
Lyricist, Critic, 
Dies in Plane Crash 


NEw York, Sept. 13—Lee Rogow, |agency handling the air force re- 
36, v.p. and creative head of Cole, ‘cruiting account. 
Fischer & Rogow, formerly Van! ‘Born in New York, Mr. Rogow 
Wood & Fischer, was killed in an| was graduated from New York 
airplane crash at Hempstead, N. Y., | University and entered the adver- 
today. tising agency field as a copy- 

Mr. Rogow was one of a group! writer for Blackstone Advertising 
of three passengers starting a tour | here. He joined Van Wood & Fisch- 


which the motion picture concern 


is doing for Ruthrauff & Ryan, the | 


\Films to work on the film script | 


er about five years ago and be- 
came a v.p. of the agency. Early 
this year he became a partner 
when the company was reorgan- 
ized as Cole, Fischer & Rogow. 
Mr. Rogow was a co-author of 
the musical comedy “Big-Time,” 
produced here in 1950, and he| 
wrote sketches for the musical 
‘“Two’s Company,” produced in| 
1952. He also was motion picture | 
“reviewer for the Saturday Review 
and drama reporter here for the) 
|Hollywood Reporter. 


} 
i 


in his Collinsville, Conn., home. 


WILLIAM PORTER DOWNEY 
HARTFORD, Sept. 13—William 
Porter Downey, 60, ex-Hearst 
newspapers promotion executive, 
and for 15 years a Connecticut 
newspaper publisher, died Sept. 9 


Mr. Downey was head of the 
Farmington Valley Herald, week- 
ly newspaper, from 1940 until last 
January, when he sold the Tunxis 
Publishing Co. 

After college, Mr. Downey 
worked for such California news- 


The 31,000 subscribers that pay to read Product Engineering know that their livelihood 
depends upon their ability to design better machinery and equipment, and that Product Engineering 


can help them greatly in doing so. Thus, no matter what their titles, 


no matter how secretly they work and unknown to mailing list houses they may be... 


they ask to be Product Engineering subscribers, and identify themselves as design engineers 


when they do so. And because they do, your advertising 


in this magazine reaches deeply and surely into Design Engineering Headquarters 


everywhere ... and builds preference for your products with maximum efficiency 


and at lowest cost. Ask your advertising agency for all the reasons 


why Product Engineering has long been the No. 1 advertising medium 


in industry’s great-growth market. 


...is its coverage of so many 


design engineers that other 


design magazines don’t reach.” 


= 
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The McGraw-Hill Magazine of Design Engineering 
McGraw-Hill Building, New York 36, New York 
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papers as the Fresno Republican, 


Los Angeles Express, Los Angeles 
Examiner and Les Angeles Times. 

The Hearst newspapers sent 
Downey to their New York office, 
and shortly thereafter, the Phila- 
delphia Public Ledger hired him 
away. He later rejoined the Hearst 
organization as promotion director 
of the New York Evening Journal, 
then the world’s largest evening 
daily. 

Mr. Downey left the Hearst or- 
ganization in 1933 to organize his 
own advertising business. In 1936, 
he organized the Fifth Ave. Pub- 
lishing Co., with himself as presi- 
dent and general manager, editor 
of World Digest and editor and 
publisher of Trips Magazine. 


ARCHER A. KING 


CuicaGo, Sept. 13—Archer A. 
King, 76, a magazine publisher’s 
representative here for more than 
45 years, died Sept. 11 in Evanston 
hospital. Mr. King, who lived in 
Wilmette, Ill., was head of Archer 
A. King & Co., which he estab- 
lished in 1910. He currently rep- 
resented Interiors and Industrial 
Design. 
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ALCOA plans $10 million expansion $3 MILLION shopping center starts 
$20 MILLION additional expansion gENDIX AVIATION -expands plant 


planned by Alcoa 
FORD MOTOR CO. picks Daven. PLAN $500,000 downtown shops 


ae 

Bentley Poster, Kem Merge 

Bentley Poster Print and Kem 
Co., Portland, Ore., silk screen 
process specialists, have merged to 
form Advertising Displays Inc., 
with offices in Portland. Floyd 
Bentley is president, and Lee 
Packard is v.p. in charge of pro- 
duction. Robert Phelps, formerly 


port as sales headquarters building with Agency Lithograph Co., Port- 
SEARS ROEBUCK $3 million store IOWA'S HIGHEST! Bank clearings land, has been named sales man- 
opens up 18.8%! ager of the new company. 


sé ga¢H.. .. DAVENPORT NEWSPAPERS ARE . . . FIRST in Quad- 
City circulation — in Quad-City advertising lineage — in advertising lineage 
in ALL IOWA! 


Publisher Names Woods 


Hubbard-Antisdel, Milwaukee, 
publisher of technical manuals and 
sales catalogs, has appointed Gor- 
don S. Woods its Cincinnati repre- 
sentative. 


The MORNING DEMOCRAT — The Evening DAILY cpa 


DAVENPORT NEWSPAPERS | -- The Sunday DEMOCRAT & TIMES ; 
Represented Nationally by Jonn & Kelley. Inc. 
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Rating Service to 
6 Western Markets 


Los ANGELEs, Sept. 13—Ameri- 
can Research Bureau has expanded 
its telephone coincidental service 
to six major western markets, to 
provide quicker tv rating service 
for stations, agencies, sponsors and 
producers. 

Special telephone surveys of 
quarter-hour, half-hour and full- 
hour segments specified by the 
subscriber will be compiled for 
presentation within a few hours 
for Los Angeles, San Diego, Port- 


land, San Francisco, Seattle-Ta- 


2-story 
Chicago's 
tographic 


You are 


now looking at the 


main salon of 
most modern pho- 
studio. Here at 


Feldkamp-Malloy you'll find the 
newest equipment, the most 
advanced lighting and camera tech- 
niques. Add to this, that combina- 


tion of ingenuity and flair known 
as “The F-M slant” and you 
. photography that 
brings the selling 
point to life! 


have.. 


ALL THIS—AND 11 OF NEW YORK’S 
TOP PHOTOGRAPHERS, TOO/ 


If it’s the New York touch you want, 
Feldkamp-Malloy’s got it. We are exclusive Midwest 
representatives for 11 of New York’s finest. The 
names tell the story! We can arrange to have them 
handle your assignments in the East, or 
bring them to Chicago so you can oversee the shooting 
on location or in Feldkamp-Malloy’s magnificent 
new photographic studios. 


._ HORST P. HORST 
High fashion and still life 
FRANCESCO SCAVULLO 
Young fashions 
PEDRO GUERRERO 
Interiors and exteriors 
INGEBORG DEBEAUSACQ 
Romantic situations 
GEORGE KARGER 
Theatrical personalities 
JOHN STEWART 
Foods and beverages 
VICTOR KEPPLER 
Hard goods 
LESLIE ROUSSEAU 
Intimate apparel 


Mr. Jack LaBash. 


know him as a tireless experimenter. 


that brings the selling point to life. 


Just give us a call. 


FELDKAMP-MALLOY, Inc. 


You’re familiar, of course, with ‘““The F-M slant” in art . . . it 
restless, driving urge always to seek out the fresh approach. 
Well, now you can have it in photography, too! For Feldkamp-Malloy 
now offers complete photographic services under the supervision of 


FELDKAMP-MALLOY, Inc., ANNOUNCES 
A NEW SERVICE...PHOTOGRAPHY 
that brings the SELLING POINT to /ife! 


’s that 


Jack LaBash has devoted better than half his life to his art. Former 
affiliations read like a Who’s Who of photography. Art directors 


Jack, as you might expect, has surrounded himself with a staff of 
aces and the most modern equipment and facilities. 


Result: photography 


We'd like to show you what “The F-M slant” can do. For Foods, 
Fashions, Still life, Appliances, Special effects, Location shots. 


Complete Photographic and Art Services 


STUART BSCEER 185 NORTH WABASH AVENUE eo Teeante ae Art 
oung fashions CHICAGO 1, ILLINOIS | Ae gal ys 

TOM PALUMBO TELEPHONE: AN Flerichrome Point of Sale 
_ Young fashions on location ’ dover 3-0633 Black & White Direct Mail 


ALFRED GESCHEIDT 
Interpretative photography 


Television Art 
Package Design 


ARB Extends ‘Quickie’ 


coma and Denver. 

The special survey does not re- 
place the standard ARB metropol- 
itan report, but is designed as an 
immediate report on a program’s 
audience size and composition, 
Roger Cooper, western division 
manager, explained. 

Purchasers may direct orders for 
“quick decision” surveys of speci- 
fied time slots by phone or mail 
to the Washington, New York or 
Los Angeles office of ARB, Mr. 
Cooper added. 

A rate card, with a pricing struc- 
ture including a frequency dis- 
count for multiple purchases, also 
is available from any of the three 
offices. 


Philip Morris Adds 
CBS Evening Time; 
TWA Buys Winchell 


New York, Sept. 13—Philip 
Morris and Walter Winchell high- 


\lighted the network radio sales 
|| news last week. 


Philip Morris increased its night- 
time coverage on CBS to a five- 
a-week schedule, effective Oct. 2. 
The buy includes portions of the 
“Tennessee Ernie Show,” the “Bing 
Crosby Show” and the “Edgar 
Bergen Show.” Biow-Beirn-Toigo 
is the agency. 

Trans World Airlines bought the 
new 15-minute Winchell series, 
which started Sept. 11 on Mutual 
in cities in which the company has 
ticket offices or terminal points. 
The network is offering the show 
co-op in other markets. Another 
news program following Winchell 
has been sold to Seeman Bros. 
BBDO handles the Trans World 
account; Norman, Craig & Kum- 
mel] is the agency for Seeman Bros. 

At NBC, Bristol-Myers, through 
Doherty, Clifford, Steers & Shen- 
‘field, bought four 30-second par- 
_ticipations a weekend on “Monitor” 
‘for 16 weeks. 
| 


Street & Smith Elects Gray: 

Names Foshay Coordinator 

| Arthur Z. Gray, formerly a 
-member of the law firm, Clark, 
Carr & Ellis, has been elected 
president of Street & Smith Pub- 
lications Inc., New York. Mr. Gray 


Arthur Z. Gray 


Robert L. Foshay 


has been a director and general 
counsel of Street & Smith for the 
past several years. 

Robert L. Foshay, with Living 
for Young Homemakers since 1949, 
has been named national coordina- 
tor of Street & Smith’s “Three Star 
Edition,” a new post. Mr. Foshay 
will sell combined audiences of 
Living, Charm and Mademoiselle 
as a single advertising unit. 


Ampex Appoints Bradley 

John L. Bradley has been named 
assistant manager of advertising 
and sales promotion of Ampex 
Corp., Redwood City, Cal., manu- 
facturer of magnetic tape record- 
ers. Formerly manager of market 
development of Magnatran Inc., 
Kearny, N.J., transformer manu- 
facturer, Mr. Bradley also has been 
an account executive for Sylvania 
electric products with Cunningham 
& Walsh, New York, and has been 
with Calkins & Holden, New York. 


Gerson Named PR Director 


Richard I. Gerson, formerly 
news editor of Western Advertis- 
ing, has been named public rela- 
tions director of the San Francisco 
Tuberculosis Assn. 
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FAMILY WEEKLY'S 579% gain in 
advertising revenue for 

the first six months of 1955 was 
greater than any other magazine... 


in bustling markets like DAVENPORT, lowa, 
that are changing America’s sales patterns. 


! What's happening in 100 Hometown markets like 
Davenport is giving sales managers cause to take a 
new look at the gigantic sales potentials that are re- 5 ee 
sulting from industry's rapid spread to America’s Wenpor . Oy ys Stars 
less-than-giant-size cities. Bank <2 
Look what's happening in Davenport, for example! 
The $20 million plant expansion of Alcoa, the $10 
million Air Force-Alcoa project, the Bendix expan- Se , 
sion, and other new projects mean new jobs, new 22 See 
families, new customers with more to spend for what SS" SSeS 
you sell. Retailers, too, recognize the new sales op- 
portunities in the ‘‘on the go”’ markets. Sears, Roe- 


buck has opened a new $3 million store in Davenport. Cw g a i ama iSe — 

A new $3 million shopping center is under way. The ‘5 0p ACU ITies ie, [4 JCars Roebuck Open New 
Ford Motor Company and the National Tea Com- 00g © Cosy teh $3 Millio R = me, 
pany, one of the country’s giant food chains, have Seow COA Mn” n Retail Store — 


selected Davenport as the sales hub for the Quad- Con 


T0 Expang 
| cities and rich eastern lowa and western Illinois tity od PAN 
| market. vee Sie =f D Pp 


ee 


eS oe ; 
Kgs al k 


i. 
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Davenport is on the go! In the last year period, rth ! 
the Davenport Sunday Democrat & Times — which ae 
distributes FAMILY WEEKLY— has increased its 
| circulation by over 26%. 


One reason why 

FAMILY WEEKLY, too, is on the gol 
As more and more advertisers discover the booming sales in Home- 
town markets like Davenport, they quickly recognize the powerful selling 
force of the one Sunday colorgravure magazine expressly designed to 
serve and sell Hometown America. 

Since the first of this year, advertisements for 83 products have made 
their first appearances in FAMILY WEEKLY. This new business, coupled 
with increased schedules from satisfied advertisers accounts for FAMILY 
WEEKLY'S gain of more than 90 pages of advertising during the first six 
months of this year. 


2 Let your nearest FAMILY WEEKLY representative give you the full 
story of how you can sell these 100 booming Hometown markets with 
one order, one billing — and in color. Write, wire or phone today for 
sample copies and rate card. 


Seabee. 8 
FAMILY WEEKLY MAGAZINE, Inc. eae 
Leonard S. Davidow, Publisher 


153 N. MICHIGAN AVENUE CHICAGO 1, ILLINOIS 


NEW YORK 17, 17 East 45th Street * DETROIT 26, 424 Book Building The Davenport Morning Democrat, Daily Times 


LOS ANGELES 25, 1416 Camden Avenue * ORINDA, CALIF., 82 LoCuesta Road ee ee, ee ee ae 


These 100 Newspapers Distribute FAMILY WEEKLY 


ALABAMA: Anniston Star, Dothan Eagle, Florence Times & Sheffield-Tuscumbia-Muscle Shoals Tri-Cities Daily, Huntsville Times, Tuscaloosa News * ARKANSAS: Ei Dorado News- 
Times, Hot Springs Sentinel Record * CALIFORNIA: Sacramento Union, Santa Barbora News Press * ‘COLORADO: Colorado Springs Free Press, Grand Junction Sentinel, Pueblo 
Ster Journal & Chieftain * CONNECTICUT: New Hoven Register * FLORIDA: Daytona Beach News Journal, Fort Myers News-Press, Gainesville Sun, Sarasota Herald-Tribune, 
Tallahassee Democrat, Tampa Times, West Palm Beach, Palm Beach Post Times * GEORGIA: Albany Herald, Rome News Tribune + IDAHO: Boise Stotesmon, Idaho Falls Post-Register, 
Pocatello State Journal + ILLINOIS: Bloomington Pantagraph, Champaign-Urbana News Gazette, Danville Commercial-News, LoSalle News Tribune, Quincy Herald-Whig, Spring- 
field Illinois State Journal & Register * INDIANA: Morion Chronicle Tribune, New Albany Ledger & Tribune + KIOWA: Council Bluffs Nonpareil, Davenport Democrat & Times, 
Dubuque Telegraph-Herald, Waterloo Courier * KENTUCKY: Bowling Green Park City News, Owensboro Messenger-Inquirer, Paducah Sun Democrot + LOUISIANA: Bogaluse 
News « MASSACHUSETTS: Lowell Sun *» MICHIGAN: Grand Rapids Herald * MINNESOTA: Albert Lea Tribune + MISSISSIPPI: Greenville Delta Democrat-Times, Tupelo Journal, 
Vicksburg Post-Herald * MISSOURI: Jefferson City Capital News Post-Tribune * NEVADA Los Vegas Review Journal, Reno Nevada State Journal * NEW JERSEY: Asbury Pork Press, 

| New Brunswick Times, Trenton Times Advertiser * NEW MEXICO: Santa Fe Mexican * NEW YORK: Binghamton Press, Elmira Sundoy Telegram, Utica Observer-Dispatch + 
NORTH CAROLINA: Concord Tribune, Salisbury Post * NORTH DAKOTA: Fargo Forum * OHIO: Athens Messenger, Canton Repository, Coshocton Tribune, Lima News, Zanesville 
Times Signe! * OKLAHOMA: Duncan Banner * PENNSYLVANIA: Lancaster Sunday News * SOUTH CAROLINA: Florence News + SOUTH DAKOTA: Huron Huronite & Daily Plainsman, 
Rapid City Journal * TENNESSEE: Kingsport Times News * TEXAS: Abilene Reporter-News, Austin American Statesmon, Big Spring Herald, Denison Herald, Denton Record-Chronicie, 
Galveston News, Greenville Herald, Kilgore News Herald, Lufkin News, Marshall News-Messenger, Midland Reporter-Telegram, Poris News, Port Arthur News, Son Angelo Standard 
Times, Snyder News, Texarkena Gazette, Tyler Courier-Times-Telegraph, Victoria Advocate, Waco Tribune-Herald * UTAH: Ogden Standard-Exominer, Provo Herald + VIRGINIA: 
Danville Register, Lynchburg News * WASHINGTON: Wenatchee World, Pasco-Kennewick-Richiand Tri-City Herald * WEST VIRGINIA: Beckley Raleigh Register » WISCONSIN: Racine 
Journal-Times-Bulletin «* WYOMING: Casper Tribune-Herald & Star, Cheyenne State Tribune ond State Leader. 
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® We at Sports Afield firmly believe that the boom in the sportsman’s 
market — spectacular as it is —is only just beginning. 


® We believe that the growth of fishing, hunting, boating and other 


do-it-yourself sports over the next ten years will far exceed anything 
that has gone before. 


© That is why — starting with the October 1955 issue of Sports Afield 
—we are... 
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1. Doubling the number of editorial pages in the 
feature section. 


2. Doubling our already large number of four- 
color edlitorial pages. 


See the new Sports Afield...on the newsstands September 20th. 
It's the most exciting thing in all outdoors! 


ee eee THE AUTHORITY FOR FISHING AND HUNTING 


; A Hearst MAGAZINE 
959 Eighth Avenue, New York 19, N. Y. 
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| Republic Consents to Justice... 


i9ss‘crocery }! Qld TV Film Banks Revitalized by 


PRODUCT SURVEY 
“hon Consent Decree in Anti-Trust Suit 


The bid | Paso Cimes WasurincTon, Sept. 13—Republic; have been accused of conspiring to 
Pictures Corp. and the Justice De-| prevent tv stations from having ac- 


AN INDEPENDENT NEWSPAPER partment’s anti-trust division have cess to up-to-date feature films. 
MORNING AND SUNDAY entered into a consent settlement) With Republic and its subsidiary, 
El Paso Herald -Post which will eventually require Re-| Republic Productions Inc., out of 
public to make half its film output| the way, trial of the 10 remaining 
A SCRIPPS-HOWARD NEWSPAPER available for tv three years from| defendants is to get under way in 
sated the time the pictures have been|the federal district court in Los 
MATION’S LARGEST TRADE TERRITORY released for theaters. Angeles next Tuesday. 


The negotiated settlement repre-| The negotiated settlement with 


TWO Separate Newspapers ® 30° Line BUYS BOTH! sented the first break in the line-| Republic is assumed to be a tip- 


up of film industry leaders who off indicating the kind of relief 


anew , era 
(and -mohhet 


The challenge of thousands of small local motels has been accepted by 
the hotel industry. Hotel operators, for the first time in 25 years, have 
now started a tremendous building campaign. All over the country new 
luxury motor hotels are dotting the horizon—owned and operated by 
experienced hotel personnel —long time readers of HoTEL MANAGEMENT. 

This is a brand new market for you! The hotel industry is spending 
millions for these motor hotels—every conceivable type of product will 
be needed. And your best bet for getting your share of the market is 
through the advertising pages of HoTrEL MANAGEMENT —the number one 
publication in the hotel field. 


The $1,700,000 Treadway Inn, Rochester, N. Y. The first motor hotel to be built in the 
heart of a major city; operated by Treadway Inns of New England, a hotel chain 
operating fourteen hotels on the east coast. Complete hotel facilities are available. 


The innkeeper of the New Treadway Inn, illustrated above, is J. Frank Birdsall, Jr., 
who, of course, has a personal subscription to Hore. MANAGEMENT ._ . and here are 
just a few of the hundreds of Hore, Manacement subscribers who are now planning 
or operating motor hotels: 

1. Bruce Anderson, president of the Hotel Olds Operating Company, (and a past 
president of the American Hotel Association) also owns the Green Acres motor 
hotel, north of Lansing, Mich. He plans to enlarge it. 

2. James R. Shaffer, President of Shaffer, Inc., and Gen. Mgr. of Lake Murray Lodge 
at Ardmore, Okla., has leased the New Lido Hotel in Dallas. Of “horizontal” con- 
struction, the New Lido is considered the “Showplace of Dallas.” 

3. Howard Johnson’s Motor Lodges, Inc. have opened their sixth motor hotel. They 
have twelve more currently under construction. By January 1956 they plan to have 
another ten motor hotels under construction. 

4. Brown Hotel Company — constructing a $1,500,000 motor hotel and restaurant on 
the outskirts of Louisville, Ky. It will have 105 rooms, a 400-seat public dining 
room, a 100-seat private dining room, and a large outdoor swimming pool. 

For more examples of this new hotel expansion market, 
write us for a free copy of “Motor Hotels.” 


Ahrens Publishing Co., Inc. / = 


71 Vanderbilt Ave., New York 17, N. Y. 
201 No. Wells Street, Chicago, Ill. 


Advertising Age, September 19, 1955 


'the government will demand if the 
‘court upholds its charges. 


® Ordinarily the government nev- 
er contends that a business man is 
required to deal with anyone other 
than the customers he selects. The 
agreement requiring Republic to 
eventually offer half its films to tv 
was demanded because the govern- 
ment considers that Republic was 
involved in a conspiracy and that 
there is no assurance it would sell 
films to anyone if it were left free 
to exercise its judgment. 

The settlement specifies that Re- 
public must make available for tv 
within 90 days 80% of the films 
made before Aug. 1, 1948, on which 
it has the necessary union and 
other legal clearances. 

The order then requires Republic 
to open negotiations with various 
unions and individuals in order to 
obtain tv clearances on more re- 
cent and future films. Within two 
years after the negotiations for 
clearances are completed, Republic 
would be required to release to tv 
at least 25% of its over-three- 
year-old films. In each calendar 
year thereafter it would be re- 
quired to release to tv at least 50% 
of its three-year-old films. 


® The complaint, issued July 22, 
1952, charged a conspiracy involv- 
ing 12 producers and distributors 
to prevent tv stations, schools, pri- 
vate clubs and others from using 
16mm prints of pictures at any 
point within 10 miles of a theater. 
In announcing the complaint the 
Justice Department said the 16mm 
prints are eagerly sought for tv 
because they do not require special 
equipment or safety precautions. 

With Republic Pictures and Re- 
public Productions agreed to a 
consent settlement, the companies 
which face trial on Tuesday are: 
Twentieth Century-Fox; Warner 
Brothers Pictures Inc.; Warner 
Bros. Pictures Distributing Corp.; 
RKO Radio Pictures Inc.; Colum- 
bia Pictures Corp.; Screen Gems 
Inc.; Universal Pictures Co.; United 
World Films Inc.; Films Inc.; and 
Pictorial Films Inc., all of New 
York. 


Business News Boosts Rates 

Business News Publishing Co., 
Detroit, has increased the rates of 
Air Conditioning & Refrigeration 
News, effective with the first is- 
sue in January, 1956. Rate for a 
b&w page, one time, will go from 
$376 to $412. 


GIVES MANUFACTURERS OF 
TRUCKS, FUEL OIL HANDLING . 
EQUIPMENT, PARTS AND 
SUPPLIES USED IN THIS 
INDUSTRY 90% COVERAGE 
OF ALL DEALERS 
766,796 oil-heating jobs were 
sold last year. 
Every time our readers sell 
, 300 more oilheating jobs, a 
> completely equipped fueloil de- 
livery truck must be bought. 
Additional! storage tanks, pumps, 
etc. must be bought. Thus. there 
, is a constant two-way expansion 
\ in this industry that means 
profitable sales for a wide range 
of products. 
FUELOIL & OIL HEAT is a 


35-year-old publication devoted 
completely to the interests of 
& 6 the oilheating and fueloil dealer, 
, jobber and manufacturer of oil- 
heating equipment—who made, 
sold and installed $550.000,000 
worth of oilheating equipment 
in 1954 and delivered $2,000,- 
000,000 worth of oil. Sold $135,- 
000.000 worth of service and 
parts. The field also bought 
% $350,000.000 worth of factory 
and shop equipment, parts, etc. 
. HEATING PUBLISHERS, Inc. 
¥  2W. 45th St. New York 36, N. Y. 
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RK T IN DAILY CIRCULATION 


6 ay | Average 
Daily Circulation* 


The HOUSTON POST Monday thru Saturday 202,456 


, Monday thru Friday 205,043 
Houston Chronicle Riturday 189,433 202,441 
Reiten Preis Monday thru Friday 122,967 


110,742 120,929 


*The daily averages shown for the Chronicle and 
Press are their exact six-day averages computed 
by The Houston Post from five-day, Monday 
through Friday, and Saturday only averages 
submitted to the Audit Bureauy of Circulations 


EIRST IN 1955 LINAGE G aaa oe ef Me 


Saturday 


NEWSPAPER . LINAGE PER CENT 

| The HOUSTON POST 2,713,698 18.90% 
| Houston Chronicle 2,304,563 11.26% 
Houston Press 476,306 7.94% 


*Linage Gains, January 1 through July 31, 1955, 
vs. same period, 1954. Source: Media Records. 
Does not include American Weekly, This Week, 


LARS IN EDITORIAL WORD COUNT 


@ A new study by Price Waterhouse & Co., one of the 
.e) world’s leading auditing firms, covering the first four 
» °o months of 1955 proves that THE HOUSTON POST 
contained 11.2% more news and features than any other 
MORE NEWS Houston daily newspaper. More news and features mean 
and FEATURES more intensive readership... more intensive readership 
means more responsiveness to your advertising message. 

Get up-to-date on Houston, where the trend is to the POST. 


Your Moloney, Regan & Schmitt man, or your HOUSTON POST 
salesman can give you the new facts. 


" 


Written and Edited to 


Merit Your Confidence 


Tue HOUSTON Post 


Represented Nationally by Moloney, Regan & Schmitt 
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This important marketing information is fully documented in a brilliant new study — 
CONSUMER FINANCES OVER THE LIFE CYCLE by John B. Lansing — James N. Morgan 
SURVEY RESEARCH CENTER UNIVERSITY OF MICHIGAN 

based on research for The Federal Reserve Board. 


At the very time that young families are buying these and otner durable goods, 
they are also depending on LIVING, using it as their buying guide. LIVING 
— the only magazine edited exclusively for Young Homemakers, accounted for 74% of 


the advertising gains made in the home magazine field for the first six months of 1955. 


If you believe in leading from strength, be sure your advertising 
schedule leads off with the strength of LIVING, and its 2,800,000 readers. 


For detailed information to help with your current market planning, 
write to Charles Coffin, LIVING’S Advertising Manager 
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PARENTS’ MAGAZINE'S 
ALBUM OF 
FAMOUS 
FATHERS 


a 


This is GEORGE LEWIS, 
Account Executive, 


Wilson, Haight, Welch and Grover, Inc. 
Hartford, Conn. : 


A‘ inspecting the clothes closets of his 
six children, he challenges: 


“If any moth thinks he can squeeze into one 
of these claustrophobic containers, | dare it 
to try. Besides, at the rate my youngsters 


grow out of new clothes, the moth would 
die from over-eating !’’ 


Then you won't be surprised, sir, that 
1,625,000 families with over 3,250,000 
children have come up with comparable 
appraisals. No wonder that PARENTS’ 
ranks first among all magazines 

in Infants’ and Children’s apparel 
advertising linage! 


Advertising Age, September 19, 1955 


‘California Visitor’ Adds 
Edition: Names Stevens 
The California Visitor, published 
‘by Visitor Publications Inc., Los 
Angeles, for distribution to airline 
passengers, has signed an agree- 
ment with Los Angeles Airways 
(Southern California Scheduled 
Helicopter Services) for a separate 
edition to be printed for passengers 
of Los Angeles Airways, starting 
with the October issue. The pub- 
lication is now printed in nine 
separate editions monthly. 

The publication has appointed 
H. G. Stevens, Stevens Enter- 
prises, San Francisco, its northern 
California representative. 


Green Joins Park & Tilford 


Michael B. Green, former middle 
Atlantic division manager of James 
B. Beam Distilling Co., has been 
appointed division manager of 
Park & Tilford Distillers Corp., in 
charge of liquor sales in New Jer- 
‘sey, Delaware, Maryland and the 
‘District of Columbia, a new posi- 
| tion. 


that it’s BIC. 


in the fuzzy fringe where they never see your message. 
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for advertising in Baltimore 


--- Of what you get for what you pay 


When you get a clear picture of the Baltimore market, . . . you see 


But double exposure newspaper circulations can put half the families 


When you advertise in the NEWS-POST, you buy the largest unit of 


a daily circulation! You pay a ONE PAPER RATE... . and you reach 
more than ONE-HALF of the Baltimore market. Use the Baltimore 


NEWS-POST for greater results at lower cost. 


Baltimore News-Post 
and Sunday American 


Represented Nationally by Hearst Advertising Service with Offices in Principal Cities 


~ Agricultural TV 


Clinic Studies 


Farm Listeners 


(Picture on Page 47) 

CotumsiA, Mo., Sept. 13—Farm 
television show producers and per- 
formers were run through the mill 
by representatives of networks, 
agencies and colleges at a meeting 
here last week of the first Nation- 
al Agricultural Television Clinic 
sponsored by the University of 
Missouri. 

There was lots of criticism— 
namely, farm stations don’t have 
network standards—and even more 
advice given to the people who are 
telecasting for an audience they 
apparently don’t quite understand 
yet. 

Some clinic members felt that 
shows should be keyed to farmers 


only, and among those there was 
disagreement about what farmers 
wanted to see. 

A farm sponsor, Maurice John- 
son, v.p. of Staley Milling Co., 
Kansas City, said that his company 
believes that farmers like the same 
in entertainment as do city view- 
ers. Staley has switched from 
strictly farm shows to broader en- 
tertainment shows, he said. 


s He also said that Staley is using 
canned commercials because few 
farm stations can provide good 
,ones. He suggested that a group 
‘of industry leaders set up a com- 
| mittee together with educational 
\leaders to study the problem of 
|farm television. 

| Ben Park, public affairs director 
lof NBC, urged farm show per- 
|formers to let their hair down and 
/put some humor into their shows. 
He also pointed out that farm 
shows lack good visualization. 

You have to have good materials, 
ihe said, but you also have to have 
'good visualization. Farm shows, 
for the most part, have neither, 
‘he asserted, 

George Heinemann, program di- 
rector of WNBQ, Chicago, said 
there is a time to stress the visual 
and a time to stress the audio. 

_ Daytime shows, he said, should 
give more play to the audio be- 
‘cause women feel they should be 
'working while listening. They will 
/keep their sets on, he said, if they 
‘can leave and work intermittently. 


. Stress the visual, he advised, 
‘when you can be sure that your 
‘audience will give you its full 
‘attention. 

Research, particularly of audi- 
ence reaction, was another subject 
that was batted around. Two mem- 
‘bers of the clinic, a psychologist 
and a sociologist, pointed to the 
‘dearth of research. 
| Gerhart D. Wiebe, research psy- 
chologist and assistant to the presi- 
dent of CBS, suggested that farm 
stations do small sample surveys to 
‘find out whether shows are being 
seen and what viewers like and 
dislike. 
| But don’t ask them what they 
‘want to see, he admonished. “Ex- 
perience indicates that this only 
leads to answers in cliches be- 
\decked with halos. Do your own 
creative thinking,” he told farm 
broadcasters. 


Booth Fisheries Names 
Rutledge & Lilienfeld 
| Booth Fisheries Corp., Chicago, 
has appointed Rutledge & Lilien- 
feld, Chicago, to handle its adver- 
tising. The major portion of the 
company’s 1955-56 appropriation 
will be devoted to newspaper ad- 
vertising. A campaign now being 
prepared will include frequent use 
of b&w pages and pages of r.o.p. 
color. 

Pilgrim Advertising, 


Chicago, 


formerly handled the account. 
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HOW LIFE FITS YOUR MARKET | 
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There are 48 million passenger cars 
operating in the U.S.... 
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This is one of the good reasons why automobile manufac- 
turers invest more dollars for new-car advertising in LIFE 
than in any other magazine. LIFE’s total weekly audience 
of 26,450,000} is larger than that of any other magazine. 


Based on: A Study of the Household Accumulative Audi- 
ence of LIFE (1952), by Alfred Politz Research, Inc. 


TA Study of Four Media (1953), 
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Four Roses Gets 
‘One Dozen Roses’ 


Push for Christmas 


New York, Sept. 13—Frankfort 
Distillers Co. will break its Christ- 
mas advertising campaign Oct. 3, 
with a color page in Life. Color 
pages also will be used on a week- 
ly basis through December in 
Look, The New Yorker and Time. 

In addition, large-space news- 
paper ads in major markets and 
extensive 24-sheet poster show- 
ings are scheduled in an over-all 
campaign designated as, “the 
greatest ever undertaken by the 
company to pre-sell customers for 
the retailer.” 

Major promotion will be concen- 
trated on the company’s Four 
Roses blended whisky. It will be 
available in its regular fifth bottle; 
as “a dozen roses” (three fifths of 
Four Roses packed in individual 
cartons, each lithographed with a 
spray of four red roses and stacked 
in a florist’s box), and in a new 
quart decanter with a special car- 
ton. 

The standard fifth is in the $4 
to $5 price class. The three fifths 
in the florist’s box will be $12 to 
$15, depending on taxes, in dif- 
ferent localities, and the decanter 
will range from $4.50 to $6. 


® Adoption of the gift decanter 
was made after extensive study. 
First, a McGraw-Hill Publishing 
Co. research study disclosed alco- 
holic beverages as the most 
popular gifts given in the Christ- 
mas season by business men. 

Other research yielded similar 
findings, but special studies by 
Frankfort led to the conclusion 
that too often a so-called gift sale 
was merely a substitute for the 
sale of a regular bottle. Therefore, 
Frankfort decided to make its new 
gift decanter available only in the 
quart size. 

Special advertising in magazines, 
newspapers and outdoor also will 
be used on a limited basis by the 
company for its Paul Jones, Hunt- 
er and Wilson blends. These also 
will be packaged in special holiday 
wrappings. 

Young & Rubicam is the agency 
for Four Roses and Paul Jones; 
Doherty, Clifford, Steers & Shen- 
field handles Hunter and Wilson. 


Burlington Industries 
to Acquire Ely & Walker 


Burlington Industries Inc., New 
York textile producer, has com- 
pleted negotiations to acquire Ely 
& Walker Dry Goods Co., St. Louis 
dry goods distributor. Under terms 
of the agreement, Burlington will 
purchase all the stock owned by 
Ely & Walker officers under an of- 
fer to the remaining stockholders. 
Burlington would pay about $64,- 
360,000 for the Missouri company 
if all common and preferred stocks 
are tendered for purchase at $45 
a share for common, $31 a share 
for 7% preferred and $27 a share 
for 6% second preferred. If 75% of 
the total voting power of all out- 
standing stock is not deposited be- 
fore the expiration date, Sept. 19, 
Burlington said it will not be ob- 
ligated under its offer. 

If the acquisition is completed, 
Ely & Walker will be operated as 
a spearate entity, with M. Weldon 
Rogers remaining as president and 
E. P. Cave as chairman. Comple- 
tion of the acquisition will make 
Ely & Walker the fourth company 


Burlington has acquired since July, 
1954, when it acquired Goodall- 
Sanford Inc. and Pacific Mills. 
Mooresville Mills, Mooresville, 
N.C., was purchased last April. | 
Thomas Industries Slates | 
Magazine Drive for Moe Light | 


Thomas Industries Inc., Louis- 
ville, is launching a hard-selling | 
advertising and promotion pro- 
gram for its Moe Light division, 


maker of lighting fixtures. Head- 
ing the media schedule are full- 
color pages in October issues of 
House Beautiful, Living for Young 
Homemakers and Sunset Magazine 
and the November Better Homes 
& Gardens. In addition, the Oct. 3 
Saturday Evening Post and No- 
vember Living for Young Home- 
makers will carry two-page, full- 
color Show House ads in which 
Moe Light will have a panel. 

In line with Moe Light expan- 


in Hopkinsville, Ky., early in Oc- 
tober. William Hart Adler Inc., 
Chicago, is the agency. 


Electronic Specialty Names 
Dunning Ad Director 

W. H. Dunning has been named 
director of advertising and public 
relations of Electronic Specialty 
Co., Los Angeles. He previously 
was ad manager of the company’s 
Shavex division. In his new capa- 
city Mr. Dunning will direct ad- 


sion, a new plant will be opened 


vertising and sales promotion for 


Advertising Age, September 19, 1955 


ing the Contract division, Shavex 
Co., Electromec Inc. and Audio 
Pacific. 

Before joining the company, Mr. 
Dunning was ad manager of P. R. 
Mallory Co., Indianapolis, and pri- 
or to that was ad manager of the 
commercial equipment division of 
General Electric Co. 


Keith Appoints Harold Cabot 
Geo. E. Keith Co., Brockton, 


Mass., manufacturer of Walk-Over, 


all the company’s divisions, includ- |Keith Highlander and Wm. Joyce 


shoes, has appointed Harold Cabot 
& Co., Boston, to handle its adver- 
tising, effective Nov. 1, succeeding 
Hirshon-Garfield. 


Wexton Adds Kalart Co. 

Kalart Co., Plainville, Conn., 
manufacturer of photographic 
equipment, has appointed Wexton 
Co., New York, to handle its ad- 
vertising. Charles W. Hoyt Co., 
New York, formerly handled the 
account. 
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Sleep Is Theme 
of Mattress Maker's 
Sleepless Party 


Cuicaco, Sept. 13—Sealy Inc., 
bedding manufacturer, is hoping 
the folks it has invited to its slum- 
ber party in New York Sept. 22 
will catch 40 winks before they 
arrive. 

And the guests will probably 
need at least 40 winks, because 


Sealy’s party will begin at 11 p.m. 
and go on ’til dawn. 

The all-night slumber party will 
be held at the Savoy Plaza Hotel to 
announce the names of the three 
sleep queens—top winners in 
Sealy’s limerick contest. 

All the party activities, includ- 
ing a pajama fashion show, with 
the cast of “Pajama Game,” will 
be based on the sleep theme. All 
kinds of antics and stunts based 
on sleep (except sleep) will amuse 
the press and guests. 


Sealy is using the shindig to|winners, Gerald Chapell, advertis- 
wind up its limerick contest in|ing manager, said. 
which it has given away 5,000! The limerick contest, which 
mattresses plus three grand prizes, |Sealy estimates has cost more than 
winners to be announced at the|$400,000, was run last May in na- 
party. The three “Queens” will|tional and local tv, radio, news- 
win either $200,000 in cash or $100 |paper and magazine ads. Weiss & 
a month for life; a two-week trip Geller, Chicago, is the agency. 


to Paris for two, or a Packard con- 
vertible. K&E Names Two V.P.s 
Kevin Kennedy and Clinton F. 


The 5,000 mattresses were 
awarded by Sealy through its deal-|Wheeler Jr., account executives 
with Kenyon & Eckhardt, New 


ers, who are now running newspa- 
per ads announcing their local| York, have been elected v.p.s. 


without the WBC stations! 


Example: 


ESSO STANDARD OIL COMPANY BUYS 
50,000 NEWSCASTS A YEAR. IN EVERY 


ESSO MARKET WHERE THERE IS A WBC 
STATION, ESSO USES THE WBC STATION. 


WHY? Well, if you figure cost-per-thousand, as Esso does in buying stations, 
you'll find WBC is one of the best buys in the business. Or, like Esso, if you con- 
sider “‘prestige,’’ you’ll find the WBC stations are the most powerful, the most 
respected, the most tuned-to stations in their markets. (And they’re big markets. 
One-sixth of America shops in them.) If you consider the record, you’ll find that 
94 of America’s 100 largest advertisers use WBC. Three of the remaining six, by 
custom, do not use broadcast media. 

Are you considering a selling campaign? Make it complete with the WBC 
stations. All it takes is a call to your nearest WBC station or to Eldon Campbell, 
WBC National Sales Manager, MUrray Hill 7-0808, New York. 


Geo0 


KPIX REPRESENTED BY THE KATZ AGENCY, INC. . 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


Support the Advertising Council Campaigns 


RADIO 


BOSTON — 
PHILADELPHIA— KYW 
PITTSBURGH — KDKA 
FORT WAYNE —WOWO 
PORTLAND — KEX 


TELEVISION 
BOSTON —W8BZ-TV 
PHILADELPHIA—WPTZ 
PITTSBURGH — KDKA-TV 
SAN FRANCISCO — KPIX 


WBZ+WBZA 


ALL OTHER WBC STATIONS REPRESENTED BY FREE & PETERS, INC. 


‘Growing Number’ of 
Supermarts Giving 
Cash for Coupons 


New York, Sept. 13—Most re- 
tailers are sticking to the conven- 
tional policy of redeeming coupons 
only for the brand and item named 
on the coupon. However, a grow- 
ing number of supermarket chains 
are giving cash for coupons, despite 
official headquarters policy. 

These findings from a national 
survey are reported in the current 
issue of Supermarket News. 

“A Safeway spokesman in New 
York,” the business publication re- 
ports, “said that the cash policy 
of the company has not been re- 
scinded.” 

In a check of eight cities, Super- 
market News found that “only 
Los Angeles markets have a near- 
ly uniform policy of giving cash 
for coupons. San Francisco retail- 
ers’ policy is dictated by the near- 
est competitor. , 

“Retailers contacted in Detroit, 
Cleveland and Chicago say em- 
phatically they accept coupons 
only for items specified. 


® “In Denver, King Soopers meets 
Safeway competition by giving 
cash for coupons, but makes an 
attempt to see that the coupon item 
is purchased. 

“In New York there is a strong 
core of support for measures that 
would discourage manufacturers’ 
excessive couponing, notably from 
Associated Food Stores Coopera- 
tive, which supports Safeway’s po- 
sition. 

“It is known that the 286-mem- 
ber co-op will give its customers 
cash or credit on other items,” the 
report continues. “While local 
chains and independents in the 
New York metropolitan area said 
for the record they do not give 
cash, customers have been able to 
get cash by pointing to other com- 
peting stores that do. 

“Grand Union Co.’s policy is not 
to accept coupons for cash, and 
A&P spokesmen declined to de- 
clare its policy. but it is believed 
the chain discourages the practice 
of using coupons for cash.” 


Edelman Named Again 

Daniel J. Edelman & Associates, 
Chicago, has been appointed pub- 
lic relations counsel for the Illinois 
Governor’s Committee on Employ- 
ment of the Physically Handi- 
capped for the fourth consecutive 
year. Last year Edelman was 
awarded the Certificate of Public 
Relations Achievement in the field 
of community services by the 
American Public Relations Assn. 
for work on this campaign. 
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and it’s easy to buy 
THE NEW BUY, TOO 


It’s true that the newspapers in 
Dade, Orange and Hillsborough Coun- 
ties cover a sizeable, worthwhile share 
of the big Florida market. But the 
Miami, Orlando and Tampa newspap- 
ers do not cover the 30 markets in the 
40 Florida counties reached by the 
New Buy. 


It’s easy—one order, one billing. 


Now, full color advertising is 
availabe . .. Produced by the 
New Perry Process. 


The new method of printing direct 
from original magnesium engravings 
results in a quality of reproduction 
that is cleaner and clearer than is pos- 
sible by the hot metal method. 

We require the same material for 
full color reproduction as that furn- 
ished to rotogravure magazines. 


THE 
"ALL rr gps 
= 4 
WEEKLY MAGAZINE 
OCALA, FLORIDA 


Represented Nationally By 
JOHN H. PERRY ASSOCIATES 
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Smith Sees Color 
TV as Boon to 


‘Magazine Color 


New York, Sept. 13—Paul 
Smith, who puts out the three 
Crowell-Collier magazines, yester- 
day declared that the “greatest 
boon to magazine publishers is 
the rapid expansion of color televi- 
sion.” 

In a speech before the Advertis- 
ing Men’s Post of the American 
Legion, the Crowell-Collier presi- 
dent said that color tv will excite 
the mass of the people about color, 
“and the magazine publisher who 
puts this excitement to work for 
himself will be carried along on 
the wave.” 

Mr. Smith also predicted that 
“all communications are in for an 
expanding future.” 


® The head of the publishing com- 
pany told the legionnaires some- 
thing of the financial moves he had 
figured in since coming to Crowell- 
Collier—‘“an old company with a 
fine tradition and a fine history 
and no dough in the bank.” 

He said a total of $7,000,000 has 
been raised since the summer of 
1954. Half of that total was 
achieved, he said, by transferring 
$12,000,000 in assets from the book 
subsidiary to the magazine end of 
the C-C operation. Using these as- 
sets as security, Mr. Smith was 
able to swing $3,500,000 in cash to 
where he needed it. 

Mr. Smith, who described the 
former loss position of his compa- 
ny as “a purely local depression,” 
told the audience that over a peri- 
od of 20 years Crowell-Collier had 
made $80,000,000 profit, before 
taxes. 


s “Of this figure, $40,500,000 was 
taken by taxes and the remaining 
$39,500,000 was divided like this: 
$38,000,000 went for dividends and 
$1,000,000 for a preferred stock 
issue,” he said. 

Speaking of the group of 27 in- 
vestors he got to underwrite an is- 
sue of $3,000,000 in convertible 
debentures, Mr. Smith said the 
smallest amount invested by any 
in the group was $50,000, put up by 
Sam Goldwyn. The largest blocs 
amounted to $100,000, with two 
unnamed investors each putting up 
this amount. 

Mr. Smith, grinning, said: 
“There isn’t a would-be editor or 
a would-be publisher in the 
bunch.” 


Boston Adclub Elects Again 


Charles W. E. Morris, New 
England ad manager of the Chris- 
tian Science Monitor and Ist v.p. 
of the Advertising Club of Boston, 
has been elected by the board of 
directors to succeed Harold A. 
Beaudoin, who resigned when 
General Electric Co. promoted him 
to manager of advertising, sales 
promotion and public relations of 
the atomic power equipment de- 
partment. Mr. Beaudoin was elect- 
ed president in June (AA, July 
11), and upon his resignation all 
the club’s officers have moved to 
new offices. Other club officers 
are Richard A. Berenson, Ist v.p.; 
Philip E. Nutting, 2nd v.p., and 
Harold Reingold, secretary. Carlton 
M. Strong, reelected in June to 
his fifth term as treasurer, re- 
mains in that office. 


NBP Names Two Chairmen 
Russell C. Jaenke, exec. v.p., 
Penton Publishing Co., Cleveland, 
has been named chairman of Na- 
tional Business Publications’ com- 
mittee on agency recognition, and 
Russell L. Putman, president, Put- 
man Publishing Co., Chicago, has 
been appointed chairman of NBP’s 
committee on legislation. 


‘Wall Street Journal’ 
Moves Marks, McLaughlin 
Henry W. Marks has been 
appointed advertising sales repre- 
sentative for the Wall Street Jour- 
nal in Cincinnati. Mr. Marks, for- 
merly with the Journal’s New York 
office, succeeds Richard McLaugh- 
lin, who has been transferred to 
Detroit. 


5-Day Stick Deodorant Bows 
A new push-up stick deodorant, 


5-Day Stick Deodorant, will be ad- 


vertised nationally by 5-Day Lab- 
oratories, West New York, N. J., 
on the Tony Martin show (NBC- 
TV) Monday nights along with its 
Sister product, 5-Day Deodorant 
Pads, when adequate distribution 
has been achieved. The new prod- 
uct will be advertised as “the first 
stick deodorant to contain all 
three ingredients—moisture-repel- 
lent silicone, bactericidal hexa- 
chlorophene, and the new anti- 
Seg sodium zirconium lac- 
e.” 
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Bellanca Aircraft Corp. 
Buys N. O. Nelson Co. 

Bellanca Aircraft Corp., New 
Castle, Del., has acquired N. O. 
Nelson Co., St. Louis wholesaler 
of plumbing, heating, water works, 
refrigeration, air conditioning and 
industrial supplies, for approxi- 
mately $4,850,000. The purchase 
includes 20 branches in nine states 
and a subsidiary, Joplin Supply 
Co., Joplin, Mo. 

N. O. Nelson Co. will be operat- 
ed as a wholly-owned subsidiary 


\of Bellanca. Leo J. Bachle remains 


president, and no major changes 


/in management personnel are ex- 


pected. 


KEAR Cuts Broadcast Time 
KEAR, San Francisco radio out- 
let, has cut 4% hours from its 
broadcasting time, operating now 
from 11 a.m. to midnight instead 
of from 6:30 a.m. to midnight. 
Stephen A. Cisler, station owner, 
said that high labor costs made the 
shortening of hours necessary. 


to meet their increasingly complex needs... 


were stepping-up our 


_ 


* 


to design 


Now ;+eEVERY OTHER WEEK 


publishing schedule more than doubles 


MACHINE DESIGH service to its readers 


(starting January 12, 1956) 


Accelerated Design Developments 
Call for Greater Frequency 


The editors of MACHINE DESIGN recognize 
that a monthly is no longer adequate to meet 


the needs of design engineers. 


The entire area of design engineering has liter- 
ally outgrown the method of editorial coverage 


Booming Growth Ahead 
Will Further Increase Information Needs 


Development of automatic operation, ease of 
control, and the expanding volume of mass pro- 
duced products means increasing complexity of 
design. Whole new subject areas are opening up. 


This tremendous growth in the amount of engi- 
neering urgently requires a parallel increase in 


timely editorial coverage by MACHINE DESIGN. 


we used for 25 years. Products of American 


industry daily become more complex. Almost 
overnight, new developments spring forth at a 
rate undreamed of when MACHINE DESIGN 


was established as a monthly. 


to Readers 


Adding more editorial material is practical only 
on an every other week publishing schedule. 


What Every Other Week Means 


It means a slimmed-down, easier-to-read, more 


timely book. In the past 10 years, our editorial 
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Hall Named Ad Director 


John W. Hall, manager of the 


engineering service department of 
National Radiator Co. before it 
merged with U. S. Radiator Corp., 
has been named director of adver- 
tising and sales promotion of the 


new company—National-U.S. Ra-'| 


diator Corp., Johnstown, Pa. C. J. 
Philage has been appointed .adver- 
tising manager of the company, 
and Homer L. Andrews has been 
named director of market research. 


Railroad Uses 


Internal Push to 


Keep Cars Rolling 


PHILADELPHIA, Sept. 13—Music 
hath charms to do most everything, 
including moving freight cars for 
the Pennsylvania Railroad. 

The railroad plans to use a song, 
“Don’t Stand Me Still,” as the basis 
of a company-wide campaign to 
help freight cars move around a 


|bit more rapidly. 

Freight cars today are at a pre- 
'mium, and even though the Pennsy 
has many on order it takes months 
to construct each one. 

The song is the key to a cam- 
paign to make the equivalent of 
20,500 more cars a day available to 
railroad customers merely by get- 
ting more mileage out of each car. 
The objective is to Move every car 
15 more minutes a day. This, the 
railroad figures, will do the trick. 


Everywhere on the _ world’s 


| 
| 


|largest railroad, employes will be | 


reminded constantly of this by 
posters, cards, company magazine 
stories and the playing of a re- 
cording of “Don’t Stand Me Still.” 
Hundreds of freight cars them- 
selves will have the admonition 
stenciled on them. 


w Posters on the theme will be 
changed every 10 days. All corres- 
pondence and papers having to do 
with the movement of freight cars 
will bear a small reminder card. 


‘T information service 


volume has doubled. Even this editorial leader- 
ship must be outstripped if we are to continue to 
give complete coverage of subjects important 


to engineers. 


More pages per issue would: mean too much 
important information for the reader to absorb 
at a time. Twenty-six rather than twelve issues 


in *56 will enable us 


to speed information to 


readers in a practical-sized format. 


What Every Other Week Means 


to Advertisers 


It means greater visibility for the advertiser’s 
message because of fewer pages per issue. It 
meat i/-more thorough readership of the 
already “‘best-read’”’ design publication. It means 
faster and greater pass-along readership. It means 


means 


26 opportunities a year to get your sales story 
to the more than 100,000 design engineers who 
read this magazine. MACHINE DESIGN, 
Penton Building, Cleveland 13, Ohio. 


Every Other Week 
starting January 12, 


ineers 


_—- 


MACHINE DESIGT 


a PENTON publication 
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By special permission of the 
copyright owner, the catchy song 
makes use of the tune of Cole 
Porter’s “Don’t Fence Me In.” The 
lyrics purport to be a freight car’s 
plea to be kept on the move. 

The singing is by the Keystone 
Four—four passenger trainmen on 
the railroad who work out of this 
city. 


‘Geographic’ Names Gage 

Leslie Richards Gage has been 
appointed western advertising 
manager of National Geographic 
Magazine, with offices in Chicago. 
Mr. Gage formerly was with Need- 
ham, Louis & Brorby, Chicago, 
Macfadden Publications, Cosmo- 
politan, and more recently, with 
the Hearst Sunday publications 
group. 


Mrs. Mihic Succeeds Husband 
Dorothy M. Mihic has succeeded 
her husband, the late Hubert L. 
Mihic, as president of H. L. Mihic 
& Co., New York agency. Mr. Mi- 
hic, founder of the company, died 


Aug. 16 (AA, Aug. 22). 


TO “PINPOINT” 
SALES IN CANADA'S 
RICH MARKET PLACE! 


You could marshal 50 U.S. 
Business Publications for 
your sales story and their 
combined overflow circula- 
tion wouldn’t dent the 
Canadian market. 


ee « Canada is a national 
market and a distinc- 
tive one. 


Canadian business 
paper editorials give 
on-the-spot coverage 
of this national market 
and its problems. 


and Canadians read 
their business publi- 
cations. Witness their 
interest according to 
a recent survey.* If 
you wish to pinpoint 
your sales write for 
your copy. 


——«-* * ee 
a ee ae 


og 


—ycae*. 


*Gruneau Research 


Bulletin 1954 on 
request 


BUSINESS NEWSPAPERS ASSOCIATION 


’ CANADA 


137 WELLINGTON ST. W. 
TORONTO, CANADA 


® : oie 
Fa " ' , — ES 4g Saas, i ye Pee fos 2 hy BEL ce Bad siege rh? eet, = «5 SEER ee ee ES Me aa sf So cm ae: pee a AR Ay IA A WEES Be cog NTE SF si IEA 8 & 
“ ’ a : ‘ } 5 ‘ Fi ; a 3 " & Jy Ree Sy Aa 3 ney or: p de Sp ~ ei ee 
ee = RS 
5 aire . 
eee 
ee 
soe 
PO Se 
5, 
a 
Wy 
a 
= 
ae 
i ae 
a 
ea 
| | | ai 
| 
7 
. 
i" 
— 
— ta 
Is) ag 
Bo 
B55 
ro 
e 
Pe a 
an 
- a 
‘ANS: c 
a 
es ‘ 
ae : 
et A. 
— Se ee ee a — a - —— seiiteenienncpacidonee inaee cars heise eae Ne —— : M 
: ; a ROMER NEHER AE NR Soe Sy we Mit si 
Ge a Beige” SRS TS oo 
; A 
he 7 
. ze cee 
: ae 
’ ae 
Ls be eo 
; werenes eres een en oa enas ean asasen anes Bs 
i te aE 
: ar weg 7 
; Pe 3 Y — 
ae ow ty 7 
a ohAia ra! 
me ly meg iin : 
. b nts 
<a PA ar 
a : ; 
4 : 5 Ka \ 
: = J bb 
ae | sg ae 
“9 ae Pa ed . 
; ‘tai He > ah BP gia 
_—* P : Bs * if ae " 
: it ee, 3 Oe ers 
ns ¥ ae ~y PSs, a 
e ys f _° 
° : - e 7 ¥ x : 
“ ‘ & “ei 5 To 
i 2 rhs : 
a: 1? Cae 4M - 
Pe ‘) 
. So ie + ? i 7 
2 ae ss ~ y Bee. ; fe 
. " 4 *. cee i " 7 
R is é + els te Se +i re 
6 i § ; wet Pie >. 2 
eae "- é % “ey ae 
r * ‘ : a as a 
* ce i 4 4 ie, 
_ > aoe 
< Berd eee Bie 
: 7 - 
ae ee 
5 A : aa 
yA ‘ 
rilage s 
‘" : 
‘ ‘ eas 
} Pc! baa 
Ps bit ey 
4 %' eee 
eee | Soe 
‘ of eae 
a 
& = “ 
: ' ee. 
a | : 
) ; . 
- j et) oa 
j as pits 
‘ } ee 
a ; . Bia gde ai 
. a sae es = 
¥ Fi 
re te a 
eee —_— ig q 
' : : 
j _ 
dj a 
ee cid a 
sd - 
> 
3 in 
Po —_ 
ae 
-— 
ee 
a £ ‘\ 
» PO e ~ fers ~~ 
ade Fie alll al ia 
© qqcwitt weil, = 
i Fhe ill a isi 
p ; ta, 4 
' a . ees 
—— gi a C% bi wd 
BPA’ f ‘ 7 ¢. ie % "4 = 
a ' a : " % phe the 
| ¥ J dae 
% 4 hiss, Mg ee 
4 - ~_— ne 
sa said ~~ oT ae 
i a ar 7 tie 
a ie rol. i. 
sae “4 pe 
—e 
. 
i 
7 : ie. 
a 
4 
ee sf 
ee ey eee. POR. 65° Ree ee Ae wer Pee ~ pase oe Pa aes Cee em Rea tT eee Rk ge ae een ee Roe es yy eer : ma pe) tema hae 4S ee ane 4 Pate ey ea £ ™ 4 : Pre * , ee aT, 
ig REAP OPE Ww cate Se RRA ORAS tS of he eee ee Ve SN any ge ae he SSE ge ee ve eRe CMG eek Ue ar ee, Aa ae ee gee RE ey eae ceo) ee aM ge 8 WAN ORR Oe Pie ser ESS a BE ee gee erage ate et oe hee Sess . m= ° EE REE 
ay Oa, a 2 aie’ tab BU 2 or = aly Spee a: ic Meee aly cs i 7 Pasa? ey eR ed a e eI Se Be ae iy SR ee Pet -gNig at ae et: Ue ik Rie eat pee ae ae ge iat un =e St Agee he Nes oan gt a Hable Spe oe ae ee a ade 
ag ae a. cme RE LN PPLE BRS Sn: a Pi attr ogee Rese gas ease aie ee ho Ale Se A AR wah aE ie oe Aig Rand eRe Ok Ree gat ise Pash OY. gS gel sl Mae ten ne eS) Lele WM he CO SEN se lete’ by serge Se aay ede Oak 8 OBOE Ns SF 
: A ee Mipeters Oe RE EES oe mae es a eee Ee45p es ei ak there bl eee WE BN eee ee gt ee $e 1k sae gs oe mae PR sheen og PMs wie Aw Sete og = igh Pe De a ee att Sa ae wey a rte a ey WER sha oe fray beatae 4 pe Sau S ome ea 
Bas. ie ar We tL RO ace Mar I Sa a LOLI gate 7 ey ES se BO aE ebay NIGEL Te ge RR ee PRY ge) Te DEERME gS art 8 nh Oe fay oe OOM Ee iow dE S AZT ROL Ne LS OPE eae CEE ee Serge o> POC ROR TL MEER UNGER C1 5s SWORD Sam cee ia 
BRL gD ej ar ae lor aN Mea Or oa Trait es eh ge Ne Meg Ma ceils EB Fe yl SM akin gatas ARE MOR S77 Rena get oa ecg he IW eS fly MUTANS gd Ng he lah A ere EB 
Bais, Sant ees ote APG Fat Snot, et! Rs Soap Ma a ane On ea egg ES ES Neh pate Tee Se ey Sou See ae Wath WE cons 19 eee en a lye ¢ oR ire wreaks are oer en gras Ses ARS Mae ee 2) ae I EN fe le ee Ce Uah oh a Ree "oh SOE rad Rite ile ae 5 an aes 
cg age Ih Meare hee a a Rep OM Ar) ag apes 3 eae free F503 OD tie. CN age Sse” Whar eI ge La eT Ne ge A Oe OER ee ane REE Smee cee of bE POE RD ae pe Se get eke fee Prat ed sw toed? tga iid ist 4 get ieee Fe ee | se eee” os Ee. = Sy 


GE Steps Up Fair 
Trade, Returns to 


Battle in Milwaukee 


MILWAUKEE, Sept. 13—Westing- 
house Electric’s defection from the 
fair trade fold several weeks ago 
is not fazing General Electric one 
bit. 

GE returned to its fair trade 
battle with the Boston Store here 
this week with new statistical evi- 
dence to back up its motion for an 
injunction to keep the store from 
cutting prices on GE small appli- 
ances. 

Federal Judge Robert E. Tehan 
in July denied GE’s petition on the 
grounds that the company has not 
been enforcing its fair trade prices 
vigorously enough (AA, Aug. 1). 


= In a new petition filed here, GE 
reports that it has taken steps “to 
remedy the deficiencies declared 
by the court to exist in our fair 
trade procedure” and requests the 
judge to reconsider his decision of. 
last July. | 

According to Robert C. Walton, | 
manager of GE’s small appliance 
fair trade division in Bridgeport, 
Conn., since the July decision GE 
has obtained a list of its retailers 
in the Milwaukee area and has 
sent them letters informing them 
of the fair trade prices. | 

Also, GE has hired private de-| 
tectives to shop Milwaukee area 
stores to smoke out retailers vio- | 
lating fair trade prices. 

He also reports that since July, | 
GE has increased the number of | 
fair trade suits from 1,107 to 1,287. | 
It has signed 16,820 fair trade con- | 
tracts, compared to 16,291, and the 
number of retailers investigated 
nationally has increased from 5,- 
850 to 9,436. 


AC Uses ‘Hot Tip’ 
Drive for its New 
Hot Tip Spark Plug 


Detroit, Sept. 13—A doubletalk 
play on words will highlight the 
fall advertising and promotional 
drive for AC spark plugs. 

The AC spark plug division of 
General Motors Corp. will say in 
its promotions, “Here’s a Hot Tip— 
Try a Hot Tip.” 

The drive will support the “hot 
tip” spark plug, which AC officials 


Soap and detergent manu- 
facturers find the selling 


say heats up faster, thereby burn- 
ing away harmful carbons that 
often lead to engine fouling and 
hard starting. 

To tell the story, AC has sup- 
plied its more than 125,000 regis- 
tered dealers with “hot tip” dis- 
play packets. Featured in the 
packet are window displays fea- 
turing hot tips from Sparky, AC’s 
spark plug mascot. 

Besides point of purchase pro- 
motion, the campaign will be 


backed by television, magazine and 
outdoor advertising. AC’s tv show, 
“Big Town,” will lead the air sup- 
port. National magazines and farm 
and business papers also will be 
used, and more than 5,000 outdoor 
poster locations will carry the “Hot 
Tip” story. 


Allen, Dorsey Adds Three 
Three electronics manufacturers 

have appointed Allen, Dorsey & 

Hatfield, Los Angeles, to handle 
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their advertising. They are Arnold 
Magnetics Co., Culver City maker 
of coil winding machines; DeMor- 
nay-Bonardi, Pasadena manufac- 
turer of microwave equipment, and 
Pierson-Holt Electronics, Venice, 
Cal., communication equipment 
manufacturer. 


Giordano to Lewin, Williams 
Joseph Giordano, formerly copy 

chief of R. H. Macy & Co., New 

York, has joined the creative staff 


of Lewin, Williams & Saylor, New 
York, as senior writer. His as- 
signments will include housewares 
and furniture accounts, as well as 
institutional programs for the Assn. 
of New Jersey Railroads and Na- 
tional Wholesale Jewelers’ Assn. 


Jack Fain Joins Chester Gore 
Jack Fain, formerly production 
manager of Irving Berk Co., has 
joined Chester Gore Advertising, 
New York, in the same capacity. 


is easy in Canton, Ohio. 
First, because Canton’s 
water is very hard, (26 
grains) Second, be- 
cause soap and deter- 
gent advertising in 
The Canton (Ohio) 
Repository is seen, 
read and acted upon 
by 101,000 families 
who last year spent 
$27.45 each for 
soaps and deter- 
gents. 
67,179 
evenings 
(publisher's statement) 


THE CANTON 


A Brush-Moore newspaper 
represented nationally by 
Story, Brooks & Finley 


to 
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Business Failures 
to Date Below ‘54: 
Dun & Bradstreet 


New York, Sept. 13—Business 
failures with loss to creditors in 
the first seven months of this year 
were fewer than in the same peri- 
od of 1954, Dun & Bradstreet re- 
ports. 

Total failures for the period this 


year numbered 6,487, with $261,- 
029,000 in liabilities; which com- 
pares with 6,634 failures in 1954, 
with liabilities of $289,495,000, ac- 
cording to Dun & Bradstreet’s 
computations. 

The indicated failure rate is con- 
siderably lower than the average 
of 74 per year since 1900, although 
it is considerably higher than the 
1945 all-time low of four. 

“That failures should have in- 
creased across the country...is 


jnot good news; however, viewed 


against the background of pre- 
World War II levels, today’s fai]- 
ure situation still stands up as one 
of the barometers of the current 
general good health of American 
business,” Dun & Bradstreet notes. 


® The greatest number of failures 
noted currently is in the retail] 
trade, where 3,240 businesses bit 
the dust, to the tune of $70,355,000 
in liabilities. Mining and manufac- 


39 


turing had the second highest liabilities, and has a special mean- 


number of failures, and highest 


construction industry, with 751 
failures, and $43,462,000 in liabil- 
ities, then wholesale trade: 685 
failures, $27,932,000 in liabilities. 
And finally, commercial service, 
with 502 failures, $19,302,000 in 
liabilities. 

Dun & Bradstreet’s use of the 
word liabilities refers to current 


ing: 
liabilities: 1,309 failures, and $99,-| 
978,000 in liabilities. Third is the) 


Woman’s Day believes that a woman doesn’t just want to “make 
something” in her spare time . . . it must be something beautiful 


and useful. And so Woman’s Day creates striking fashions and 


novel home-decorating items, and shows her how to produce 
them by means of simple, well-known skills. Needlework articles 


like “Crochet, Cut, and Tailor 


Always Another Way to Make a Rug”... and “Prize- Winning 
Sweaters from France’’. . . have been enormously popular. Pat- 
tern requests mount into the hundreds of thousands. And there’s 
*she’s got to go out to get Woman’s Day - 


Your Own Suit’. . .““There’s 


tremendous interest in other hobby features such as “Gold 
Leaf on Glass” or “New Designs, New Uses for Block Prints.” 


But it’s not just for hobby ideas that a woman goes out to 


average circulation 3,750,000—all single-copy sales 


buy Wuman’s Day. She buys it for news of reflectorized cloth- 
ing that protects her children in traffic... for 6 color pages 
crammed with ice-cream treats . . . for a new fairy tale to enchant 
the children. All this adds up to 62% editorial—the highest 
ratio among women’s service magazines. That’s how Woman’s 
Day goes all out to bring her the best. 


“They include all accounts 
and notes payable and all obliga- 
tions, whether in secured form or 
not, known to be held by banks, 
officers, affiliated companies, sup- 
plying companies, or the govern- 
ment. They do not include long- 
term, publicly-held obligations. 
Offsetting assets are not taken in- 
to account.” 


Montgomery Ward to 
Increase Catalog 
Order Offices 


Cuicaco, Sept. 13—Montgomery 
Ward & Co. is starting an expan- 
sion program, with 100 additional 
catalog order offices planned by 
the end of 1956." 

The announcement was made in 
a six-month report to stockholders 
which disclosed that the company’s 
sales for the six months to July 31 
were $21,973,909 higher than for 
the similar period of last year, but 
that net earnings for the same pe- 
riod were down (AA, Sept. 12). 


s J. A. Barr, who earlier this year 
succeeded Sewell Avery when he 
resigned after a bitter proxy fight 
with Florida financier Louis Wolf- 
son, said the outlook for both 
sales and earnings during the next 
six months appears favorable. 

He said the company has hired 
a consultant to study the locations 
of the company’s present stores 
and possible future new ones. 

“The physical condition and 
needs of the individual stores are 
being carefully reviewed and ana- 
lyzed with special attention to such 
matters as lighting, decoration, 
fixtures, warehousing and _ the 
possible need for air conditioning,” 
he said. 


Gregory-House Adds Two 

Gregory-House Advertising Co., 
Cleveland, has been appointed to 
handle advertising for Scientific 
Cast Products Co., Cleveland pro- 
ducer of aluminum precision cast- 
ings, and for Exomet Inc., Con- 
neaut, O., maker of insulating 
sleeves used in casting. Both ad- 
vertisers will use trade publica- 
tions and direct mail. 


Joachin Joins Allen Organ 

Ira L. Joachin, formerly head of 
his own agency and before that 
adman for Decca Records, RCA 
Victor, London Records and Music 
Business, has joined Allen Organ 
Co., Macungie, Pa., as advertising 
and sales promotion manager. 


TEXAS COTTON 
GROWER WRITES 


“T accept your paper as a proven 
authority ...I have made money 
and saved money by being a sub- 
scriber to The Cotton Trade 
Journal.” 


CTJ must have helped considerably. 
This Texan now owns 3000 acres! But 
that’s not unusual. CT/J grower-ginner 
readers average 900 acres...BIG grow- 
ers are BIG buyers. Write for facts. Or 
better, write the Texan. ‘¥/0’l] be happy 
to furnish his name. 


@ ESTABLISHED 1901 @ 
Che Cotton Trade Journal 


HICKMAN BLOG., MEMPHIS, TENN. 
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IT TAKES 106,725 EMPLOYEES 


to keep pace with fast- 
growing Metropolitan Peoria | 


Bit . When it Comes to COVERAGE 
ONE does it in PEORIA 


The Peoria Journal Star effectively penetrates the rich 


13-county PEORIArea . . . Metro. Peoria daily circula- 
tion ratio-to-homes . . . 98.3°%,. 


EORIA JOURNAL STAR 
\ MEMBER 


Daily net paid 100,000 plus 


Represented Nationally by WARD-GRIFFITH CO., Ine. 


fmcirpr 
CHICAGO 
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Glenmore Will Use 
Ads, Gift Wraps to 
Push Holiday Sales 


LOUISVILLE, Sept. 13—Glenmore 
Distilleries Co. will use seven mag- 
azines and several hundred news- 
papers in November and December 
to promote its new Christmas sales 
packages. 

Magazines to be used include 
Collier’s, Life, Look, Sports Illus- 
trated, The New Yorker, Time, and 
Town & Country. 

The company’s holiday packag- 
ing this year will be the most am- 
bitious it has ever attempted, ac- 
cording to Raymond E. Deateale, 
v.p. and sales manager. 

Kentucky Tavern and Glenmore, 
bonded and straight bourbons, will 
|be packaged in decanters with gift 
‘carton holiday wraps. Old Thomp- 
Ison, a blended whisky, will be 
sold in gift cartons. Special pack- 
‘ages also will be used for Kentuc- 
‘ky Tavern, which will be presented 


INDEX OF “READ-MOST” SCORES 


NUMBER OF 
INSERTIONS 


1-5 
6 112 
7-11 156 
Worl3 = 377 


OF ADS INDEX OF AVERAGE “READ-MOST”* SCORE 


61 fo cee. BBE rd al i a a bi Me ania Phe at Pace at 


ORT pete Ot 


+ pee 8! 


WITH GREATER FREQUENCY OF INSERTION 


BY THE NUMBER OF INSERTIONS USED BY ADVERTISERS 


Based on 706 advertisements in two McGraw-Hill Business Publications for 1952, all on the same seven product groups. 


INDEX OF 
COST PER 
READER 


100 


*READERSHIP SCORES used in this analysis are those developed by Daniel Starch and staff through personal inter- 
views of readers. Field interviewers conducted approximately 2,400 readers through the issues page by page 
and asked in each case, “Did you read half or more of this advertisement?” 


lin a captain’s decanter and in a 
half-pint flask, and for Glenmore, 
which will be offered in a “Texas 
fifth”—a half gallon. 

In addition, Glenmore’s two 
Scotch labels—King’s Ransom and 
House of Lords—will be specially 
boxed and wrapped for the holi- 
days. 


® Mr. Deateale emphasized that 
Glenmore is not catering to the 
taste of the public at the expense 
of the retailer. All of the company’s 
decanters, he said, are of a design 
that can be stocked and displayed 
easily. Pre-wraps are factory fin- 
ished, and special packages al- 
ready are in stock. 

D’Arcy Advertising Co. 
agency. 


is the 


Railway Express 
Sets $60,000,000 


Modernization Push 


New York, Sept. 13—Railway 
Express Agency will spend $60,- 
000,000 in modernization over the 
next few years to speed up express 
service to the advertising, print- 
ing and allied fields, A. L. Ham- 
mell, president, announced this 
week. 

The company is now offering a 
special expedited depot service to 
customers in New York, Philadel- 
phia, Baltimore and Washington. 
In response to a morning phone 
call, for example, a New York edi- 
tor or printer can send rush 
printed matter to Pennsylvania 
Station here, and four and one- 
half hours later the client can 
pick up the shipment at Union Sta- 
tion in Washington. As soon as 
practicable, it is expected that 
this service will be extended to 
other areas. 

The company’s modernization 
program includes $45,000,000 for 
complete replacement of its 13,- 
500 delivery trucks and trailers, 
$10,000,000 for the purchase of 
500 refrigerator rail cars and $5,- 
000,000 for the installation of mod- 
ern materials handling equipment. 


TO DETERMINE whether there was a relation- 
ship between frequency of insertion and reader- 
ship scores, McGraw-Hill Research analyzed 
Readership Scores of 706 one-page advertise- 
ments in seven product groups. All adver- 
tisements appeared during one year in two 
McGraw-Hill publications. 


THE RESULTS showed that advertisers who 
used twelve or thirteen insertions per year in 
two monthlies averaged 27% greater readership 
per advertisement and 22% lower cost per 

“‘read-most”’ reader than ees who used one to 
five insertions per year in the same magazines 
on the same products. 


CONCLUSION: This study (summarized in 


McGRAW-HILL PUBLISHING COMPANY, INC. 


AR) 330 WEST 42nd STREET, NEW YORK 36, N.Y. 


OVER A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL PUBLICATIONS 


Data Sheet /5210) shows that greater frequency 
of insertion, in itself, appears to build up a 
readership-bonus over and above the excellence 
of any particular advertisement. It does not 
mean that continuity will assure good reader- 
ship of poor ads, but that good advertising will 
get a better readership score the oftener it 
appears. 
~*~ &* * 


TO SERVE YOU: McGraw-Hill Research is 


one of the many services maintained by the 
McGraw-Hill organization for its advertisers. 
If you want facts on subjects related to adver- 
tising performance and effectiveness, ask your 
McGraw-Hill man. 


M. a 


@ 


Ee 


® Railway Express also plans 
studies of electronic accounting, 
new and improved services, rate 
reductions on a long list of com- 
modities and a continuing program 
of operation research. 

Express routes in operation to- 
day cover 177,000 rail miles, via 
241 railroads; 113,000 air miles, via 
30 scheduled airlines; 77,000 high- 
way miles via railroad truck lines, 
motor carriers and the agency’s 
own trucks and 12,000 water miles, 
via 12 steamship companies. In 
addition, there are a number of 
local delivery routes. 

In the case of air express, heli- 
copter service is now avaliable 
at New York and Los Angeles air- 
ports for service to surrounding 
areas. 

In 1954, the company’s 40,000 
employes handled 80,000,000 ex- 
press shipments. Gross revenues 
were $375,000,000. 


‘Arts Digest’ Becomes 
New Monthly, ‘Arts’ 


The 30-year-old Arts Digest, 
published semi-monthly by Art 
Digest Inc., New York, has been 
incorporated into a new monthly, 
Arts, which will make its news- 
stand debut Oct. 1. The first issue 
will be 68 pages with about 15 
pages of advertising. Rate for a 
b&w page, one time, is $330; for 
full-color covers, $800. 

According to Publisher Jonathan 
Marshall, the new Arts will in- 
clude four to eight pages in full 
color every issue, sections on the 
great art masters, profiles of lead- 
ing contemporary artists, “tours” 
through important museum collec- 
tions, reviews of exhibitions and 
news of the art world. The maga- 


zine will sell for 60¢ on the news- 


\stands; one year’s subscription, $5. 
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delivers more cop 


than any other newspaper 


You reach interested readers and active 
buyers when you put your sales messages 
in prosperous Philadelphia’s favorite news- 
paper—The Evening* and Sunday Bulletin. 


Throughout Greater Philadelphia’s multi- 
billion-dollar market, people are showing 
increasing interest in The Sunday Bulletin 
and its lively all-new look. 


Published on new presses, in new type, in 


the world’s most modern newspaper plant, 
The Sunday Bulletin now features 10 sepa- 
rate sections, R.O.P. editorial and advertis- 
ing color. 


The Bulletin offers you a great sales oppor- 
tunity. Philadelphians buy it, read it, trust 
it and respond to the advertising in it. 


The Bulletin is Philadelphia. 


*Largest evening newspaper in America 


In Philadelphia nearly everybody 
reads The Bulletin 


Advertising Offices: 


Representatives: Sawyer Ferguson Walker Company in Detroit 


Atlanta 


Philadelphia, 30th and Market Streets 
New York, 285 Madison Ave. * Chicago, 520 N. Michigan Ave. 


Los Angeles 


les 


* San Francisco 
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TV Programs of America Reaches Top in Two 


Years with Small Film 


New York, Sept. 15—Two years 
ago Milton A. Gordon gave up the | 
banking business to team up with | 
Hollywood producer Edward Small | 
in the tv film production-distribu- 
tion field. 

By the time its second birthday 
rolled around, their company, Tel- 
evision Programs of America, had 
four shows on network tv, six in 
syndication and three in incuba- 
tion. All are distributed by TPA. 
Some are produced by and others 
co-produced by the company. A 
few are independent productions. 

Having proved what kind of a 
rating a dog and a small boy 
could get with “Lassie” last year, 
TPA put together a film about a 
horse and a small boy as their 
newest network attraction. The 
show is titled “Fury” and will be 
sponsored on NBC-TV by General 
Foods, starting in October. Camp- 
bell Soup returns as “Lassie” back- 
er on CBS-TV this season, with 
Kellogg as alternate-week sponsor. 


® TPA broke into network ranks 
with “Halls of Ivy,” co-sponsored 
on CBS by Nabisco and Interna- 
tional Harvester. This series ends 
its run under its present sponsor- 
ship soon and will probably go into 
syndication. “Captain Gallant” is 
televised by Heinz on NBC and 
sold on a syndication basis in 40 
additional markets. 

Other TPA shows available to 
stations as well as national, re- 
gional and local advertisers via 
sydication are: “Ramar of the 
Jungle,” which is seen in approxi- 
mately 100 markets; “Ellery 
Queen,” 90 markets; “Your Star 
Showcase,” 75 markets; Edward 
Small feature films, 85 markets, 


Milton A. Gordon 


and “Count of Monte Cristo,” the 
newest of the lot. “Susie,” the re- 
runs of “Private Secretary,” will 
be syndicated later. 

“Tug Boat Annie” is expected to 
be ready for release in January 
and two straight dramatic series, 
one to be produced by Don Sharpe, 
are under consideration. 


® This is a relatively small list 
for syndication, but Mr. Gordon, 
who is president of Television Pro- 
grams of America, points out that 
it is deliberately so. 

Judicious selection of a limited 
number of shows, he believes, is 
the way to stay in the business 
and make money at it. 

Mr. Gordon knows whereof he 
speaks when he talks about money 
matters. He was formerly exec. v.p. 
of Walter E. Heller & Co., one of 
the largest private bankers in the 
US. 

In this position he built up quite 
a reputation as a specialist in sal- 
vaging financially wrecked com- 
panies. He reorganized frozen food, 
lumber, oil refining, department 
store and plastic companies. He | 
was one of the group which) 
brought about the merger of Cape-| 
hart-Farnsworth and International | 
Telephone & Telegraph. 


s Asked how he accounts for the| 
lack of stability in the tv film field, 


which has been narrowed by mer- 


List, Lots of Capital 


gers and failures, Mr. Gordon said: 

“The main factors are lack of 
know-how, lack of capital, poor 
product and poor distribution—the 
same things that would cause fail- 
ure in any other type of business. 
Too many people rushed to get in 
on the ground floor of this busi- 
ness.” 

Mr. Gordon and Mr. Small, who 
still produces a feature movie or 
two a year for theatrical release, 
furnished most of the capital for 
TPA. Some stock is owned by the 
third key member of the TPA 
team, Michael Sillerman, exec. v.p. 

According to Mr. Gordon, who 
insists that you don’t have to de- 
pend on residual sales to make a 
profit on a tv film that is priced 
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AMUSING 
Jovole FRIENE 


DEPARTMENT STORE ZOO—A three-day promotion at Lit Bros. depart- 
ment store in Philadelphia was shared by TPA, which promoted its 
“Ramar of the Jungle” series with this zoo in the store. Also taking 
part in the promotion was Good ’n’ Plenty, then a regional sponsor 
of the show. The department store sells Ramar clothes and toys. 


right, the company made money 


its first year. Of course, network 


sales have done much toward 
keeping the overhead down and 
making this a profitable operation. 


es Mr. Gordon predicts that the 
syndication field will narrow down 
to two or three major companies 
with a handful or so smaller out- 
fits. The fringe operators, he says, 
will be forced out as the competi- 
tion intensifies and advertisers and 
stations demand better programs. 

These are Mr. Gordon’s specifi- 
cations for a healthy vidfilm pro- 
duction and distribution setup: 

l. A strong selling organization 
to sell on a national and local 
level, with a minimum force of 
25 men and key representatives in 
New York, who are capable of sell- 
ing national shows. 


2. A crack production group 


CAPABLE 


MAND S 
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that can turn out high caliber 
shows. These producers should) 
welcome independently filmed pic- | 
tures too, but should not rely on 
them exclusively. 

3. An efficient merchandising 
crew to follow through once the 
show is slated for home television 
consumption. 

4. Enough capital to pay for all 
the above. The mere filming of a 
big star show like “Halls of Ivy,” 
with the Ronald Colemans, costs 
at least $1,500,000 for a 39-week 
series. Most of the TPA shows 
have a shooting budget of $27,500 
to $30,000. “‘Monte Cristo” is run- 
ning higher than that—about $35,- 
000. 


® Mr. Gordon doesn’t think he and 
his fellow executives need worry 
about serious competition from the 


Sale Rumors 


Apropos of recent published 
reports that Screen Gems is 
in the final stages of negotia- 
tions for the purchase of Tele- 
vision Programs of America, 
Mr. Gordon said there had 
been discussions with the tv 
film subsidiary of Columbia 
Pictures a few weeks ago. 
However, he said they ended 
without any sale or merger. 


to make a real den’! in daytime! 
video, AA asked Mr. Gordon why} 
not. He said: 
| “The print and distribution costs | 
for something like « tive-a-week | 
soap opera, which cannot be bi-| 
cycled around from siation to sta- | 
tion like other films, would make | 
it prohibitive.” 

However, he said film companies | 
are working on ideas for daytime | 
‘shows that will be economically | 
feasible. TPA has one such show 
in mind, but Mr. Gordon doesn’t 


major Hollywood motion picture 


studios. He sees them nibbling 
away at television for a while for 
their own advertising and publicity 
purposes, but he thinks economic 
and distribution considerations will 
keep them from settling down in 
tv to stay. 

Noting that syndicators have yet 


want to talk about it yct. 


Shepherd to Stanley Books 
Stanley Publications Inc., Chi- 
cago, has appointed Melvin L. 
Shepherd managing editor of Job- 
ber Product News and Transporta- 
tion Supply News. Mr. Shepherd 


formerly was editor of Santa Fe. 


Production Rises toc 6.79 PAillion 
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STAR SALESMAN—Jon Hall, right, 
who plays the lead in the “Ra- 
mar of the Jungle” film series, 
greets fans during a personal ap- 
pearance at Lit Bros. department 
store in Philadelphia. The pro- 
motion was a three-day affair 
shared by TPA; Good ’n’ Plenty, 
then a regional sponsor of the 
show, and the department store, 
which features “Ramar” clothes 
and toys. 


Multi-Million Dollar 
Ad Council Drive 
Will Back ACTION 


New York, Sept. 13—The Ad- 
vertising Council is launching a 
new multi-million dollar public 
service campaign aimed at elimi- 
nating “slums and the spread of 
housing decay.” Conducted for 
ACTION (American Council to 
Improve Our Neighborhoods), the 
campaign will be supported by 
newspapers, radio, tv, magazines, 
business papers and company pub- 
lications. 

“This is the first time that we 


jin the U.S. have ever attempted 
to aim the firepower of national 


communications media at what 
many people believe is a national 
disgrace,” Stuart Peabody, Adver- 
tising Council chairman, pointed 
out. “Based on our experience with 
such campaigns as ‘Better Schools’ 
and ‘Religion in American Life,’ 
we estimate that $3,000,000 worth 
of time and space will be donated 
to the ACTION campaign within 
the first six months by advertisers 
and the cooperating media.” 
Young & Rubicam is contribut- 
ing all the creative work on the 
project. 

William A. Hart, who has retired 
from Du Pont to head Advertising 
Research Foundation, effective Oct. 
1, will serve as volunteer coordin- 
ator of the campaign. 


Ad Novelty, Vernon Merge 
Advertising Novelty Co. and 
Vernon Co., both in Newton, Ia., 
have merged. The new corporation, 
Vernon Co., will consolidate all 
real estate, buildings, manufactur- 
ing and office facilities in New- 
ton. Formerly Vernon was the sales 
unit and Advertising Novelty, the 
manufacturing unit. As part of an 
expansion program, the company 
recently opened a branch office in 
San Francisco. It also maintains a 
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Good writing begins with experienced reporting, progresses through expert analysis and evaluation, 
and ends with effective presentation. But above all, a story must be adequate. If it falls short of informing 


Pittsburgh office. 


Milstein Heads Mastic Tile 


‘ he , - . 

the reader completely, no amount of journalistic tricks can produce an article worthy of a reader’s Se Beaicnt ane 
general manager of Mastic Tile 
Corp. of America, Newburgh, N.Y.., 
since its formation in 1945, has 
been elected president in a realign- 
ment of the company’s four top ex- 
ecutive positions. Harry C. Hach- 
meister has been appointed exec. 
v.p.; H. A. Hachmeister, formerly 
president, becomes board chair- 
man. Mr. Milstein will continue as 
secretary-treasurer, 


time. ®* We've never been advocates of capsule journalism, because in the oil industry, when good 
writing is available to the reader, he has no reason to skim the editorial text or the advertisements 

in his magazine. * That’s why The Oil and Gas Journal, and its 38 full-time editors with more than 
550 years of petroleum/journalism experience, covers all divisions of the oil industry with such 
accuracy and thoroughness. Remember, The Reader is the Most Important Man to Both of Us. 
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Film Shows Industry 
Solving Marketing 
Problems with Ads 


Cuicaco, Sept. 13—The Chicago 
Industrial Advertisers Assn. held 
the premier showing of its new 
movie, “Planning...The Start of 
an Effective Advertising Cam- 
paign,” last night. 

The 20-minute sound-and-color 
film shows how three Chicago 
area companies planned advertis- 
ing campaigns to meet specific 
marketing problems. 

To effectively plan an advertis- 
ing campaign, the film points out, 
these three things must be deter- 
mined: (1) the marketing facts, 
(2) the marketing objectives and 
(3) the proper media. 

-“Actors” in the movie were men 
from the advertising departments 
and agencies of the three compa- 
nies: the Shakeproof division of 
Illinois Tool Works; American 
Phenolic Corp., and Signode Steel 
Strapping Co. 


s The movie showed how Shake- 
proof planned an advertising cam- 
paign to introduce a new product 
(a new type of fastener), how 
American Phenolic planned a cam- 
paign to sell an established prod- 
uct (tv antennas) in a new market 
and how Signode planned a cam- 
paign to put itself in a better posi- 
tion in a competitive market. 

The movie, produced by Pilot 
Productions, Chicago, is the first 
of three films in which CIAA 
plans to cover all phases of indus- 
trial advertising. Distribution of 
the movie will be handled by 
the National Industrial Advertisers 
Assn. 

The premier showing of the 
movie was held during CIAA’s first 
fall meeting. NIAA President John 
C. Freeman spoke at the meeting. 
He outlined a 10-point “continuing 
program” for NIAA, which he said 
was “flexible enough to be changed 
with changing needs, yet firm 
enough to give the organization di- 
rection.” 


s Here are the 10 points: 

1. Improving industrial market- 
ing techniques. 

2. Exchanging ideas and know- 
how in industrial advertising. 

3. Training in management and 
administration of the marketing 
department. 

4. Offering assistance and aids 
to chapters. 

5. Increasing the general under- 
standing of the importance and 
function of industrial advertising. 

6. Increasing interest in and un- 
derstanding of industrial market- 
ing among educators and students. 


a 7. Providing knowledge and fel- 
lowship through the annual NIAA 
conference. 

8. Recognizing the best examples 
of industrial advertising. 

9. Serving as a communications 
channel among industrial market- 
ing interests. 

10. Helping make possible more 
and better research in industrial 
advertising. 

Mr. Freeman told how the 
NIAA’s committees, publications, 
regional clinics and seminars, ad- 
vertising awards, public relations 
program and its Industrial Adver- 
tising Research Institute are help- 
ing to realize these 10 objectives. 


Scott Paper Co. Appoints 
Marshall Clark Ad Director 
Marshall Clark, currently a v.p. 
of Benton & Bowles, New York, 
has been appointed director of ad- 
vertising of Scott Paper Co., Ches- 
ter, Pa., effective Oct. 1. Mr. Clark 
will assume the position now held 
by Harry C. Pardee, who will re- 
tire within the next few months. 
Mr. Clark was an assistant ac- 
count executive with Needham, 
Louis & Brorby, Chicago, before he 
joined Benton & Bowles in 1950. | 


Gorman Leaves Sears to Form 
Consultant Company 

William M. J. Gorman has re- 
signed as director of mail order 
sales for Sears, Roebuck & Co., 
Chicago, to form his own merchan- 


See ¥ te 


dising consultant company. Mr. | 


Gorman, who held the post for the | copywriter in 1946, moved up to 


Past three years, is succeeded as 
mail order sales director by George 
Troll, most recently director of 
the catalog planning division. 


Advertising Age, September 19, 1955 


Mr. Gorman joined Sears as a 


mail order sales manager of the 
children’s wear department and in 
1952 was named sales manager of 
the entire mail order organization. 


Sept. 11 ‘This Week’ Is Biggest 

This Week Magazine asserts its 
Sept. 11 issue, carrying nearly $1,- 
000,000 in advertising, is the “first 
56-page issue ever published” by a 
national supplement. 


DAVID REYNOLDS TELLS 
REYNOLDS METALS ESTABLIS} 
GENERAL SALES HEADQUARTERS IN 


“About three years ago Reynolds Metals integrated its marketing operation by establishing 

a general sales office for all major company divisions in Louisville. With 50 plants and 68 

sales offices and foreign installations, we had to select a location that afforded maximum 
accessibility for our customers, plant executives, and salesmen. Louisville’s central, midwestern 
location was ideal in this respect. But there were other considerations, too. Louisville’s 
well-balanced economy and vigorous growth made it a favorable testing ground for many of our 
products. And I might add, as a home for Reynolds’ employees, Louisville offers all the 


advantages and amenities for a rich, full life.” 


One of the largest industrial private-wire tele- 
graph networks in the nation links Reynolds 
Metals’ General Sales Headquarters in Louisville 
with an extensive empire of plants and sales offices. 
The system’s nerve center, pictured above, trans- 
mits messages to 24 states from coast to coast 


over 17,000 miles 


of circuits. In addition to its 


sales headquarters, Reynolds operates six plants 
in Louisville and employs a total of 3,500 people. 


Leh LOUISVILLE oz 


The nine-block area of hospitals pictured above 
is Louisville’s Medical Center, which, among 


other things, houses 


the world’s largest Cobalt 


Bomb used in the treatment of cancer. Generally 
recognized as a progressive city in all phases of 
medical science, Louisville is the home of many 
of the most eminent physicians in the United 
States. The University of Louisville’s Medical 
School attracts students from all over the world. 


al ith. worth / 


A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 


The Convrier-Zournal - THE LOUISVILLE TIMES 


382,689 Daily Combination * 313,261 Sunday * 


Represented Nationally by the Branham Company 
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Advertising Age, September 19, 1955 


Applestein, Levinstein Adds 1 |newspapers and car cards will be \Ley & Sinclair Adds One 
Applestein, Levinstein & Gol-,used in eastern states. The agency; Ley & Sinclair Advertising, San 
nick, Baltimore, has been ap- |has appointed Robert J. C. Engel | Francisco, has been appointed to 
pointed to handle advertising for|art director. Mr. Engel formerly | direct advertising for Hutson En-| 
Parks Sausage Co., Baltimore mak-|was an art director with Fuller & | terprises, Richmond, (al., producer | 
er of country sausage. Radio, tv,|Smith & Ross. of a new home football game de-'| 
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TRANSPORTATION VOLUME MAINTAINS HIGH LEVEL IN LOUISVILLE 
AS U.S. AVERAGE PLUMMETS 50 POINTS IN PAST TWO YEARS 


| Louisville has the largest, 
| most modern water -rail- 
{ truck terminal and ware- 
| house on the inland water- 
| ways. Its new dock on the 
Ohio River is a subsidiary 
of the American Barge 
| 


Line Co., and handles 
merchandise and com- 
| modities from the Great 
Lakes to the Gulf, nota- 
bly: petroleum products, 
| iron, steel, sugar, paper 


and chemicals. Last year 
over 51% million tons of 
water-borne freight moved 


MEN! Don't show this to your wife or sweetheart! 
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ROMANTIC RAZOR—American Safety Razor Corp.’s president ran 

across an INS column by Phyllis Battelle which referred to the 

company and decided to make use of it in Gem advertising. Com- 

plete with marginal notes, the ad was worked out by McCann- 
Erickson in an 850-line newspaper layout. 


vised by Alton W. and Wayne G. ball plays. The game, known as 
Hutson, which enables players to “Arm Chair Quarterback,” will be 
test their skill at setting up de- promoted through newspapers and 
fensive patterns and offensive foot- radio. 


into Louisville. 


YOU'LL SELL MORE BREAD 
with these $60,000* 


Animated Cartoon 


TV BREAD COMMERCIALS — 


_ Original production cost. This has already been 
paid by one of the country's largest bakers. This 
is what it cost to produce these films from the 


a start, but you can get them fora tiny fraction of 
the original cost. 
Here’s what you'll get: ~ 


AM 
FULLY ANIMATED FILMS—Animated cartoons are 1 tte 


top salesmen on TV. You get full, not partial, ==) 
animation. 

SHOWS YOUR WRAPPER OVER AND OVER—Your 
wrapper appears in the animated cartoon se- 
—-* It's also shown full screen size repeat- 
edly. 

YOUR BRAND NAME REPEATED OFTEN— Your brand 
name, slogan and the sales slant you are now 
using are made part of each commercial. Entire 
sound track is made to your order. 

FAST-MOVING ACTION THAT PACKS A SELLING 
WALLOP! —This series was created by baking 
industry people to fill the need for top-flight 
television commercials for bread. It's tested and 
proved—is now doing an outstanding job of 
increasing bread sales for bakers in one-fifth of the country. 

EXCLUSIVE USE—No one else can use it in your market—ever! Extra prints 
guaranteed available up to three years. 

POINT-OF-SALE TIE-IN— Attractive cartoon youngsters (named for your bread 
in the film) offer many possibilities for merchandising. 

USE AS TV SPOTS AND IN PROGRAMS — Strong appeal to both children and 
adults makes these commercials appropriate for use at any time during 
the television day—as spots, in programs, or within participating shows. 

TAILORED TO YOUR BRAND—You get strong identification of your brand 
name throughout, in both sight and sound. These films look as though 
they were specially made for you—top quality production puts your 
commercials up with those of America’s biggest television advertisers. 

LOW COST—Because original production costs have been paid, this series is 
practical for even LIMITED ADVERTISING BUDGETS. 


AVAILABLE QUICKLY—Prints will be de- 
livered ready for use within 35 days. TELEVISION DIVISION 


DON’T DELAY! Cee) 
This series is available to Fim 


ently one beker in o market. ..103 Alexander Bidg., .Colorade. Springs, Colo. 
MAIL THE COUPON NOW FOR FULL DETAILS—No Obligation. 


SS A A AF LF A a | 
ALEXANDER FILM CO., 103 Alexander Bidg., Colorado Springs, Colo. 
Send detailed description of Animated Cartoon TV Film Commercials for bread. 


NAME 


ADDRESS 


city 
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DMAA Speaker Advises Agencies to Set Up 


Complete Direct Mail Program for Clients 
Cuicaco, Sept. 13—Advertising | the Cobwebs Out of Your Letters, - 


agencies should face up to the 
responsibility of coordinating a 
complete direct mail program for 
their clients, Robert F. DeLay, ad- 
vertising manager of American Air 
Filter Co., Louisville, said here to- 
day at the 38th annual Direct Mail 
Advertising Assn. convention. 
“Agencies, on the average, have 
resisted assistance in industrial di- 


Direct Mail Meeting 


rect mail programs,’ Mr. DeLay 
said. “Yet, direct mail, effectively 
coordinated, can provide the space 
program, conceived and instituted 
by the agency, with most logical 
and forceful support. 

“It’s high time agencies who 
service industrial accounts started 
presenting an integrated service 
rather than clutching 100% at their 
zealously-guarded space commit- 
ments. Industrial direct mail would 
be a good place to start.” 


® Industrial direct mail suffers 
from poor planning, Mr. DeLay 
said. Many companies utilize only 
part of the opportunity of a direct 
mail campaign and then sit back 
and blame the medium itself rath- 
er than mechanical failures in 
planning effective direct mail, he 
said. 

“Talented copywriting, expen- 
sive art, proper timing and a prov- 
en mailing list are all a complete 
waste of money unless your plan- 
ning includes follow-through, the 
gimmick which puts the modern 
streamlined direct mail car on the 
highway to successful sales pro- 
motion,” Mr. DeLay remarked. 

The two most important func- 
tions of direct mail for the indus- 
trial user, according to Mr. DeLay, 
are that it can be used effectively 
to obtain qualified leads for sales- 
men, and it can be used to soften 
up prospects before a salesman’s 
call. 


® Leonard J. Raymond, president, 
Dickie-Raymond Inc., Boston, told 
DMAA members that the time is 
at hand when companies will al- 
locate increasingly larger budgets 
for direct mail because direct mail 
advertising achieves a higher im- 
pact on more people than any other 
advertising medium, and, at a 
reasonable cost. 

Mr. Raymond based his remarks 
on the results of readership studies 
that have been conducted for his 
organization by Dr. Theodore H. 
Brown, professor of business sta- 
tistics at the Harvard graduate 
school of business administration. 

“Such readership studies can 
supply new and convincing argu- 
ments when those in administra- 
tion command express doubt about 
the medium and start shoving 
schedules and budgets around,” 
Mr. Raymond said. 


® All direct mail is not warmly 
welcomed by recipients, Mr. Ray- 
mond pointed out, just after he 
finished discussing several studies 
conducted for his company and 
others which showed high per- 
centages of readership for direct 
mail pieces. 

“All the studies so far conducted 
by us and others have dealt with 


material that was properly and / 
professionally planned,” Mr. Ray-| 
“There is alto-| 


mond declared. 
gether too much direct mail which 


is poorly prepared and which de-| 


serves no better fate than to reach 
the wastebasket unread.” 


Mr. Raymond urged that the 


DMAA set up studies of direct mail 


readership for comparative exam-_| 
ination of copy approaches, appeal 


and techniques to bring the “great- 
est yield of advertising reader- 
ship.” 

In his talk on “How to Sweep 


L. E. (Cy) Frailey, a direct mail 
consultant, advised copywriters to 
cut out canned talk and avoid 
stereotyped expressions in their 
copy if the best results are to be 
obtained from direct mail pieces. 


= Among the 20 expressions which 
were popular years ago and still 
turn up in present day direct mail 
copy, Mr. Frailey said, are such 
expressions as “Enclosed herewith 
. Begging to remain ... This is to 
advise...Attached hereto...Of 
recent date ...We wish to state.” 
Users of such expressions are 
“goozlers,” according to Mr. Frai- 
ley, who says a “goozler” is “one 
who never uses a short word if he 
can think of a long word of the 


| Same meaning; who likes his sen- 


tences long and stuffy, and who | 
thinks that copy which is hard to 
understand is evidence of his own 
genius in composing it.” 

Three common types of letters 


that backfire, Mr. Frailey said, 
are: 


© The letter that offers “free in- 
formation.” This is an example of 
Saying something that won’t hold 
water just to get attention. Since 


when does a company charge for 
information? 


© The letter that offers something 
“free”...and on the second page 
says “after a week’s trial if you 
use it and pay for it.” 


® The letter that starts and ends 
with stereotypes...“Dear Sir,” a 
cold opening, and “Very truly 
yours,” a falsely warm closing. 


Advertising Aye, September 19, 1955 


‘Acme Stores Flood 
East with 4,500,000 
Coupon Calendars 


PHILADELPHIA, Sept. 13—Resi- 
dents of four eastern states have 
just undergone a flood which they 
are bound to like much better than 
that which blanketed many eastern 
states earlier. 

Instead of water, the flood con- 
sisted of 4,500,000 calendars with 
premium coupons and chances to 
win a Cadillac or a mink stole. 

The flood came bursting through 
the mails from American Stores 
Co., operator of Acme food mar- 
kets, to residents of Pennsylvania, 
New York, Delaware and New 
Jersey. 

Paul J. Cupp, president of Amer- 
ican Stores, described the promo- 
tion as “one of the largest mailings 


ever undertaken by private enter- 
prise.” 


The company had experimented 
with similar calendars of a more 
limited scope over the past two or 
three years. 


e Known as the Lucky Calendar 
it is the brainchild of M. J. Cassidy 
Jr., president of Lucky Calendar 
Co., Pittsburgh. It covers Septem- 
ber through December, 1955, and 
carries 24 premium coupons, good 
for discounts on certain products 
in 590 Acme stores, plus four food 
coupons. In addition, each-leaf of 
the calendar carries coupons to be 
filled out and dropped at Acme 
stores without obligation to buy. 
These coupons give participants 
an opportunity to win a Cadillac, 
mink stole or one of 1,900 addi- 
tional prizes. 

Altogether, the company has a 
pool of 13 Cadillacs and 92 mink 
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i ‘Eddie Guest, at 74, 
= Tots Up 60 Years on 
‘Detroit Free Press’ 


Sixty years without a stop 

Eddie Guest has worked one shop. 

A verse a day or more—not less— 

Has brightened the Detroit Free 
Press 

Since nineteen-hundred-and-one 

Wriedt Hull Park | when he 

Ralph Stufflebam, station manager, KYTV, Spring- Began his stint in poetry. 

field, Mo.; John Holmes, farm service director, ANd now that he is 74, 

KATV, Pine Bluff, Ark.; Ray Wricdt, farmer, The editor wants a million more. 

Stephens, Mo.; Dick Hull, Iowa State College, Ames; 

Ben Park, public affairs director, NBC, New York. Detroit, Sept. 13—Last month 


‘ ‘ nail ’\the Detroit Free Press put out a 
and Maurice Johnson, v.p., Staley Milling Co.,| special edition dedicated to one 
Kansas City. 


man. Was that man Eisenhower? 


; Was it Churchill? Was it Mennen 
stoles as prizes available to fam-_ tising in all four states will supple-| placed by the calendar company’s G. Williams? 


ilies participating. ‘ment the mailing and giveaway agency, Bachman, Kelly & Traut-| No. It was that lovable old verse- 
Newspaper and television adver- promotion. The advertising will be man, Pittsburgh. ‘smith, Edgar A. Guest, scorned by 


Miller 


Heinemann 


Stufflebam 


TV AND AGRICULTURE—This group assembled for a 
panel discussion at the University of Missouri, Co- 
lumbia, as part of its National Agricultural Televi- 
sion Clinic: Paul Miller, director of the Michigan 
Extension Service; George Heinemann, director of 
programming, NBC, Chicago; Paul Nelson, farm ra- 
dio-tv manager, Gardner Advertising Co., St. Louis; 


Nelson Holmes 


Johnson 


<4'Os 


Only ONE magazine gives you circulation that’s 


PICKED 


to match actual Appliance-TV Dealer volume 


About 28,000 of the 68,000 total U.S. Appliance-TV dealers do 85% of the huge- 
and-growing-huger $7 billion annual business. Effective use of advertising 


funds to build profitable dealer action, nationally, on an Appliance-TV item P- 

demands that these 28,000 all be reached—without having to buy extraneous, & 

low-buying-power-dealer circulation at a premium. 4 \ 
. @ It takes experience, skill and dogged effort to build this kind of clean circula- \ ' 


tion for a magazine. ELECTRICAL DEALER puts all of these—plus unsurpassed 
circulation control methods and mechanisms of the most modern kind—into 
maintaining the finest circulation in its field. 


®@ Total retail circulation of 28,085 includes selected Dealers qualified, one by 

-one, as entitled by their sales volume to receive the magazine. They are chosen, 

verified, checked and rechecked with the cooperation of more than 2,000 local 

q marketing authorities. And to be sure of balanced coverage, numerical count 
| in every distributing territory—every state—every region—is pegged directly 
to the actual buying power index of that area, by matching them with the 
authoritative Annual Survey of Buying Power issue of "Sales Management’. 


@ The balance of ELECTRICAL DEALER’s circulation (selected and verified 
with equal care) gives the full coverage of Distributors and Distributor Sales- 
men essential for providing full ‘’4-Link” marketing support. No other magazine 
covers these two important links in the distribution chain in this blanket fashion 
—and none other includes a special editorial section for these influential men 
in its regular issues! 


@ We'd like to tell you the whole story of ELECTRICAL DEALER's plus-values 
—its 41,716 total (BPA) circulation, its “direct use” editorial policy, its fine 
record of reader action. Call or write for the full details—you'll see then why 
such a long list of “big name” advertisers make an ELECTRICAL DEALER 
schedule a fundamental of their marketing strategy. 


a 


¥ 


- 
4 
\ 


Do you know about ELECTRICAL DEALER’S “PINPOINT MERCHANDIS- 
ING PLAN”? Write or call your Haywood man for details on how 

this plan gives you perfect local-sectional-regional control 

of your direct-mail sales campaigning. 


TV * SALESMAGAZINE 


CHICAGO 11, ILLINOIS 
(McDonald-Thompson) SAN FRANCISCO # LOS ANGELES 
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A HEAP OF WORKING TIME—Eddie 
Guest grins over an electro of the 
front page of the Detroit Free 
Press’ special issue, celebrating his 
74th birthday and 60th year on the 
paper. The mounted plate was pre- 
sented by Lee Hills, v.p. and exec- 
utive editor. 


the intellectuals but read avidly by 
millions of newspaper readers for 
nearly a half-century. 


® Eddie has been with the Free 
Press since just before his 14th 
birthday, 60 years ago. At the time 
he joined the paper, he was work- 
ing in a drug store, where he was 
noticed by Charles Hoyt, an ac- 
countant for the newspaper, who 
was impressed enough with him to 
get him a job on the paper. 
Eddie worked his way up 
through the editorial staff in the 
conventional way (copy boy, cub, 
etc.) and by the time he was 24 
in 1901 was doing well enough to 
be given his own column. 
He started off each column with 
a verse, and these were soon 
quoted by other newspapers. The 
fame of his verses eventually led 
to book publication and newspaper 
syndication. 
His first verse, however, was 
published by the Free Press in 
1898, three years after he joined 
the paper, and before he started 
his column. 

Since 1916 he has written a poem 
a day. 


TODAY’S 
BEST 
techniques, 
ideas— 
and how to 
USE them 


ADVERTISING 
LAYOUT wt, 


_ LONGYEAR 


Shows how top advertising artists 
create successful, result-getting lay- 


outs. Up-to-the-minute ideas and 
approaches for newspaper, maga- 
zine, direct mail, poster, and TV 
layouts. Complete instructions — 
from basic rules to “high fashion” 
technique—supplemented with 100 
finished and unfinished layouts by 
leading professionals. Many clari- 
fying marginal sketches. More than 
200 ills.; 4 pp. in color. $6.50 


**A beautiful, instructive and 
stimulating book.” 
—PRINTERS’ INK 


“Shows how to create layouts 
that make people stop, look and 
read,” 

—ART DIRECTOR AND STUDIO NEWS 


At your book or art store or from: 


| THE RONALD PRESS COMPANY 
15 East 26th St.. New York 10 
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Coming 


Conventions 


)meeting, President Hotel, Kansas City, 
Mo. 
| Sept. 29-Oct. 1. Advertising Federation 
|of America, 10th District convention, Bilt- 
‘more Hotel, Oklahoma City, Okla. 
Oct. 2-5. American Assn. of Advertising 
Agencies, Pacific region annual meeting, 
Hotel Del Coronado, San Diego. 


| Oct. 3-5. Southern Newspaper Publishers 
|Assn., 52nd annual convention, Arlington 


* Indicates first listing in this column. | Hotel, Hot Springs, Ark. 
Sept. 18-19. Midwest Newspaper Adver- | 
tising Executives Assn., 74th semi-annual agers Assn. of Eastern Canada, annual 


Oct. 5-7. Newspaper Advertising Man- 


convention, Hotel Sheraton-Mount Royal, 


Montreal. 
Oct. 6-8. Pennsylvania Newspaper Pub- 


MODELS 


Convention 
Sales Meetings 
Fashion Shows 
Photography 


CHICAGO 


COAST TO COAST 


Motion Pictures 
Television 


PATRICIA STEVENS 
MODEL AGENCY 


22 W. Madison — State 2-9107 


lishers’ Assn., 3lst annual convention, 
Roosevelt Hotel, Pittsburgh. 

Oct. 7-8. Advertising Federation of 
America, 3rd District convention, Sedge- 
| field Inn, Greensboro, N.C. 

Oct. 7-9. National Advertising Agency 
Network, eastern regional meeting, At- 
lantic City. 

Oct. 13-14. American Assn. of Adver- 
tising Agencies, central region, annual 
convention, Conrad Hilton Hotel, Chicago. 

Oct. 14-16. Midwest Intercity Conference 
of Women’s Advertising Clubs, Cleveland. 

Oct. 17-18. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 17-18. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 


Oct. 17-19. American Assn. of Advertis- 


ing Agencies, annual eastern conference, 


Hotel Roosevelt, New York. 


Advertising Age, September 19, 1955. 


Oct. 17-19. Agricultural Publishers Assn., | / saan 


annual meeting, Chicago Athletic Assn., aes 


Chicago. 


Oet. 20-21. Audit Bureau of Circulations, | 
4ist annual meeting, Drake Hotel, Chicago. | § 


Oct. 24. American Assn. of Advertising 


Agencies, east central region meeting, Ho- |= 


tel Statler, Detroit. 

*Oct. 26-29. Advertising Typographers 
Assn. of America, 29th annual convention, 
Balmoral Hotel, Miami Beach, Fla., 

Oct. 31-Nov. 2. Assn. of National Ad- 


vertisers, annual meeting, Hotel Plaza, 
New York. 


Nov. 6-8. National Newspaper Promo- 
tion Assn., regional meeting, St. Paul Ho- 
tel, St. Paul, Minn. 


Nov. 8-10. Fourth Canadian national 
packaging exposition and conference, Au- 
tomotive Bldg., Canadian National Exhi- 
bition Grounds, Toronto. 


Nov. 14-16. Advertising Essentials Show, 
sponsored by Advertising Trades Institute, 
Biltmore Hotel, New York. 


Nov. 14-16. Public Relations Society of 
America, annual national conference, 
Ambassador Hotel, Los Angeles. 


Dec. 2-3. Midwestern Advertising Agen- 
cy Network, last quarterly meeting and 
account executive workshop, Drake Ho- 
tel, Chicago. 


Dec. 4-7. Outdoor Advertising Assn. of 
America, 58th annual convention, Hotel 
Sherman, Chicago. 


H. GEORGE WOLFE has been named 
advertising manager of the chemi- 
cal division of Merck & Co., Rah- 
way, N.J. Mr. Wolfe, who joined 
the company’s advertising depart- 
ment in 1947, formerly was copy 
director and supervised all creative 
activities for Merck medicinal, nu- 
tritional, industrial and agricultur- 
al products. 


the *Ore 


Keep your sales growing 
with Oregon's growing newspaper 


——-—-——-——— ——-----4 


EE EE 


OREGONIAN 


OVER 2ND PAPER 


OVER 2ND PAPER 


gonian... 


DAILY LEAD 


WITH ADVERTISING LEADERSHIP 


OREGONIAN 


LEADERSHIP 


YEAR: 1954 


2,613,570 lines Retail Advertising Lead 
1,219,097 lines General Advertising Lead 
3,316,115 lines Classified Advertising Lead 
7,148,782 lines Total Advertising Lead 


WITH CIRCULATION LEADERSHIP | 


13,756 City Carrier Lead 
10,356 ABC City Zone Lead 
7,026 Retail Trading Zone Lead 
50,931 Total Circulation Lead 


Sources: ABC Publishers’ Statements for 6 mos. ending March 31, 1955; 
Media Records total advertising, less AW, TW, and Comics, 1954 


Largest Circulation in the Pacific Northwest | 


233,188 Daily 
297,263 Sunday 


Represented Nationally by Molonev, Regan & Schmitt, Inc. 


the Oregonian oo... 100 


‘Promote Goods of 
Flood-Hit Companies, 


Haire Tells Retailers 


New York, Sept. 13—A plan for 
| retailers to help manufacturers in 
|flood disaster areas has been pro- 
posed to the presidents of leading 
retail outlets in the dry goods field 
by Thomas B. Haire, president of 
Haire Publishing Co., publisher of 
12 merchandising business papers. 

“Your merchandisers and buy- 
ers,” Mr. Haire told the retailers 
in a special letter mailed last 
weekend, “know which of your 
sources are Jocated in the disaster 
areas. Flood relief promotion could 
clear your inventory of goods man- 
ufactured by these companies, 
making possible, in a_ typically 
American way, for them to get 
back on their feet. 

“A flood relief promotion would 
be a popular one in your commun- 
ity. It would show that your store 
has a heart and would simply in- 
volve focusing attention on the 
products made in the disaster 
areas. This attention would help 
move these goods faster and speed 
up your reorders.” 

If the idea is carried out, Mr. 
Haire believes, manufacturers in 
the flooded areas will be able to 
get back to normal faster, employ- 
ment will be stabilized and mer- 
chants will increase their stock 
turnover. 


New Book Describes 


Newspaper Practices 


COLUMBIA, Mo., Sept. 13— 
“Newspaper Organization and 
Management” by Frank W. Rucker, 
associate professor of journalism, 
University of Missouri, and Her- 
bert Lee Williams, associate pro- 
fessor of journalism, Michigan 
State University, will be published 
Oct. 1 by the Iowa State College 
Press. 

The book is designed to be a 
journalism textbook as well as a 
manual of modern newspaper 
practices for those active in the 
profession, according to the au- 


- 


thors. . 


® It is divided into five parts: Or- 
ganization and equipment, produc- 
tion and service, financial and le- 
gal questions, public relations and 
within-the-plant relations. 

There are 27 chapters, includ- 
ing such topics as “Serving the 
Public Through Advertising,” ““De- 
veloping Classified Advertising,” 
“Building and Maintaining Circu- 
lation” and “Building Good Will 
with Readers.” 

Mr. Rucker joined the Univer- 
sity of Missouri faculty in 1951. 
Prior to that he had been co-pub- 
lisher and general manager of the 
Examiner, Independence, Mo. 

Mr. Williams was assistant pro- 
fessor of journalism at the Univer- 
sity of Missouri from 1951 to 1954 
before going to Michigan State 
University. 


Robinson, Adleman Elects 

Robinson, Adleman & Montgom- 
ery, Philadelphia agency, recently 
reorganized from Lohmeyer, Adle- 
man & Montgomery (AA, Sept. 
12), has elected Edward S. Robin- 
son chairman of the board. Robert 
Adleman continues as president of 
the agency. Mr. Robinson, who 
previously was associated with his 
father, Harry A., Philadelphia in- 
vestment executive, will adminis- 
ter the company’s new business 
division. Mr. Adleman is in charge 
of the creative departments. 


Lilli Ann to Taplinger 


Lilli Ann Corp., San Francisco 
coat, suit and dress manufacturer, 
has named Robert S. Taplinger & 
Associates, Beverly Hills and Los 
Angeles, to direct national public 
relations. 
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ere more 
| is sold | it’s FIRST 3 FIRST! 


= 


= Heavier advertising effort is necessary in the 8 concentrated City and Suburban areas 

of New York, Chicago and Philadelphia—which account for 18% of all U. S. Retail Sales— 
because in these areas the family coverage of General Magazines, Syndicated | 
Sunday Supplements, Radio and TV thins out. In these far-above-average markets 
there is no substitute for FIRST 8 MARKETS’ coverage of more than 3-of-every-5 families. 


: And, FIRST 3’s TOTAL “Sunday Punch” Circulation of over 6,000,000 reaches 49% of 
the families in 1,440 Cities and Towns, which ring up 34% of Total U. S. Retail Sales. 

| ¢ To make your advertising sell more where more is sold... it’s FIRST 3 FIRST. 
| — 


New York Sunday News 
Coloroto Magazine 

Chicago Sunday Tribune 
Magazine 

Philadelphia Sunday Inquirer 
“Today” Magazine 


New York 17, N. Y. News Building, 220 East 42nd Street, VAnderbilt 6-4894 + Chicago 11, Ill, Tribune Tower, SUperior 7-0048 
San Francisco 4, Calif. 155 Montgomery Street, GArfield 1-7946 + Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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Demand for Creativity Grows, Supply, 


Wanes, Agency Head Laments 


New York, Sept. 13—The ad- 
vertising business is pulling up fast 
on its last frontier—creativity— 
according to agency head Milton 
M. Rockmore. 

Speaking to a meeting of the 
Assn. of Advertising Men & Wom- 
en, the president of Rockmore Co. 
asserted that there is a squeeze 
play in progress. This, he said, ex- 
presses itself, on the one hand, by 
an increasingly pronounced trend 
toward standardization. On the 
other hand, the need for business 
men to resist this trend by setting 
their products apart is increasing, 
he said. 

“What is the answer as products 
tend toward sameness?” he asked. 
“If our differences or advantages 
can’t come from the product, 
where will they come from? I be- 
lieve that the answer lies in cre- 
ativity, imagination. I believe that 
as the homogenization of produc- 
tion increases, the individuality of 
a product will have to be pre- 
served by what is said about it and 
how—by its advertising projec- 
tion.” 

Often product similarity is du- 
plicated by advertising similarity, 
Mr. Rockmore said. “Here’s a good 
example, I think. Six different 
brands of detergents make these 
six claims: 

1. “No detergent under the sun 
gets clothes whiter, brighter.” 

2. “Washes more kinds of clothes 
whiter and brighter.” 

3. “Beats the sun for getting 
clothes whiter and brighter.” 

4. “Washes clothes whiter with- 
out a bleach.” 

5. “Gives you a whiter wash 
without bleaching than any other 
no-rinse suds with bleach added.” 

6. “Alone gets clothes whiter 
than bleach.” 


® Creativity, Mr. Rockmore con- 
tinued, “is the one tool of busi- 
ness that refuses to be standard- 
ized. It is the one ingredient that 
can perpetuate product individual- 
ity and characteristics after the 
points of difference in the product 
itself have been eliminated.” 

The speaker said _ creativity 
thrives in an atmosphere of under- 
standing, among all members of a 
creative group, that each has some- 
thing to contribute. 

“Creativity is likely to flourish 
in an atmosphere where the lead- 
ership does not demand strict ad- 
herence to preconceived principles 
or concepts. It seems to flourish 
best where all members, at all 
levels, can talk over their common 
problems; where every individual, 
feeling a sense of participation in 
the over-all activity, receives per- 
tinent information, good and bad, 
and is able to incorporate the in- 
formation in his or her considera- 
tions.” 

While many advertising agencies 
are aware of the productivity of 
such a climate, Mr. Rockmore said, 
he added that he felt that more ad- 


vertisers needed to be apprieS | 


of its benefits. 


@ “Ideas do not come pouring out 


SMART GUYS DON’T TAKE CHANCES 


@ They make sure they know what's going on. 
More and more of them (over 1,000 clients, now) 
use Bacon's Clipping Bureau to get all perti- 
nent information published about their busi- 
ness (from our reading list of 3,058 business, 
farm, and consumer journals). Any subject you 
want, such as company mention, competitive 
ads, competitive publicity, and research mate- 
rial. Ad managers, agencies, publicity and 
public relations men, and researchers use our 
service to keep up-to-date. Send now for Bulle- 
tin No. 55, “Magazine Clippings Aid Business”. 
BACON'S 1955 PUBLICITY CHECKER 
Everyone who sends ov! publicity should 

heve one. Lists ovr 3,058 publications, 

each coded to show publicity used. 


ai - 94", $15.00. ah tna 

BACON'S CLIPPING BUREAU 
343 S. Deorborn Street 4, Min 
Established 1922 


like water from a faucet. The con- 
ception of ideas is an unpredictable 
function, with a great deal depend- 
ing upon the individual’s skill. 
The greatest creative incentive for 
people in advertising is to realize 
that the success or failure of a 
program or project depends upon 
them.” 

In order to create a different 
product image, the speaker urged 
three basic guides: 

Simplicity. “The complex must 


|be reduced to the common sense. 
There must be a single, easily 
grasped idea, common to every 
contact with the consumer.” 
Courage. “The sterotyped must 
be avoided and fresh, new ap- 
proaches constantly explored.” 
The Follow Through. “This in- 
volves the realization that the un- 
ity and depth of the product image 
must be channeled all along the 
distribution pipeline, from factory 
to ultimate consumer. Another 
name for this process is merchan- 
dising.” 
# “I firmly believe,” Mr. Rock- 
more concluded, “that in the days 
to come there will be more and 


more recognition of the fact that 
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creativity is the last frontier. I 
predict we shall even enter an era 
when Univac will be called Cavi- 
nu...in an effort to enlist great- 
er interest in this amazing device. 
We will see more and more impor- 
tance attached to the business of 
creating concepts.” 


Honig-Cooper Adds Account; 
Names Close, Ford 


Honig-Cooper Co., San Francis- 
co, has been appointed to handle 
advertising for the frozen cubed 
steaks marketed by Arthur Mar- 
tens Steak House Co., San Francis- 
co. A test market campaign will be 
conducted in a city still to be se- 
lected to introduce the products. 


The campaign will then be ex- 
panded to include other western 
areas. 

Honig-Cooper has appointed Jo- 
seph Close director of research 
and Harold Ford director of mer- 
chandising. 


Payntar Gets Chicago Show 
Payntar Advertising Agency, 
Northbrook, Ill., has been ap- 
pointed to handle promotion for 
the Chicago Do-It-Yourself Show j 
to be held Oct. 30 through Nov. 6 
at Navy Pier. This is the second 
consecutive year the agency re- 
ceived the appointment. Newspa- 
pers, radio, tv and outdoor posters : 
will be used. 
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Advertising Age, September 19, 1955 


Chivas Breaks Drive 
for $25-a-Fifth 
Royal Salute Scotch 


NEw York, Sept. 13—Chivas 
Bros. Import Corp. broke new ad- 
vertising this week for Royal Sa- 
lute, a 21-year-old Scotch whisky 
packaged in a Royal Doulton fla- 
gon which sells for about $25 a 


fifth. It has not been advertised | 


since 1953, when it was first intro- 
duced here in a special ceramic 
flagon to honor the coronation of 
Queen Elizabeth II of England. 


= It is now being offered in a 
newly-designed Royal Doulton 


flagon as a special gift item for} 


men who wish to commemorate 
unusual occasions and the special 
achievements of friends and as- 
sociates. 

Square column ads are being 
used in five magazines: Forbes 
Magazine, Fortune, Gentry, The 
New Yorker and U. S. News & 
World Report. 

While no figures are available on 
the quantity of Royal Salute sold 
annually in the American market, 
trade sources estimate it is prob- 
ably about 14,000 cases a year. It 
is not obtainable everywhere and 
is essentially a luxury item. 

Lynn Baker Inc. is the advertis- 
ing agency. 


Gray Joins Moore 


Robert H. Gray, formerly sales 


promotion manager of Construc- 
tion Equipment Magazine, a Con- 


over-Mast publication, has joined 
the promotion staff of Moore Pub- 
lishing Co.’s four gas industry 
publications, LP-Gas, Gas Age, Gas | 
Appliance Merchandising and In- 


dustrial Gas. 


Coal Co. to Lewis & Gilman 


Philadelphia & Reading Corp. 
(formerly Philadelphia & Reading 
Coal & Iron Co.) has appointed 
Lewis & Gilman, Philadelphia, to 
handle advertising for its Famous 
Reading Anthracite and Bonnie 
Burns Briquets. The appointment 


is the first made by a client of | aE 
'McKee & Albright since the agen- | &@ 
cy announced it would discontinue 
‘operations Dec. 31 (AA, Aug. 15). 

McKee & Albright will continue to 
handle certain radio commitments | 
for Philadelphia & Reading due to} 
expire on or before Dec. 31. 


Sackheim Adds Cognac * 

Chauquin Inc., New Yok, sole | # 
U. S. agent for Prince Hunert de 
Polignac cognac, has appointed 
Ben Sackheim Inc., New York, to 
handle advertising ‘tor the cognac. 
Sackheim already handles adver- 
tising for Chauvenet wines and 
Amer Picon and Pikina aperitif 
wines for Chauquin. 


THOMAS J. DELANEY has been named 
director of advertising and sales 
promotion of White Motor Co., 
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OVER 85% of all architect-designed building, nonresidential and in Me, 
residential, small and large—a fact documented by Dodge aN wa 
Reports, the most complete and accurate guide to building Ne S hy 


advertising investment 
your best buy! 


Verifiable market coverage. Your advertising in Architectural 
Record reaches those architects and engineers who plan 


market activity. 


2 


Reader preference. Architects and engirieers have steadily 
voted Architectural Record their preferred magazine in 75 out of 82 
readership studies SPONSORED BY BUILDING PRODUCT MANUFACTURERS 


AND ADVERTISING AGENCIES. 


3 
4. 
> 


More circulation where you need it most. Architectural 
Record reaches more architects, more consulting engineers, more 
staff architects and engineers in commerce and industry— 

in short, more of the men who control building plans and 
specifications in the biggest building market ever. 


Top editorial quality and quantity. Architectural Record is 
edited specifically for architects and engineers—with editorial content 
timed and balanced with the aid of Dodge Reports to be of 

maximum value to architects and engineers in terms of the work 

on their boards. Steady reader preference—plus 33 awards 

for editorial excellence—testify to the quality of the Record’s 
editorial content. And the Record publishes more editorial pages 
than any other magazine in its field. 


Advertising leadership. Architects and engineers read 
Architectural Record for building product information. Year after 
year (and again in 1955) more building product advertisers are 
placing more advertising pages in Architectural Record than in any 


other architectural magazine. 


F.W. DODGE 


f 


CORPORATION 


Architectural 


Record 


119 West 40th Street - New York 18, N.Y. + 


“Workbook of the active 
architect and engineer” 


OXford 5-3000 


Cleveland. He formerly was ad 
and sales promotion director of 
White’s Autocar division. White 
also has promoted R. A. Fryer from 
manager of the White sales promo- 
tion department to assistant direc- 
tor of the consolidated Autocar 
and White sales promotion and ad 
departments. 


THERE'S) 


to reach the top candy man- 
ufacturers ... all of them... i 
and make your selling points 
pay— 

aim high, point straight, 


completely cover the field 7 
the only possible way: BK 


USE A 


VERTICAL 


| PUBLICATION 
=the leader in its field 


CANDY 
INDUSTRY 


DON GUSSOW PUBLICATIONS, INC. 
18 East 49th Street 


NB P. New York 17, N. Y. 


Information headquarters for the billion- 
dollar industries they serve — 

@ Candy Industry 

®@ Bottling Industry 

@ Candy Industry Catalog 
and Formula Book 
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This is the timetable for selling opportunity—7f you 
sell anti-freeze. It indicates on what date the first 
freeze occurred in winter 1954-55 im various U.S. 


markets. 
If you sell suntan lotion, there’s another timetable. 


Or snow-shovels, or bug spray, or garden seeds, or 


storm windows, or window fans, or—you name it! 


There is another, different timetable for selling in 
each case. For selling opportunities are never alike— 


any more than markets themselves are alike. 


And for this reason no so-called “national” medium 
can quite put you on the track to sales the way news- 


papers can. 


Because, in every case, the newspaper is the medium 


closest to the market im tune and place. 
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Not indicated for 


obvious reasons: LONG BEACH, Callif., Inde. 


Date of 
Market Newspaper First Freeze 
SIOUX FALLS Argus Leader September 22 
GRAND FORKS Herald September 25 
APPLETON Post-Crescent October 7 
KALAMAZO0 Gazette October 7 | 
LOWELL Sun October 7 | 
ROCHESTER Times-Union October 7 
Democrat and Chronicle 
CHARLESTON, W.Va.| Gazette October 8 
HARTFORD Courant October 8 : 
LANCASTER Intelligencer Journal, October 8 | , 
New Era, Sunday News : 
PASSAIC- Le 
CLIFTON Herald-News October 8 i 
PROVIDENCE Journal Bulletin October 8 | 
ROANOKE Times-World October 8 
WATERLOO Courier October 12 
COLORADO 
SPRINGS Free Press October 14 
OGDEN Standard Examiner October 15 
PORTLAND, Me. Press-Herald & Express | October 17 
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NEWSPAPERS 


pe. Sa Bee EI mee - 


| for SELLING 


(ANTI-FREEZE, THAT IS) 


Date of 

Market Newspaper First Freeze 
MINNEAPOLIS | stor ond Tribune October 18. 
ROCK ISLAND- 

MOLINE Argus ond Dispatch October 18 
GRAND JUNCTION | sentinel October 26 
CHICAGO Daily News October 30 
CINCINNATI Enquirer October 30 
HAMMOND, In. Times October 30 
PEORIA Journal Star October 30 
DETROIT Free Press October 31 
GREENSBORO News and Record October 31 
HUNTINGTON Herald-Dispatch & October 31 

Advertiser 
PONTIAC Press October 31 
ST. JOSEPH, Mo. | News-Press & Gazette | October 31 
WICHITA Eagle October 31 
RALEIGH, N.C. =| News & Observer November 1 
WASHINGTON, D.C.) Post and Times Herald | November 1 
FORT SMITH | Southwest American | November 2 


Date of 
Market Newspaper First Freeze 
MEMPHIS Commercial Appeal November 2 
Press-Scimitar 
BILOXI- 

GULFPORT Herald November 3 
GREENVILLE, $.0. | News & Piedmont November 3 
NORFOLK Ledger-Dispatch & Star November 4 

Virginian-Pilot 
ST. LOUIS Globe-Democrat November 5 
WESTCHESTER Westchester Group November 10 
Newspapers 
DALLAS News November 29 
SAN JOSE Mercury and News November 30 
BALTIMORE News Post & December 3 
American 
BATON ROUGE State-Times & Morning December 7 
Advocate 
ABILENE, TEX. Reporter-News December 9 
WACO News-Tribune December 13 
Times-Herald 
PHOENIX Republic & Gazette December 27 
BEAUMONT Enterprise & Journal December 30 
HOUSTON Chronicle February 11 
NEW ORLEANS Times-Picayune States March 27 


pendent, Press-Telegram; MIAMI Daily News, and SAN BERNARDINO Sun-Telegram (where it hardly ever freezes) 
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‘Apparel Arts,’ Trade Paper That Fathered 
General Magazine, to Mark 25th Birthday 


New York, Sept. 13—A hard- 
cover trade magazine, fat with 
men’s apparel ads at $600 a page 
and looking something like today’s 
American Heritage, made its debut 
25 years ago, just as the depression 
was getting into full swing. 

This was the late David A. 
Smart’s Apparel Arts, fashion and 
service magazine for men’s wear 
retailers. 

The magazine not only weath- 
ered the ’30s but gave birth, in 
1933, to a money-making consum- 
er book, Esquire. It is one of the 
few cases on record of a consum- 
er magazine growing out of a 
trade book. 

Esquire’s Apparel Arts (the tail 
is now wagging the dog) will 
celebrate its quarter -century of 
publishing with a special issue this 
December. The anniversary num- 
ber will carry many special fea- 
tures, including a review of men’s 
fashions over the past 25 years. 


ws Apparel Arts was originally 
launched as a quarterly, selling for 
$1.50 a copy. Retailers placed it 
on their counters as a selling tool: 
customers would order from its 
pages, enabling stores to keep 
down their inventory. 

Esquire came into being as a 
result of demand from retailers 
for mailing pieces which Mr. 
Smart used to publish for them 
prior to starting Apparel Arts. 
These were brochures which the 
stores mailed to their customers. 
Mr. Smart came up with a new 
mailing piece, utilizing fashion 
material from Apparel Arts and 
embellishing this with cartoons 
and other items of masculine in- 
terest. This piece was labeled Es— 
quire and was first offered to 
men’s stores in the autumn of 1933. 


m As the by-product grew to fame 
and fortune, the parent publica- 
tion, Apparel Arts, continued as a 
trade magazine of the apparel in- 
dustry. In the middle ’30s it began 
appearing eight times a year, and 
in 1943, it went monthly. At that 
time, the page rate was $260, To- 
day it is $495. 

To establish its close link with 
Esquire, the title of the book was 
subsequently expanded to Es- 
quire’s Apparel Arts. 

Adman William H. Weintraub 
was closely associated with the 
start of this publishing enterprise. 
He was the first publisher of Ap- 
parel Arts. He sold out his interest 
in Esquire Inc. in 1941 to establish 
the successful advertising agency 
which bore his name until it be- 
came Norman Craig & Kummel 
earlier this year. 


w The Esquire-Esquire’s Apparel 
Arts combination is a unique oper- 
ation in the publishing world. The 
two books are sold to men’s ap- 
parel makers as a one-two punch. 
Through the ads in Esquire’s Ap- 
parel Arts, retailers get a preview 
of the lines manufacturers will be 
introducing later in Esquire and 
other consumer books. The two 
magazines are the same size and 
advertisers are encouraged to use 
the same plates for their trade and 
consumer ads. 

The present publisher of Es- 
quire’s Apparel Arts is Bernard J. 
Miller, who joined the magazine 
in 1946, became eastern advertis- 
ing manager in 1948 and ad man- 
ager in April, 1952. He was ap- 
pointed publisher in March 1954. 

Mr. Miller told AA that Esquire’s 
Apparel Arts carried 900 ad pages 
through October of this year—al- 
ready ahead of last year’s 12- 
month total of 884. However, this 
is by no means a record. 

Mr. Miller remembers the post- 
war boom when the magazine car- 
ried 1,520 ad pages in 1947. This 
is almost double what the book 
carries today and Mr. Miller ex- 


plains the discrepancy with three 
words: excess profits tax. The tax. 
law made advertising converts of 
many apparel houses. And they 
became disenchanted as soon as 
the law was changed. 

The anniversary issue is likely} 
to set an ad record. One of the 
features will be a “Then ard Now” | 
section: manufacturers who ap-| 
peared in Apparel Arts during its 
first year of publishing are being 
offered a special spread. On the 
left-hand side will be a reproduc- 
tion of the ad run 25 years ago; 
facing this page will be the adver- 
tiser’s current message. A courtesy 
rate of $595 has been established 
for this spread. 

Another feature of the 25th an- 
niversary issue will be a gatefold 
presenting a mural of important 
leaders in the apparel industry. 


Some 150 leaders will be carica- 
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Henke & Pillot Boosts Clark | 
| Charles E. Clark has been ap-| 
‘pointed advertising director of 
Henke & Pillot, 26-store grocery 
chain with headquarters in Hous- 
ton. Mr, Clark, with the company’s 
advertising department for seven 
/years, succeeds E. B. Burgwaldt, 
who has joined a midwestern gro- 
cery company. 


McDermott to Vance Fawcett 

John W. McDermott has re- 
|joined Vance Fawcett Associates, 
Honolulu, as copy chief. After 
Be : ‘leaving the agency two years ago, 
ee Seer Mr. McDermott joined Gotham 
Advertising Co., New York, as 
copy chief, and for the last. year 
called, “Calling Cards of the Gen- operated his own agency in Santa 
eration.” This. wi | Barbara, Cal. 

will consist of i 

montage of business cards and the | ‘ 
magazine is inviting everyone in ‘Good House’ Names Rogers 
the industry to participate by | Edward Rogers, formerly with 
sending in his business card. There | Time International, has joined the 
will be a charge of $20 to repro-|New York sales staff of Good 
duce a card. Housekeeping. 


tured in the mural. 
Still another section will be | 


Bevel Appoints Winthrop 

Bevel & Associates, Fort Worth 
public relations counsel, has ap- 
pointed Morton M. Winthrop an 
account executive. Mr. Winthrop 
formerly was a public relations 
consultant to Kalart Co., Plainville, 
Conn., and was publicity director 
of the Boston office of Hirshon 
Garfield. 


Hunter Offers Ad Courses 


The evening session adult edu- 
cation program of Hunter College, 
New York, is offering two courses 
in advertising: Introduction to Ad- 
vertising and Advertising Copy. 
Both courses will be given by 
J. M. Russakoff, president of Van- 
guard Advertising. 


Mutual Service Appoints 

Kerker Peterson Hixon Hayes 
Inc., Minneapolis, has been ap- 
pointed to handle advertising for 
Mutual Service Insurance Compa- 
nies, St. Paul. 


Pioneer Station Representatives Since 1932 


REE & P ETERS, INC. 


NEW YORK CHICAGO 
250 Park Avenue 230 N. Michigan Ave. 
Plaza 1-2700 Franklin 2-6373 
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Pulse Making Three 
Callbacks Before 
Substituting Family 


New York, Sept. 14—Pulse Inc. 
has announced that henceforth 
three attempts will be made to in-| 
terview the original family in- 
cluded in a sample before substi-| 
tuting ari alternate family of equal 
status and characteristics. 

This revision in technique will 
be used in all the company’s pro- 
gram rating reports on television 
and radio effective with Septem- 
ber interviewing. Dr. Sidney Ros- 
low, director of Pulse, decided to 
make this move after a July test 
covering more than 9,000 contacts 
in a four-hour period. 

This test showed that re-visits 


Kemp Research Names Three 


Kemp Research Organization, 
Rochester, N. Y., has appointed 
Lawrence Mead, with the company 


since 1953, senior research associ- | 


ate and assistant to G. LeRoy 
Kemp. The company also has ap- 
pointed Verna E. L. Johnson to its 
sales staff as representative in the 
Detroit, Jackson, Lansing, Flint 
and Toledo area and Paul Hurrell 
manager of the office service de- 
partment. Miss Johnson has con- 
ducted an interviewing service in 
Detroit for the past four years; 
Mr. Hurrell formerly was with 
the circulation department of the 
Rochester Times-Union. 


Morris Joins Rives, Dyke 

Rives, Dyke & Co., Houston 
agency, has appointed J. T. (Red) 
Morris an account executive. Mr. 


DISTRACTION—This three-dimensional outdoor bulletin, designed to 
promote Minneapolis Brewing Co.’s Grain Belt beer by Knox Reeves 
Advertising, attracts attention by the simulated sign workers, one 
of whom has a long way to go before he empties the king-size beer 


glass cutout. 


20 Years from Now... 


Seers See More 
People Working 
Less; Wages Up 


ELIzaBeTH, N. J., Sept. 14—By 
1975 there will be at least 92,000,- 
000 tv sets in the U. S.—about 
90% of them featuring color— 
according to Frank Folsom, pres- 
ident of Radio Corp. of America. 
Mr. Folsom’s prediction was one 
of a number of forecasts of the 
1975 economy that will be sealed 
for 20 years in the cornerstone 
of a new office building under 


can shrink the not-at-home factor| Morris had been exec. v.p. of |Campbell-Mithun Names Berg keting at the University of Illinois|construction here for Fundamental 
to the point of insignificance. In|Brennan Advertising Agency for| Campbell-Mithun, Chicago, has|and at North Park College, Chi-| Investors Inc. and three other mu- 
this case, the not-at-home per-/|15 years before forming his own|appointed Edwin W. Berg assist-, cago, and also has been sales| tual funds sponsored by the Hugh 
centage shrank from 30 to 13 after|company, Advertising & Market|ant research director. Mr. Berg | promotion manager of Stanley|W. Long Co. of Elizabeth. 

three visits. Research, a year ago. formerly was a professor of mar-| Wessel & Co. Other predictions declared that 


EAST, SOUTHEAST 


Americans in 1964 will work six 
fewer hours a week and get 25% 
more pay than today; 80,000,000 
passenger cars will be on the 
roads (today there are 50,000,000) ; 
population will reach 213,000,000, 
and employment will soar from 
the present mark of 65,000,000 to 
85,000,000. 


® Ross D. Siragusa, president of 
Admiral Corp., looks for solar- 
powered transistor radios to be in 
widespread use. Such radios, he 
said, will last a lifetime. Frank 
Stanton, president of Columbia 
Broadcasting System, expects the 
electronics industry, which now 
accounts for about 2.5% of the 
gross national product, to grow 
until it accounts for 4 to 5%—“or 
something in the neighborhood of 
$35 billions.” 

F. N. Belgrano Jr., president of 
Transamerica Corp., predicted that 
women will become a more impor- 
tant part of the labor market. 
“An increasing portion of un- 
married women, young’ wives 
without children. and older women 
with grown children, probably 
will seek employment as a satis- 
fying outlet for otherwise idle en- 
ergies,” he said. 


Gaylord Products Moves 
Account to Rothbardt & Haas 
Gaylord Products Inc., Chicago, 
has appointed Rothbardt & Haas 
Advertising, Chicago, to handle its 


WBZ+WBZA _ Boston+Springfield 51,000 advertising, effective Dec. 1. Cam- 
WGR Buffalo 5,000 paign plans for 1956 call for a 
ww) Detroit 5,000 continuation of heavy trade and 
KYW Philadelphia 50,000 consumer advertising. Ads for 
KDKA Pittsburgh 50,000 Gayla Hold-Bob bobby pins are 
WFBL Seiicne 5,000 scheduled in 23 magazines. 

; P ; KI s Aubrey, Finlay, Marley & Hodg- 
‘i WCSC Chastetian. 2. C. 5.000 son, Chicago, currently handles the 
: WIST Charlotte 5,000 account. 

? WIS Columbia, S$. C. 5,000 
WPTF Raleigh—Durham 50,000 
WDB] Roanoke 5,000 

MIDWEST, SOUTHWEST 
WHO Des Moines 50,000 
an we can e you ‘hy y WOCc Davenport 5,000 
WDSM Duluth—Superior 5,000 
WDAY Fargo 5,000 
Wwowo Fort Wayne 50,000 
i) If you really want more business and will tell us a few WIRE Indianapolis 5,000 
: : = : KMBC-KFRM _ Kansas City 5,000 
basic facts abolit your sales policy, distribution, KFAB een Hs $0,000 
J and sales objectives, we will research your industry, WMBD Peoria 5,000 
| competitive sales strategy and media patterns. If KFDM : pained $,000 
} our study shows promise of greater impact, economy and KRIS Corpus Christi 1,000 
; , , : WBAP Ft. Worth—Dallas 50,000 
} RESULTS through Spot Radio, we will submit campaign KENS Gon Adsaiatid 50,000 

ideas and budgets. You then decide for yourself. MOUNTAIN AND WEST 
J . KBOI Boise 5,000 
Product and media research is one of the many KVOD Denver 5,000 
i ‘ ‘ : KGMB-KHBC — Honolulu—Hilo 5,000 
services we offer to advertisers and their agencies. ar eo shoes 
Please call or write us today. KIRO Seattle 50,000 

: The PHOTOMATIC Co. 
DETROIT ATLANTA FT. WORTH HOLLYWOOD SAN FRANCISCO 53-59 E. Illinois $t. * Cleoge 11, i 
Penobscot Bldg. Glenn Bldg. 406 W. Seventh St. 6331 Hollywood Blvd, Russ Building Phone WHitehall 4- 
Woodward 1-4255 Murray 8-5667 Fortune 3349 Hollywood 9-2151 Sutter 1-3798 
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P.O. BOX M D, WINNETKA, ILLINOIS 
Winnetka 6-4400 


*every general practitioner 
65 years and under in U S 


write or phone for details 
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Ad Campaign for 
American Tuck Tape 
Uses Three Media 


New York, Sept. 13—American 


Tuck Corp. is launching an eight- | 
week campaign in Boston, Los 
Angeles and New York to promote) 
Tuck cellophane tape. Between 15 
and 20 newspapers will be used, 
plus radio spots and outdoor post- 
ers. Extensive point of sale mate- 
rials and dealer aids also will be 
issued. 

The copy in each ad is built 


around the slogan, “You get one-| =~ 


third more tape in every roll of 
Tuck, at no extra cost.” Ads will 
illustrate various uses for cello- 
phane tape and show that a 15¢ 
roll can seal 66 sandwiches or 
wrap 44 Christmas packages, 

This is reported to be the largest 
concentrated advertising campaign 
ever undertaken by the company. 

Daniel & Charles is the agency. 


number one of a series: 


—" 


are you guilty of 


“everyone's a prospect” thinking? 


Many advertisers are. And, consequently, many 
publications are capitalizing on this delusion and 
selling space on the “sell everybody in sight” pre- 
cept—the “you name it, we've got it” type of 
promised audience delivery. 

We at AMERICAN RESTAURANT magazine 
do not subscribe to this theory, nor use this selling: 
tactic in the furtherance of our advertising space 
sales. Here’s why: 


Common sense tells us advertising simply cannot 
be developed to appeal to everyone — with equal 
impact — in a diverse trade market. Take the 
$16 billion away-from-home-eating (institutional ) 
market for example, made up of such widely diver- 
gent segments as restaurants, industrial cafeterias, 
orphan homes, taverns, schools, penal institutions, 
churches, military establishments, etc. It stands to 
reason that advertising designed to pre-sell the 
market as a whole must sacrifice effectiveness—due 
to the individualistic nature of each segment within 
the market. 


Taken in separate segments, though, this market 
offers many groups with clearly definable /ike 
characteristics . . . foremost is the $10 billion res- 
taurant-hotel segment — the two-thirds chunk of 
the entire away-from-home-eating market. AMER- 
ICAN RESTAURANT concentrates its editorial 
fire on this audience, because restaurants and hotels 
have like characteristics such as these: 


They're interested in quality products (we doubt 
if a low budget Old People’s Home is) . . . they're 
interested in sound merchandising (we doubt if a 


sanitarium is) .. . they're interested in increased 
customer traffic (we doubt if a prison is) ... 
they’re interested in increased profits (we doubt if 
a non-profit industrial cafeteria is). 


In summarizing, AMERICAN RESTAU- 
RANT'’s space selling precept is: to sell concentra- 
tion on this dominant, two-thirds segment of the 
entire away-from-home-eating field. “Tailored” ad- 
vertising, aimed directly at the like characteristics 
of this audience will penetrate, and thus put real 
sales impact into your advertising. 


And, only AMERICAN RESTAURANT can 
provide for this “saturation” approach. 


Fact or fancy? 


Let the circulation and renewal percentage 
“prove-out” the wisdom of this space selling course. 
AMERICAN RESTAURANT’s ABC paid circula- 
tion rose to a new, industry-leading high of 32,461 
on the recent June statement. At the same time its 
renewal percentage rose to a point where it is now 
almost 10% ahead of the second publication's 
(needless to say, it is extremely rare when renewal 
percentage and paid circulation rise at the same 
time). 


There you have it, concrete proof of the advis- 
ability of our “service by penetration” policy .. . 
the policy we will adhere to, and further, because 
we are absolutely convinced it is the right one. 


AMERICAN RESTAURANT magazine, Pat- 
terson Publishing Company, 5 South Wabash Av- 
enue, Chicago 3, Illinois. 


THE MODERN 


ary meat- 
and-gravy man . 
will ike! 


Any woman can 
COOK AH thulty 


every ime 


NEW APPROACH—Uncle Ben’s Con- 
verted Rice will switch from tradi- 
tional color appetite-appeal ads to 
this editorial-style b&w ad for its 
4-month 1l-magazine campaign 
this fall. Leo Burnett Co., Chicago, 
is the agency. 


Uncle Ben’‘s Rice 
Back in Magazines 


With New Format 


Houston, Sept. 13—Converted 
Rice Inc., maker of Uncle Ben’s 
rice, is returning to magazine ad- 
vertising after two years’ absence, 
with what it calls an entirely new 
approach to food advertising. 

The new campaign will use two 
b&w editorial-style ads in 11 shel- 
ter and general consumer maga- 
zines in two groups, one in October 
and November and the other in 
December and January. 

The move back to magazines is 
“an attempt to restage the product 
and tell the complete story of a 
new kind of rice,” according to 
Gordon Harwell, president of Con- 
verted. 

The emphasis in the two ads will 
be on the unique features of Uncle 
Ben’s. The meat-and-gravy man 
will like a change from potatoes to 
rice, the ad says. And the old criti- 
cisms of rice as starchy, hard to 
cook and fattening are not true of 
Uncle Ben’s, say the ads. 


® Appetite appeal, traditionally 
the most important part of food 
advertising, is ignored completely 
in the new Converted ads. Straight 
facts, how to cook it, what food 
values it offers and how it dif- 
fers from other rice get the play. 

The ads will run in Better Homes 
& Gardens, Ebony, Good House- 
keeping, Ladies’ Home Journal, 
Life, Look, McCall’s, New York- 
er, Saturday Evening Post, Sunset 
and Woman’s Home Companion. 

The same format will be used in 
tv spots and the Garry Moore show 
on CBS-TV. Leo Burnett Co., Chi- 
cago, is the agency. 


McFadden Changes Name 
Frank McFadden & Associates, 
Culver City, Cal., public rela- 
tions and publicity company, has 
changed its name to McFadden & 
Eddy Associates. With the change, 


“| James Eddy joins the company as 


a senior member. Mr. Eddy was 
with J. Walter Thompson Co. from 
1950 until 1953, when he resigned 
to form his own publicity firm. 
Also added to the company is Jack 
Mullen, formerly assistant pub- 
licity director for Republic Stu- 
dios, and more recently publicity 
director for Gene Autry’s Flying-A 
Productions. 


WSJS Promotes Two 


W. H. (Red) Henry, formerly 
assistant sales manager of WSJS, 
Winston-Salem, N. C., has been 
promoted to sales manager. A. 
Fred Gibson, with the sales staff 
of WSJS-TV, since February, 1953, 
has been named assistant tv sales 
manager. Harry B. Shaw continues 
as general sales manager of both 


radio and tv. 
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Among all newspapers in the United States, 

the Los Angeles Times was first by far in total 
advertising published for the first seven months of 
1955. Leadership over the second paper was 

well in excess of 3,000,000 lines. 


Media Records also shows that the Los Angeles 
Times was first in the nation in Retail Advertising 
(16,311,896 lines) and Classified Advertising 
(11,283,039 lines) during this same period. 


The Number One ratings in these key categories 
give testimony to the importance of America’s 


third largest market and the newspaper that is first 


_by far in its field in all major categories of 


advertising as well as daily, Sunday and 


home-delivered circulation. 


LOS ANGELES 


@0O0OOOCOOO 


Los Angeles Times ....... 33,295,051 
Milwaukee Journal... .... 30,144,899 
Chicago Tribune... ...... 29,150,319 
Miami Herald.......... 28,169,021 
New York Times ........ 21,924,523 
Washington Slar ........, 26,363,425 
Cleveland Plain Dealer... . . 26,186,833 
DefroitNews .......... 24,869,149 
Houston Chronicle ....... 23,155,800 
Baltimore Sun... . 2.0... 23,121,556 


Linage Source: Media Records, First Seven Months of 1955. 


Represented by 

Cresmer and Woodward, 
New York, Chicago, 
Detroit, Atlanta 


and San Francisco 
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NBC Wins DMAA 
Gold Mailbox 
Award for ‘55 


Cuicaco, Sept. 13—A direct mail 
campaign consisting of a widely 
varied assortment of pieces rang- 
ing from simple letters to imposing 
four-color brochures yesterday 
won for the National Broadcasting 
Co. the top award in the direct 


mail advertising field—the Gold 
Mailbox. 

The NBC award was the No. 1 
honor among 49 awards presented 
in the 1955 competition sponsored 
by the Direct Mail Advertising 
Assn. at the group’s 38th annual 
convention. It was accepted by 
John Porter, NBC’s manager of ad- 
vertising and promotion. 

Two other awards led the parade 
—the gavels representing the Hen- 
ry Hoke Awards for campaigns 
which solved difficult problems. 


® One of these went to Associates 
Investment Co., South Bend, Ind., 


Specialists in SILK SCREEN PRINTING 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


which wished to broaden its lend- 
ing business beyond the auto loan 
field, where its name was estab- 
lished. 

Associates Investment set up a 
series of campaigns to reach dif- 
ferent groups. One featured a 
series of letters, illustrated with 
cartoons, which urged bank presi- 
dents to refer to Associates Invest- 


Direct Mail Meeting 


ment any business loan applicants 
they were unable to serve. Another 
series consisted of monthly premi- 
um mailings to the company’s auto 
loan customers urging them to 
give Associates their personal loan 
business also. 

The loan company reported that 
the cost of the direct mail cam- 
paign was comparable to that of its 
advertising efforts in newspapers 
and radio, but the mail campaign 
produced four times as many ap- 
plicants. Further, it said, whereas 
54% of the applicants produced by 
its radio advertising actually qual- 


Advertising Age, September 19. 1955 


ified for loans—and 36% of ap-| tions based on the function per- 


plicants reached through news- | 


papers—60% of the prospects 
reached by direct mail became 
borrowers. 


® The second Henry Hoke gavel 
went to the Construction News 
division of F. W. Dodge Corp. for 
a series of mailings the company 
issued to build salez of its business 


_ opportunities reports. 


One series was in the form of 
letters—each illustrated with a 
photograph of a staff member and 
describing his phase of the work 
of compiling the reports. The aim 
of the effort was to give an over- 
all impression of the thoroughness 
with which the reports are made 
up. 

Two campaigns were used, one 
of 11 pieces sent to a list of 100,000, 
the other of 10 pieces sent to a list 
of 4,000. The campaign produced 
$277,834 in first-year sales trace- 
able to the mail drive. The cost of 
the drive was $59,970. 


® The ’55 DMAA awards were 
made in a new series of classifica- 


San Antonio, Texas 
Portiand, Oregon . 
Oklahoma City, Oklahoma .. 
Memphis, Tennessee. . .. . 
Columbus, Ohio. 
Harrisburg, Pennsylvania . . . 
Syracuse, New York. ... . 


SAN 
| DIEGO 


IS 


APPAREL SALES 


- $38,284,000 
39,852,000 
25,534,000 
37,951,000 
41,310,000 
27,297,000 
29,164,000 


SAN 


CALIFORNIA 


$42,173,000 


Data Copyrighted 1954 Sales Management, Survey of 
Buying Power; further reproduction not licensed. 


San Diego is a vital market... offering greater activity in many business classifications than 
most cities of larger size. San Diego is quickly responsive to alert sales organizations who take 
advantage of the saturation” circulation provided by the San Diego Union and Evening Tribune. 


REPRESENTED NATIONALLY BY 


ee 


San Diego Union 


- EVENING TRIBUN 


“i 


a > 
THE MOST 
[MPORTANT CORNER 
IN THE USA. 


THE WEST-HOLLIDAY COMPANY, INC. 


formed by each mail campaign. 
Following is the list of awards as 
presented by Arthur W. Theiss, 
DMAA president, with the name of 
the representative of each compa- 
ny honored who accepted the 
award. 


I. CREATING MORE EFFECTIVE PER- 
SONAL SALES CONTACTS 


Air Conditioning: 

P. B. Hoppin 
General Electric Co. 
Bloomfield, N. J. 


Automotive, Passenger Car Sales 
Lincoln Division, Ford Motor Co. 
Detroit 


Building Materials: 

George H. Alarik 

Insulite Division 

Minnesota & Ontario Paper Co. 
Minneapolis 


Business Machines & Supplies 
G. A. Woolfenden 
Burroughs Corp. 

Detroit 


Business Services: 

Tom Grant 

F. W. Dodge Corp. 
Construction News Division 
New York 


Creative Services: 
Francis S. Andrews 


American Mail Advertising, Inc. 
Boston 
Earthmoving Equipment 


Lloyd Rager 
LeTourneau-Westinghouse Co. 
Peoria, Ill. 


Electrical Equipment 
David H. Harris 
Burndy Engineering Co. 
Norwalk, Conn. 


Envelopes: 

H. J. Darby 
Mail-Well Envelope Co. 
Portland, Ore. 


Farm Equipment 
F. R. Bloom 


Massey-Harris-Ferguson, Inc. 

Racine, Wis. 

Heating Equipment: 

A. O. Dietrich 
Minneapolis-Honeywell Regulator Co. 


Minneapolis 


Hospital Supplies & Equipment 
E. B. Roberts 
American Hospital Supply Corp. 
Evanston, Il. 


Industrial Equipment: 
J. D. Hershey 
The Dayton Rubber Co. 
Dayton 


Oil Field Services: 
Edward E. Beauchamp, Jr. 
Lane-Wells Co. 
Los Angeles 


Paper Mills: 
A. G. Mackie 
Provincial Paper Ltd. 
Toronto, Ont. 


Pharmaceuticals: 
J. K. Fogleman 
Ciba Pharmaceutical Products, Inc. 
Summit, N. J. 


Pharmaceutical—Single Product: 
John A. Wells 
Sharp & Dohme Div. of Merck & Co. 
Philadelphia 


Printing & Lithography: 
W. J. van Wormer 
McCormick-Armstrong Co. 
Wichita 


Publishers—Business Magazine 
Ss. F. Marino 
Steel Magazine—The Penton Pub. Co. 
Cleveland 


Rubber Products: 
Frank E. Tilley 
New York Belting & Packing Co. 
Passaic, N. J. 


Television Broadcast Equipment 
Roy Jordan 
General Electric Co. 
Syracuse, N. Y. 


Transportation—Freight 
Ben M. Brown, Jr. 
The Mason and Dixon Lines Inc. 
Kingsport, Tenn. 


FUNCTION TWO: Bringing the prospect 
to you 


Automotive—Accessories, Service: 
H. D. Spielman 
City Motors, Ltd. 


Montreal, Que. 


Parts, 


Financial Institutions—Banks 
Douglas Haskins 
Commonwealth Savings & Loan Asst. 
North Hollywood, Calif. 


Financial Institutions—Loan Co. 
Gerald A. Waindel 
Associates Investment Co. 
South Bend, Ind. 


Plastics: 
E. D. Kennedy 
Monsanto Chemical Co.—Plastics Div. 
Springfield, Mass. 


Wearing Apparel: 
Morris Landwirth 
Lynne’s Distinctive Apparel 


| FUNCTION 


Peoria, Il. 


THREE: Delivering back- 
ground, sales or public relations messages 
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to customers, prospects, 
other special groups. 


Creative Printing & Lithography 
Arthur A. Wetzel 
Wetzel Brothers 
Milwaukee 

Electrical Equipment 
V. C. Gilbertson 
D. W. Onan & Sons, Inc. 
Minneapolis 

Folding Boxes 
Willard F. Deveneau 
National Folding Box Co. 
New Haven, Conn. 

Fund Raising: 
Edwin J. Monahan 
Monahan Brothers 
New Orleans 


Oil Field Sales: 
Charles A. Bryant 
Baroid Div., National Lead Co. 
Houston 


Paper Mills: 
A. G. Mackie 
Provincial Paper Ltd. 
Toronto, Ont. 


employees or 


Petroleum Products: 
T. W. Wilson 
Esso Standard Oil Co. 
New York 


Transportation—Air 
J. A. McGee 
Trans-Canada Air Lines 
Montreal, Que. 


Transportation—Air Freight 
E. W. Hull 
Railway Express Agency 
Air Express Division 
New York 


Transportation—Motor Freight 
Roy G. Ljungren 
Associated Transport Inc. 
New York 


FUNCTION FOUR: Taking actual orders 
through the mail. 


Financial Institutions—Savings & Loan 
Paul D. Deaton 
National Credit 
Conference 
Dayton, O. 


Fund Raising: 
Lloyd F. Wood 
National Wildlife Federation 
Washington, D. C. 


Magazine Subscriptions 
Henry C. Cowen 
Look Magazine, Cowles Magazines Inc 
Des Moines 


Wholesale Jewelry 
Robert A. Sherman 
More & Co. 
Warren, O. 


Union Management 


FUNCTION FIVE: Securing action from 
the prospect by mail. 


Construction Machinery: 
A. E. Thode 
Allis-Chalmers Manufacturing Co. 
Milwaukee 


Film 
J. S. Taylor 
E. I. du Pont de Nemours & Co. 
Wilmington, Del. 


Pharmaceutical: 
M. A. McDaniels 
Union Pharmaceutical Co. 
Bloomfield, N. J. 


Publisher—Children’s Books: 
T. C. Anderson 
Grosset & Dunlap 
New York 


Transportation—Airline 
H. J. Laird 
Pan American World Airways 
New York 


Ventilators: 
Harry Gans 
American Air Filter Co. 
Louisville, Ky. 


| 

| 

| 
research 


FUNCTION SIX: Conducting 
and market surveys 


Conservation Education 
Lloyd F. Wood 
National Wildlife 
Washington, D. C. 


Federation 


Screen Process Printing 
Assn. Elects Karsten | 

Ralph A. Karsten, president of 
Screen-Flock Industries, Chicago, 
has been elected president of 
Screen Process Printing Assn., In- 
ternational. Other new officers are 
Harold F. Beaver, Big Beaver 
Specialty Co., Royal Oak, Mich., 
v.p., and Dominick DePalma, Dom- 
inick DePalma Co., Boston, treas- 
urer. 

Regional v.p.s_ elected include | 
Vincent Mace, M & M Silk Screen. 
Advertising Studio, Philadelphia, 
eastern region; Warren Burdick, 
Warren Burdick Co., Wichita, cen- 
tral region; Ray Rueby Sr., Rueby 
Process Co., Rochester, N. Y., 
northern region; William N. Mc- 
Ghee, McGhee Displays, Nash- 
ville, southern region; R. C. Ragan, 
Screen Printing Research Corp., 
Los Angeles, western region, and 
Robert Vandenbossche, Holland & 
Neil Ltd., Toronto, overseas. 


NARTB Board Hits 
TV Plugs for Films 
as ‘Commercial Time’ 


WAsHINGTON, Sept. 13—In a 
fresh assault on tv hitchhikers, the 
television code review board of the 
National Assn. of Radio & Televi- 
sion Broadcasters revealed yester- 
day that it is collecting informa- 
tion regarding the practice of 
promoting theater production on 
commercially sponsored programs. 

The tv review board chairman, 
G. Richard Shafto, WIS-TV, Co- 
lumbia, S. C., said the review 
board considers that filmed por- 
tions of current Hollywood pro- 
ductions which are carried on some 
programs are plugs for the films 
and must be considered part of 
the commmercial time allowed 
under the commercial time stand- 
ards of the tv code. 

He said the code review board 
staff has instructions to monitor 
programs, and collect information 


about the amount of time devoted | manufactured by the Ampli-Vision | 
to plugs for theatrical programs. division of International Teleme- 


@ There was no indication, how-)| 


ever, that the code review board 
has amy crackdown in mind. 
“Rather than attempt, at this time, 
to suggest a formula to subscribers, 
we feel it is the board’s responsi- 


bility to sound out viewer reac-_ 


tion, simultaneously compiling sta- 
tistical information regarding the 
practice,” Mr. Shafto said. 

(Last week CBS revealed [AA, 
Sept. 12] that it is banning over- 


long plugs for airlines which have | 


been carried on some programs.) 


Offers Closed-Circuit Package 
International Telemeter Corp., 
Los Angeles, a subsidiary of Para- 
mount Pictures, has announced it 
can now furnish completely pack- 
aged closed-circuit tv broadcasting 
systems for small community tv 
stations. The new line of camera 
chains and low-power transmitters 
supplements the broad band ampli- 
fiers and attendant equipment 


ter, for use in conjunction with 
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community tv stations, industrial 
tv systems, hotel, motel and apart- 
ment house tv installations. 


meee ee ae CC 


ALID WHOA MIN 


Everybody knows where Grant’s Tomb is... but 


do prospective buyers know where to find the local dealers who sell 
your products? 


There’s no better way to bridge the gap between national adver- 
tising and retail sales level than to use national Trade Mark Service 
in the ‘Yellow Pages’ of the telephone directory. Your trade-mark 
or brand name is featured, followed by a listing of the names, ad- 
dresses and phone numbers of all your local outlets. 


This service is available in over 44 million directories . . 


. or in 


selected markets. For a ‘Yellow Pages’ program that exactly suits 


your needs, get in touch with your Trade Mark Service representa- 


tive. Simply call your local Bell telephone business office. 


You will find more information about Trade Mark Service in Standard Rate and Data 
(Consumer Edition) 


/ 


Find Your 
Nearest Dealer 
in The 


‘Yellow Pages’ 


Displaying this emblem in your advertising 
means more sales for your dealers. 
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i i he v.p. 

versal Match Names Henkin | kin has been assistant to t 
5 A at Match Corp., St. | cee director of sales and adver- 
has appointed Shepard Henkin di-| tising of Carter Operating Corp. 


rector of sales promotion. Mr. Hen-| for the past six years. 


Manual of Marketing Success Mailed FREE 


Send today for brand-new book “The Truth 
About Modern Direct Selling” and learn sales 
formula back of nine-billion-dollar yearly 
Direct Selling volume. First up-to-date text 
like it in five years. Tells how to start Direct 
Selling business, correct spoity retail distribu- 
tion, increase present sales volume and profits. 
Of vital interest to sales executives, advertis- 
ing agency account chiefs. Low-cost, low-risk 
way of testing market potential will amaze you. 
No cost or obligation; just write on business 
stationery to: SPECIALTY SALESMAN, Rm. 
812-1 307 N. Michigan Ave., Chicago 1, Ill. 


“Send No Money” for All-New Direct Selling Text! 


DIRECT SELLING 


NARTB Is Studying 
Senate Request for 
‘Tighter’ TV Code 


WASHINGTON, Sept. 13—After a 
two-day meeting here last week, 
the television code review board of 
the National Assn. of Radio & 
Television Broadcasters announced 
that it is studying suggestions for 
tighter code enforcement which 
have been published by the Sen- 
ate committee on juvenile delin- 
quency (AA, Aug. 29). 

Code Review Board Chairman 
G. Richard Shafto of WIS-TV. Co- 
lumbia, S. C., said, “Some of the 
conclusions in the juvenile delin- 
quency committee report appeared, 
at first glance, to be based upon 
the improper premise that a vol- 
untary industry effort such as this 
should be—in a sense—regulatory. 
Such a theory does not hold in 
other similar professional effort, 
such as the American Bar Assn. 

“Other interim report recom- 
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mendations, however, are helpful 
guideposts for the board’s activity 
and reflect the thoroughness with 
which the committee studied the 
industry,” Mr. Shafto added. “At 
all events, we are grateful for such 
comment from the Congress, as 
we welcome it from all citizen 
sources.” 


a He said time had not permitted 
intensive analysis of the sugges- 
tions made by the juvenile delin- 
quency committee, but that the 
board has instructed Edward H. 
Bronson, director of television code 
affairs, to prepare a report on it. 

“This report will be considered 
by the code review board in Jan- 
uary,” Mr. Shafto said, “with its 
final recommendations to be 
passed along to the television 
board of the NARTB for final dis- 
position.” 

While the report of the juvenile 
delinquency committee was highly 
critical of the tv code and its en- 
forcement, it urged all stations to 
support the code board. However, 


QVANAGER MEDIA DEPARTMENT | 


"Oh, he can be a real nice guy, so long as nobody 
forgets that things have changed in Cincinnati.” 


BETTER NOT TRUST your own memory too far. Things have changed 
in Cincinnati. Today, the CINCINNATI ENQUIRER leads the daily* field 
in City Zone Circulation, and in Retail, General, Total Display, Clas- 
sified and Total Advertising Linage. (Source: A. B. C. and Media 
Records, latest 6-months’ figures.) *There has never been a question, 
of course, about the Sunday Enquirer's leadership. 


CINCINNATI ENQUIRER 


READS THE 


A 


<4 »- 


- O 


Represented b» Moloney, Regan and Schmitt, Inc. 


the report complained that stand- 
ards of good taste in the code 
sometimes were less rigid than the 
motion picture code, and that the 
code itself was not being promoted 
by the industry members who 
were supposed to display it. 


a The Senate committee made a 
number of suggestions, including: 

1. That each subscriber be re- 
quired to provide NARTB with 
copies of all complaints he re- 
ceives. 

2. That standards of good taste 
be tightened, so that they are at 
least as stringent as the motion 
picture code. 

3. That stations be required to 
display and explain the seal at 
regular intervals. 

4. That steps be taken to prevent 
undue concentration of any type 
of program, particularly crime 
programs, in any single portion of 
the viewing day. 

The code review board last week 
took a step toward meeting the 
committee’s criticism that films 
currently released for tv are not 
subject to either the film or tv 
codes. 


es NARTB previously has refused 
to go along with the committee’s 
suggestion that film producers be 
required to obtain a code seal 
from the television association. 
Last week, however, the board 
announced that it is monitoring 
films and that it is advising all 
stations of films that it finds ob- 
jectionable. 

Mr. Shafto said, “We do not be- 
lieve there is any disposition on 
the part of most film producers 
and distributors to obviate the 
suggestions contained in the code. 
Some of the film suppliers obvi- 
ously are distributing a product 
which was made before the code 
was established—a product de- 
signed for theater exhibition rath- 
er than the home.” 

He emphasized that no film is 
monitored until a complaint about 
it has been received. 


Rival Dog Food 
Opens All-Media 
Fall Campaign 


Cuicaco, Sept. 13—Rival Packing 
Co. will open an across-the-board 
fall campaign for its Rival dog 
food next week. 

The schedule includes news- 
papers, tv, outdoor, car cards and 
point of sale materials in all major 
markets and some supplementary 
ones, plus four national magazines. 

The tv schedule includes more 
than 10 half-hour shows to be 
used market by market. They in- 
clude “The Great Gildersleeve,” 
“Badge 714,” “Waterfront,” “Sci- 
ence Fiction Theater” and others. 

The four national magazines to 
be used are Everywoman’s, Family 
Circle, Good Housekeeping and 
Woman’s Day. 

All advertising will emphasize 
the “satisfaction or your money re- 
funded” gimmick and premium of- 
fers made by Rival. 

Charles Silver & Co., Chicago, 
is the agency. 


Anglin to ‘Canadian Homes’ 

R. Gerald Anglin, managing edi- 
tor of Chatelaine since 1953, has 
been appointed editor of Canadian 
Homes & Gardens, a Maclean- 
Hunter publication. Mr. Anglin 
succeeds Jean McKinley, who has 
resigned to make her home in 
Europe. 


Newmark Names Feinstein 

Milton Feinstein, formerly art 
director and production manager 
of Mojud Hosiery & Lingerie Co., 
has been appointed art director of 
Michael Newmark Agency, New 
York. The agency also has ap- 
pointed Jean Matles, formerly with 
Dundes & Frank and J. G. Proctor 
Co., a media buyer. 


: s P ™ Pe Bo ae Fa cge- = ane ee 8 Bis 
: ‘ a F RABE Brie oo 4 7% aoe ee eS Boe 
Tah ang r Fae wei “ q oe 72 ee as ey - ia ade cere Aree wee DON re ee ea 5 Me igs ae. ay f eee ft ; sy So pe oe : ae 4 rare aged s a Ny ant SASK: § 

Won er me —e “ee “Ree . ; vgs +4 : + . 4 ‘ nae a"  ** . “, J } } i ttl. Se cael banat ve 
rial 
irt- : 

ima "EUTs 280ul MOSCOW 4 
a 
hreeate tate totes. te : 
wet» Sat Steg Seat 
: nn pean ae eae ; 
owen 0° 
: re Reger: © enter 
sen mune 
ze, waper | 
s Salesman 
Re Cents 188 
rs 
e 
: . ‘ ; a hes 
(, {,> ea 
\\ : a 
a 
— | 
4 | 
> = 
4 f * 
. (-_. ri’. 5 : 
2. VA fa AGT ‘ | 
; \ f ae 2 :. 
» ° ‘ aN é id i : ‘ 
3 oats > a, : e 1 
; ), J ; 
ay : xe 
() —~ = st =, 
. = = on - DS eaineetl . ’ 
. a & “ie : nil 
Ye oe I Ot ; se . ; “¢ art a ; pee - = od 
A 4 , a — nn 
a) as Ja _ .) —— — ay ai my Ay. 
ee ‘ ~ A ee a a a ea Bt oun os ” : _— cee FE 
Tene = a We ee pi oh RR a ace oy va - oe ra é i : bs! #, 
eS = % eta 2 ees ne we intl a ot =. as 3 
ee ae £m "FY \eaag 2 Rae ee a : A * ; ; ; 
2a eo eee See , . aa “oo ake ke gs Samet. 
ne a. \ . ee . eae oe By em: 4 ; ly 3 pe ‘i Re 
Bly ei WS i “Be F ad ie i rs " is aN ee 3 pu : is 3 +. hers 2 rs 
Secs a wt a F : Se ‘ Pia Se - 2 ae : ‘ 
hs.) ne P sf . . uti Q ; Ms f 
Pere Was , ’ tos ae ae ag Wie Oe 2 x & ~ wee ee ig hie 
Se te ee a q 2 Kx : i ae nd Ae. 
aes , » . ‘ a im ner & ee eee 
ae 4 Bs eo OM dose * 
a et in . & a > j 
+e Waray ; * Same 3 Mi 
iit ere ees os ie 0 a %, ‘~% 
Beet Toe a Oe ; de . ot, 
a 7) | ae 
a Re i _ 2 bs ’ es og # ts a ; 
: 2 A , 2 ps, i . AL a 
eae ' a ae “SS a be oe 
3 i dee * a ae ne rE = 
. ae : a anh is Si f et ae oe “q ~. 
Fie “RS ee : oT al * . & : _ 
cae a ane : ; ee 9. .. 3 
i % deal ae _ 4 Se "J wy, ae. 
J x i Es % Oe «aes ‘j 
age, « ? a i a a ih @ 4 
a hi ee y : Be: # “Cae ae 7 ™ ; 
ms 2 saat ‘ 
ao. — E. % P 
cia © ae id ge *y 3 
ae eee ie be a we 4 
aes Nae oe ‘ , Je eee 
Be i. j oe i ‘ ot 
a Xv ee 
os *, % e, q i hn 
wa Nie | 
f we — i, >| es ‘+ =: 
: ‘ Be ‘ 
. ~~ | J : 
‘ » 4 ‘¥ 4 Z 
. ¥ be 
: Zs A “y, Ys : 
; f, eg 
% | | 
_.\ cn 
} i 
OS \ 4 SOLID CINCINNATI i 
ws —F 
ee C 
n-ne: | 
aN ——| | 
; ; ( 5 * ; > Ny : a 4 . 5 ys Situ * 1 % ‘ " i any 
1 es pee sale i a enene bo! hae Gia gh, heed OC Eee. SOR RC RU ENED TP OOS? ns Ut MMM RRS Ae wR) toe et Seale ad pa Pat icwat ee a Be te we ee th MA Ne, ig EN NE OPER NT OG os new agra 4,2 
aL ye Ne ee SR ae PE OE Chee Tee = ihe Ne 4 MeN eee te + et abe 52 phe MT hb Gace beees. el SE es eae as by, pei ry, Pate, KP AS ES, tn, Oe Ne rea ee Bree. ag (eta We Seog wks > ee Pe er eas She Pe ise's 
a osteak Vs fe hia cette : ion JEN tes teeearieg ere Pe CIS Mae eh! eons Shara SE Sy St Feehan he ey ee Sa, ER ee Sh ee ce toe ee. ah ae ee a - z BER ee Ene aed a ee RES Cee eS ae ae Oe ony sx aia cats vei eee ee 
re Coren wr. 4, h PONE Tee aim se oh ea ae a! of apierd ee ee eee ec? at Be Dd ee ae oe a Be ca eres Oe oe ME a AT ROMY Be AS BT a Te SER he ERS SB Lae WS Y hha ae we ek ens co ae an Yael OO ora Ste” be oa ay re a 
Ce gh ale a Apa sgh OR ee or Lt ae Ey it eae ony uid, Serie eek Jo HO ace a Sas eer ae Par Wee te SO a OP ee AF ee eee PDs Si Sarte 'o re ate OA ie nae aks F Sage a ee see et ys ae a ethene oe ee tar} ag Say ai Pee Pa wee 
Se hg ee POR Petrie. ibd isin de Je RS as pee a fg Fee EGY Sete oe a ee, Mya Te Perc pS Et At Se ee cies ae ee at ae, ed icy Nae Won Faber be RD Aa Bye bee Mat nis a YC Pe eat RAN ee od Re g Peo? Se als a a oe a FE Pies wn He See 
Eee) ERG ef oe ie Sache ARNT, Rat Gm oe ie OMe a Rae A AS od ee NC IE Ae ee 22 AR Oe RA RN LEIS es eae MNS 51 Oe Le Bea VSS. NORE Tem ee en Sit ee PEON COL Re eR 


| 


9 * 
It S Selective! The editors of The American have |The American Magazine. Because they believe in The American, 
deliberately written a magazine that would appeal to the self-interest _ they respond to its advertising! If you want a select, responsive group 
of a young, energetic, successful group of family readers. Through —_ of family readers—rather than a number of mere glancers—then 
the years, these loyal readers have been conditioned to believe in __ the best investment for your advertising is The American Magazine. 


The American Magazine ... It moves goods because it moves people! 


The Crowell-Collier Publishing Company, 640 Fifth Avenue, N.Y. 19, Publishers of The American Magazine, Collier's and Woman's Home Companion 
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The Voice of the Advertiser 
This department is a reader’s forum. Letters are welcome. 
‘This Week’ Reacts |for the two mentions. Naturally,| duction to owners of automobiles 


To the Editor: This is just by 
way of acknowledging Copy Cub’s 
two recent blurbs about our cur- 
rent “Page 5” campaign. First, 
his $64,000 query as to Goethe’s 
first and middle names which, as 
every one knows, are Johann 
Wolfgang respectively. Tsk, tsk. 

Now, in the Aug. 22 column, 
Copy Cub wonders how our elec- 
tric light and power companies 
will react to our forthcoming re- 
actors. Well, it goes without say- 
ing that the utilities will be the 
guys who rent out the reactors. As 
a matter of fact, I think they are 
already designing various models 
—some, with hot and cold running 
chambermaids. 


‘we are delighted at the mere 
‘thought that he reads our copy. It 
is my silent prayer that some of 
your ADVERTISING AGE readers do 
likewise. 
W. CLEMENS BENTLEY, 
This Week Magazine, New 
York. 
. + 7 
Safety Belts Are in the 
Industrial Indemnity Picture 
To the Editor: In your Aug. 22 
issue, G. D. Crain Jr. writes on a 
very timely subject: the role the 
insurance industry can play in the 
encouragement of traffic safety. 
He makes the particular sugges- 
tion that insurance companies 
demonstrate their earnest concern 


equipped with safety belts. 

It seems possible that Mr. Crain 
may have written his article on 
the approximate date that one 
insurance company announced 
such an incentive. Our client, the 
Industrial Indemnity Co. of San 
Francisco, has been actively pro- 
moting the use of safety belts, 
along with a good many other 
safety themes for several years. On 
Aug. 10 they announced a 10% 
premium discount for policyhold- 
ers whose cars are equipped with 
approved safety belts on the two 
front seats. 

We are aware that two or three 
companies in other parts of the 
country were in the process of 
making a similar announcement at 


Seriously, I want to thank C.C.| by offering a premium rate re- 


ARE YOU 
IN THIS 


PICTURE? 


BETTER TAKE A CLOSE LOOK AT THIS PICTURE. WE THINK 
YOU OUGHT TO BE IN IT AND HERE’S WHY... 


WSBT-TV DOMINATES THE 
SOUTH BEND MARKET 


No other station, UHF or VHF, whose signal reaches the South Bend 


Market, even comes close to WSBT-TYV in share-of-audience. South 


Bend is a fringe area for Chicago and Kalamazoo TV stations. To 
illustrate: After WSBT-TV began carrying the Ed Sullivan Show, this 
program’s South Bend audience increased over 300%! Further proof: 
When WSBT-TV went on the air, set ownership in South Bend jumped 
from 29% to 80%! (Hooper, Nov., 1954). 


WSBT-TV VIEWERS COMPRISE ONE OF 

AMERICA’S RICHEST MARKETS 

South Bend’s Metropolitan Area is the Nation's Sth richest in family 
income. The South Bend-Mishawaka City Corporate Area is Indian's 
2nd largest in income and sales! 


WSBT-TV GIVES YOU A BIG, PROSPEROUS 
14-COUNTY COVERAGE AREA 

Population of the station's coverage area is 814,600 or 248,900 
homes. Effective Buying Income . . . $1,342,802,000. An exceedingly 
important market! 


WSBT-TV REACHES 181,953 
UHF EQUIPPED SETS 


95% of the TV homes in the area are UHF-equipped to receive WSBT-TV. 


Advertising Age, September 19, 1955 


about the same time. However, to 
the best of our knowledge, the 
first policy to be written with a 
safety belt discount was issued by 
Industrial Indemnity. 

As soon as it is off the presses, 
I would like to send you samples 
of the advertising and promotion- 
al material being produced to pub- 
licize this offer. 

Meanwhile, we’d like to express 
our appreciation for your assist- 
ance in publicizing and stimulating 
interest in this important life- 
saving equipment. 

W. R. JOHNSTON, 

Ryder & Ingram Ltd., Oak- 

land, Cal. 


* 
Liberty Mutual Is Working 
on Auto Safety Problem 


To the Editor: Changing the 
average driver’s reluctance to wear 
seat belts is a slow job, but appar- 
ently he’s now willing to listen. 
Liberty Mutual underwrote re- 
Search at Cornell Aeronautical 
Laboratory, where Dr. Edward 
Dye and his group tested seat 
belts, padded steering posts, door 
locks that keep doors from open- 
ing at impact and spewing passen- 
gers out of cars. It was the Cornell 
work that began the current in- 
terest in seat belts, and in this, 
Liberty Mutual Insurance Co., in 
public service, performed a sort of 
“seeding process” by putting up 
money at a time when car manu- 
facturers and other insurance com- 
panies were not interested. Now 
that Cornell has so dramatically 
proved their effectiveness in pro- 
tecting people in cars, other groups 
have taken over and there is good 
prospect that we will eventually 
package our car passengers as 
carefully as we package eggs for 
shipment. When that is done, of 
course, we will have progressed 
beyond the restrictive seat belts. 

Mr. Crain asks, in the Aug. 22 
issue of ADVERTISING AGE, why 
large automobile underwriters 
don’t take advantage of the oppor- 
tunity to perform a useful public 
service by advertising the advan- 
tages of safety equipment. Liber- 
ty Mutual has done just that in 
spreads in The Saturday Evening 
Post on Feb. 26 and April 23. One 
tells about seat belts. The other 
about padded steering posts. Both 
ads resulted in excellent response 
from people who wanted to buy 
this equipment. 

If enough drivers buy and use 
seat belts, and make their passen- 


gers wear them, losses will be re- 
duced and insurance premiums 
will come down. That’s the way 
the insurance industry can encour- 
age the American motorists. But 
why he needs this reward to per- 
suade him to install belts in face 
of the evidence of what seat belts 
will do to protect him and his fam- 
ily is hard to understand. 
RoBerRT MAtTrTox, 
Assistant Vice-President, Lib- 
erty Mutual, Boston. 


= * a 
Recounts API's Benefits 
for Busy Adman 


To the Editor: Some five years 
ago, I wrote to tell you how much 
I enjoyed ApvertTistnc AGE, and 
just how important it was for suc- 
cessful day-to-day advertising 
work. At that time I was creative 
director of Grant Advertising 
Agency in Toronto. 

Every so often one of my own 
clients will sit down and write 
another thank-you note for some 
success I once brought him. These 
things are pleasant. I find them so. 

Now I subscribe to ADVERTISING 
AcE, Industrial Marketing and Ad- 
vertising Requirements—all part of 
your service to advertising men. 
And I find them all extremely val- 
uable. But what for? 

For new research findings which 
help me to guide my clients well; 
for radio, tv, outdoor and graphic 
industry news, campaigns, and 
general news about advertising and 
advertising people. For the impart- 
ed wisdoms of James Woolf; The 
Creative Man, Eye and Ear Man, 
etc. 

I enjoy the unique responsibili- 
ties of owning and managing my 
own advertising consultation serv- 
ice to 17 accounts—each medium 
size and dynamic. I am sales and 
audience promotion manager of 
Marconi’s radio station, CFCF, in 
Montreal. I also have interests in 
other lines of business, proportion- 
ately smaller, but no less important. 

So I find many uses, many ad- 
vantages from the knowledge I 
acquire out of AA, AR and IM. 

Tep M. ABRAMs, 

Canadian Marconi Co., Mon- 

treal. 


Suggests Good Works 
For Goodness’ Sake 

To the Editor: It is unfortunate 
that your article, “Adman Finds 
It’s Good Business to Serve Com- 
munity Causes,” lays so much 


ay 


we bear the 


responsibility 


for you 
b When we take on your 
2 } photoengraving job we expect 
) Sy, ‘ 

aS to provide you with the 
x tr Ty best reproduction money can buy. 
7: ( | AAS UA That has been the tradition 
NANA DNR 
MM) "NI ae AS at Laurence for 25 years. 

\ 


That is even more the tradition 
today, and we’d like to 


prove it to you. 


aurence 


INC e CHICAGO 


A CBS BASIC OPTIONAL STATION 


ASK PAUL H. RAYMER COMPANY © NATIONAL REPRESENTATIVES 


FINE PHOTOENGRAVINGS FOR 25 YEARS (ff 
547 SOUTH CLARK STREET « WABASH 2-6284 
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RIGHT FRONT MISSING—A reader spotted these three 
ads in the Aug. 8 issue of Life—each showing a boy 


stress on how such activity pays 
off in a material way for the 
adman. 

In the piece you printed our 
hero meets and impresses top ex- 
ecutives, a new account tumbles 
into his lap, he gets a boost in the 
newspapers, and he so pleases an 
executive’s wife in helping her 
prepare a handbook that she men- 
tions his skills to her husband— 
who, of course, passes the plug 
along to our hero’s agency. (Pre- 
sumably he got a big raise the 
week after that.) 

In actual fact, life isn’t like that, 
but too many people think that it 
should be, and the motivation for 
everything they do is based on 
this illusion of prompt material 
reward. When it fails to come they 
are unhappy and frustrated and 
can’t figure out what they’ve done 
wrong. 

By all means aid charitable 
causes, help social and religious 
groups, work with kids’ clubs, and 
all the rest of it—but not for the 
infantile reason that there might 
be an indirect payoff. 

Eric ADAMS, 
Toronto. 


Toothless Boys Appear 
in Three Current Ads 

To the Editor: When three ad- 
vertisers, their agencies, their cre- 
ative geniuses and other assorted 
satraps come crashing through 


with the “original” idea that a 
_younster sans right front tooth is 
'the ideal human interest illustra- 
‘tion for their advertising; and 
when they all get this brilliant, 
original idea at the same time, it 
gets a bit thick. It happened in 
the Aug. 8 issue of Life. 

This is the sort of stuff that 
keeps Sheppard Mead in material 
for new books. It won’t, but it 
should, give the advertising busi- 
ness a jab where it might do some 
good. 

WILLIAM A. ROONEY, 
Chicago. 
e e 7 
Praise for Ad Council 
Volunteers Appreciated 


To the Editor: Just a note to 
thank you and commend you for 
the splendid editorial on the agen- 
cy task forces of The Advertising 
Council (AA, Aug. 15). The coun- 
cil board has continually explored 
every practical way of giving these 


e . 
verything’s better than Make-be li, 
eve 


minus tooth. He concludes that this must indicate the a maher 


WARD Jounson 


POP umcey gues” 


ideal in human interest for advertising illustration. 


|people the credit that is due them | STUART PEABODY, 


‘and therefore your editorial is a| Chairman, The Advertising 
‘welcome additional contribution. | Council, New York. 
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Cigarettes, beverages, and shirts, for ex- 
amples, are as special with DOWN 
BEAT’s more than 150,000 music-cen- 
tered readers as musical instruments and 
records. How about your product—maybe 
it has some “talent,” huh? Schedule it 
for a recital in DOWN BEAT. Could be 
you'll find a highly-paid star on your 
hands! 


| 


DOWN BEAT 


2001 Calumet Ave., Chicago 16, Ill. 


maybe YOUR product is MUSICALLY inclined: 


Write today for complete market information! 


EP Everything in the World about the World of Music 


Down Beat — Up Beat — Country and Western Jamboree — Record 

° ° Whirl — Music — Beverages — Bebidas — La Farmacia Moderna — 
publication Radio y Articules Electricos — Elaboraciones y Envases — La Tienda — 
Publishing since 1934 | Radio y Articulos Electricos Catalog File — Bebidas Annual Directory 
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Household is dedicated editorially to 
oe ae | 


THE YARD | 


“Folks in the Tacoma Area Are 
Loyal to Their Local Newspaper” 


. « « says Mr. Engelhardt 


“We spend considerable time in the Tacoma market, 
because we get a great deal of business from that rich 
area. We've noticed that people in and around Tacoma 
are loyal readers of the Tacoma News Tribune. So we 
see to it that the products we represent are advertised 
regularly in the Tacoma trading area . . . which, of 
course, means the News Tribune.” 


a of Washington State’s 
SPENDABLE 
INCOME 


in these two 
important markets 
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Reynolds to Sawyer-Ferguson has resigned to join Sawyer-Fer- 
| suson-Walker Co. in San Fran- 
San Francisco manager of the |cisco. Mr. Reynolds succeeds James 


Cooper, who has moved to the Ad, GE Vows It's 


Jack Reynolds, who has been 


Menne Co., publishers’ representa- | 


tive, for the past year and a half, 


company’s New York office. 


In Business Paper 


True to Fair Trade 


CITY ZONE 
COVERAGE 


SIOUX CITY, IOWA 


Sioux City A.B.C. ci 
now 100,121. Covere 


zone population 
100%, daily and 


Sunday by SIOUX CITY NEWSPAPERS. 


Contact Our National Reps. Now 


Che Siow Citu Journal. 


JOURNAL-TRIBUNE 


NATIONAL REP. JANN & KELLEY, INC 


Selling Solid Sioux City and 
49 County Siouxland Trade Area 


NEw York, Sept. 13—Westing- 
house may have scuttled fair trade, 
but General Electric is just as ad- 
amant as ever. 

“We're going to continue our 
full-scale campaign against all 
price cutters—because this policy 
has been successful for you and for 
us,” so reads the copy in GE’s page 
ad running in the September and 
October issues of Electrical Mer- 
chandising, Mart, Hardware Age, 
Housewares Review, Jewelers’ Cir- 
cular-Keystone, Drug Topics, De- 
partment Store Economist, and 
Women’s Wear Daily. 

The ad then points out that GE 
so far has (1) signed 16,433 fair 
trade agreements with retailers, 
(2) conducted 34,540 shoppings in 
44 states—wherever they had rea- 
son to believe that a retailer was 
not observing fair trade prices, (3) 
sent one or more registered letters 


as a a) 2 2 Senet wer eet 
\ gees a Pe fee ae eeararied: 


Advertising Age, September 19, 1955 


concerning alleged violations to| 
6,614 retailers and (4) taken 1,222. 
legal actions in 25 states. | 
® The ad ends up by outlining 
GE’s policy in no uncertain terms: | 
“Here’s what we’re going to do... 
We will continue to shop retailers | 
in every state that has fair trade |. 
laws. We will investigate every | 
complaint of illegal price cutting | 
by retailers on General Electric) 
small appliances. We will seek vol-| 
untary agreements to end fair | 
trade violations wherever they oc- | 
cur. And we state that we will take 
legal action in every case where it 
is necessary to enforce compliance 
with laws.” 

Now, is that clear to everybody? 


PRIVATE BRAND DRIVE—Red & White 
Corp., Chicago, will back up its 


Scott to Ramsey, Brown 
Jack D. Scott has been named 


an account executive for Ramsey, 
Brown & Co., Los Angeles. He will 
also work on new business promo- 


6,000 retail grocers’ annual sale of 
private brand food items with this 
color page in the Oct. 24 issue of 


tion. Mr. Scott was previously with 
Duncan A. Scott Co. and Town- 
send Co., Los Angeles, publishers’ 
representative. 


Life. (Story on Page 69.) 


Ist Pre-Prospectus 


Did you smear it on the cat? 


Securities Ads Give 
Only Barebones Data 


New York, Sept. 13—The first 
advertisements of an issue of se- 
curities under the recently revised 
rules of the Securities & Exchange 
Commission appeared today in 13 
newspapers in key financial cities. 
The ads announced the forthcom- 
ing public sale of 700,000 shares of 
$50 par value cumulative preferred 
stock of Kaiser Aluminum & 
Chemical Corp., Oakland, Cal. 

The advertising was placed for 
the underwriters, First Boston 
Corp. and Dean Witter & Co., by 
Doremus & Co. 

The new SEC rule, No. 134, be- 
came effective Aug. 29. Previously, 
not much in the way of financial 
advertising was permitted by the 
commission, because the law says 
that the first written communica- 
tion of an offer to sell—a prospec- 
tus—is usually voluminous and is 
supposed to provide detailed in- 
formation about the company and 
its business, so the public may in- 
vest safely. 

The commission recently liber- 
alized its restrictions to permit 
limited advertising of new securi- 
ties once they have been registered. 
Ads now can give a brief descrip- 
tion of the issuer’s business and 
brief information as to pricing and 
underwriting of securities. How- 
ever, no sales pitches may be made 
in the ads. 


® Today’s ad contains brief infor- 


If that’s how you tested your Advertising Council campaigns, she licked the 
right ideas. Just look below at the job done by four of the many hundreds of 
campaigns you’ve created since 1942. And by you, we mean all the agency 
account men, writers, artists, and media people who have given the 


Advertising Council their time, talent, and space for free. But the job’s not finished, 
so don’t give away your cat. You’ll need her to test ideas for new Advertising Council 


campaigns to help solve some of America’s most pressing problems. 


Helped drop death rate Created Smokey, the 
for all accidents to 


Helped raise the number of local citi- 
Fire Preventin’ Bear, who zens’ committees working for Better 
lowest figure on record. helped reduce forest fires. | Schools from 17 to 9000 in 4 years. 


The Advertising Council, Inc., 25 West 45th Street, New York 36, N. Y. 
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Recruited 350,000 volun- 


teer skywatchers for the 
Ground Observer Corps. 


mation about Kaiser Aluminum, 
its principal business and proba- 
ble date of offering of its new se- 
curities, as well as legal invest- 
ment and tax status of the stock. 
None of this information formerly 
could be given in advertising until 
the offering had been cleared by 
SEC, which usually took 20 to 30 
days. 

New issue advertising of this 
type is aimed at alerting investors 
to the availability of a prospectus 
describing the proposed issue in 
detail. At Doremus & Co., AA was 
told that this type of advertising 
in the future may include pictures 
of a company’s products, its trade- 
mark and, if warranted, maps for 
illustrative clarification of data 
presented. But no “real sell in the 
accepted sense,” AA was told, can 
be used. 

Financial agencies here general- 
ly regard the new SEC rule as an 
important step forward toward 
liberalization of former prohibi- 
tions in connection with financial 
advertising. 


Lionel Ormsby Joins Bowes 
Lionel Ormsby has joined 
Charles Bowes Advertising, Los 
Angeles, as an account executive. 
He had been with Dozier-Eastman 
& Co., Los Angeles, in the same 
capacity for the past nine years. 
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An interesting requirement stip-|less four. Those four are owned 
ulated by the magazine section is by three of the original investors, 
for advertisers who want to add plus the executive editor, B. S. 
to their schedules in order to earn Griffith. 


the discount. Any size space can| since Mr. Robinson became pub- 
be used on the schedule, provided | the newspaper’s average 


t of th MCG disher, 
oregon je circulation has increased from 54,- 
afte , a hat 
below the cost of the original 000 to about 70,000, and advertis 
schedule. 


ing volume has more than doubled. 


/ CAPSULE MYSTERIES 
5 MINUTE TV FILM SERIES 
@ 39 programs now available 


@ Each program a complete story 
@ Allows for 3 commercials 
@ Big cast with Glenn Langan 


Charlies Michelsen, ine. 
. 45 WEST 45th ST., NEW YORK 36 


Robinson Buys 99% 
of ‘Charlotte News’ 


CHARLOTTE, N.C., Sept» 13— 
Thomas L. Robinson, publisher of 


pany he formed in 1946. 
Mr. Robinson purchased 1,000 
shares of the News in 1946 and en- 
listed 30 business men in the area 
to organize the Charlotte News 
Publishing Co. 
He has now bought the 3,750 


shares owned by the others, leav- 
ing him with his original 1,000 


You Get Blanket Coverage of this rich 
area with Fort Wayne Newspapers. 


FORT WAYNE NEWSPAPERS, INC., Agent 


FORT WAYNE PREFERRED 


INVEST YOUR ADVERTISING DOLLAR IN THIS GILT 
EDGE MARKET AND GET A 13-COUNTY RETURN. 


HERE ARE THE GOLDEN ZONE MARKET ASSETS": 


j Population ..... 488,500 Gen. Mdse. Sales ...$58,078,000 
the Charlotte News since 1947, has ont =. 248000 ‘Furn., Household, Radle 
become almost sole owner of the’! EB. per —_ $5,300 ee ee Tend 28,617,000 detiiitiiniocin 
paper, having purchased all but | Retail Sales $561,067,000 —, Sales + eats 000 
four shares of stock in the com-| Food Sales .$124,700,000 *Sales Management 5-10-55 


Che News-Sentinel * THE JOURNAL-GAZETTE 


Represented by Allen-Klapp Co—New York—Chicago—Detroit—San Francisco 


Advertising Age, September 19, 1955 
’ - a 
Rector Joins American Weekly 
P : Offers Frequency 
— 
Churchnews’ in Discount Jan. 1 
New York, Sept. 13—American 
Attack 0 C t t Weekly will initiate a frequency 
n on es discount schedule for its adver- 
tisers as of Jan. 1, 1956. 

New York, Sept. 13—That na-| While the base rate for all ads 
tional puzzle contest sponsored by for one to five times has increased 
the American Church Union as a ‘slightly, costs for six or more times 
fund-raising device still is draw- | have decreased. 
ing fire from all sides (AA, April! The rate for a b&w page one 
4 et seq.). A double blast came time has gone from $24,250 to $25,- 
yesterday in the form of an edito- 000 for the national edition. 
rial in the Sept. 18 Episcopal) The new frequency discounts 
Churchnews, a national publication are as follows: For 6-12 times 
of the Episcopal Church, plus an there is a 3% discount; 9% for 13- 
open letter to ACU board members 25 times; 12% for 26-38 times; 16% 
from the Rev. Charles Howard for 39-51 times and 20% for 52 
Graf, rector of St. John’s Episcopal ‘times and over. 

Church. 

It was also learned at the gen-'@ All sizes of space earn the new 
eral convention of the Episcopal discounts for stipulated numbers 
Church, now meeting in Honolulu, of insertions. Advertisers may 
that the Rt. Rev. Donald Hallock, combine color and monotone and 
Protestant Episcopal bishop of the Jarge and small space units to earn 
diocese of Milwaukee, severed all the discount advantages. 
connection with the ACU about | 
three months ago because he was 
“out of sympathy with its leader- 
ship” and could not approve of the 
puzzle contest. 


® Commenting on the legality of 
the contest, which appears in about 
35 confession-type publications 
and comic books, the Episcopal 
Churchnews said: “To be sure, the 
contest is not gambling (most of 
the contestants haven’t got a 
chance), and it is not illegal (but 
neither are pride, envy, anger, | 
avarice, lust, gluttony, and sloth). 
We don’t like its ethics in patently | 
attempting to bait the gullible with | 
visions of Cadillacs, mink coats, 
and bags of money. 

“In our opinion its council and 
esteemed advisers should long ago 
have got out of the mess they got 
into ‘through the good offices of 
S. Duane Lyon.’ This bad odor in 
the nostrils of the church, which 
had led at least one secular period- 
ical to lecture the ACU on ethics, 
ought to be disavowed by the 
church in general and the ACU in 
particular. Canon Dubois’ dubious 
defense of the contest does not 
sweeten its smell.” 

Mr. Lyon is president of the 
agency bearing his name which 
has been handling the contest. 


® The Churchnews has been criti- 
cal of the contest from the outset 
and has refused to carry advertis- 
ing for it. 

Father Graf, who has been the 
most outspoken critic of the ACU 
for sponsoring the contest, in his | 
open letter revealed that Confiden- | 
tial, which he referred to as “typi- | 
cal of the publications in which the 
contest is being advertised,” has 
recently been barred from the. 
mails by action of the Postmaster 
General (AA, Sept. 12). He said 
that the July issue carried the! 
puzzle advertisement side by side | 
with ads for questionable books, 
reducing nostrums and _ glamor 
lingerie. 


= The clergyman also said that 
he has received letters from many 
bishops and cther clergymen con- 
gratulating him on his stand. The 
dispute was first brought into the 
open by Father Graf March 18, 
when he resigned from the ACU 
board, terming the contest “barely 
legal, hardly legitimate, and highly 
unethical.” 


KPHO-TV Names Two A.E.s 


Bob Widmark and Dick Burn- 
ham have been appointed account 
executives of KPHO-TV, Phoenix. 
Mr. Widmark formerly was on the 
sales staff of WMT, Cedar Rapids, 
Ia., and before that, a space repre- 
sentative for Meredith Publishing 
Co., Chicago. Mr. Burnham previ- 
ously was an account executive 
with KTVK, Phoenix, and KFSD, 
San Diego. 


NEIL CLINE, Station Mgr. 


Righter & Parsons, 


& The Lovisville Times 


VICTOR A. SHOLIS, Director 


Represented Nationally by Harrington, 


Associated with The Courier-Journal 


‘ Loeatiow” con be Umportont ... 


But in Louisville... 


*We ought to know ... there's a bank 
and a wine shoppe right next door. 


WHAS-TV Programming pays off! 


"SPORTRAITS" 
10:45—10:55 P. M. 
Monday through Friday 
(Market's only complete 
evening sportscast.) 


Your Sales Message Deserves 
The Impact of Programming of Character 
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Stanton Succeeds Van Sant 

Joseph L. Stanton, assistant di- 
rector of public relations of the 
Baltimore & Ohio Railroad, has 
been appointed public relations di- 
rector, effective Oct. 1. He suc- 
ceeds Robert M. Van Sant, who is 
retiring after 42 years with the 
company. Mr. Van Sant joined the 
B&O as editor of the company 
magazine in 1913. 


Siesel Co. Adds Three 

New accounts at Harold J. Sie- 
sel Co., New York, include John 
Scalia Inc. and Schmieg & Kotzian, 
furniture manufacturers, and Lub- 
erto Design Inc., marble and mos- 
aic tables maker. 


NEWNGLAND HOME 


QUIPMENT [JEALER 


NEW ENGLAND, N. Y. &N. J. 
Regional Trade Paper for: 
PLUMBING & HEATING 
AIR CONDITIONING & VENTILATING 
LP-BOTTLED GAS & APPLIANCES 
ham 92, Mass. © Est. 1947 


‘Wisdom’ Seeks 
Readership with 
$200,000 Drive 


Los ANGELES, Sept. 13—Wisdom 
will publish its first issue (AA, 
July 25) in October, with a guar- 
anteed circulation of 200,000 paid. 
The magazine’s optimistic presi- 
dent-publisher-editor, Leon Gut- 
terman, predicts 1,000,000 circula- 
tion by June, 1956. 

Subscriptions are now being 
sought via a $200,000 ad campaign 
through Hal Stebbins Inc., using 
newspapers, magazines and direct 
mail. Mr. Gutterman says that first 
newspaper ad returns have been 
running at a rate of 5% of the cir- 
culation of newspapers used. Ten 
newspapers in the ten largest cities 
have been carrying the same page 


ad. 


The papers are The New York 
Times, Chicago Tribune, Los An- 
geles Times, Philadelphia Bulletin, 
Detroit News, Boston Herald and 
Traveler, San Francisco Examiner, 
Pittsburgh Press, Cleveland Press, 
Washington Post & Times-Herald. 

A page adaptation of the ad will 
run in September in the Atlantic, 
Fortune, Harper’s and The Satur- 
day Review. The same ad will 
run in October in Esquire, Na- 
tional Geographic, Newsweek, This 
Week Magazine and Time. 

Supplementary selling will be 
done through direct mail to spe- 
cialized lists, mainly to persons in 
the professions. 

The magazine ads broke last 
week, and the Sunday supplement 
promotion is scheduled to run Sept. 
18. After the campaign has been 
in full swing for a month, Wisdom 
plans to run spreads in business 
papers announcing the results of 
the effort. 

Mr. Gutterman feels that inter- 
im reports might be misleading 
and prefers to make his announce- 


another reason why Jobber Topics continues to lead the 
way just as it has done for 34 years... 


ee 


OBBER TOPICS is a reliable 
sounding board for a manufacturer 


to keep reliably informed on 


jobber 


says: WILLIAM S. SIMPSON, 

Vice President and General Manager 
Raybestos Division, 
Raybestos-Manhattan, Inc. 


Mr. Simpson goes further in stating: 


“We started advertising in Jobber Topics 


29 years ago to keep 


jobbers and their salesmen informed 
on Raybestos leadership. We continue 
this practice for the same reason, 
knowing that Jobber Topics has kept 
pace in reaching the increased 
thousands of jobber management 


and sales people.”’ 


This kind of a sales record adds up to a 
“tremendous” market potential for your 
product, too. Start now to put your 
advertising messages where they will do the 
most effective selling job. Only JOBBER 


TOPICS offers 34 years of 


selling experience specifically aimed and 
edited to help you sell the automotive 
jobber and his salesmen—for when you 


sell them, you've taken the most important 


“know-how” 


_ 
— 
~~ 


problems.” 


automotive 


LEK eK KK KK 


og 


single step toward selling the entire 
automotive trade. Ask your JOBBER 
TOPICS representative for full details. 


THE IRVING-CLOUD PUBLISHING COMPANY 


8th FLOOR, DAILY NEWS BLDG. 
CHICAGO 6, ILLINOIS 


Advertising Age, September 


ment reflect the largest possible | 
number of subscribers. 

He reports that the first issue | 
has been designated the magazine’s 
December issue, to appear in No-| 
vember. He says the November | 
date was selected because “it will | 


in ” 


@ Apart from the direct objective 
of getting circulation, Mr. Gutter- 
man asserts the $200,000 expendi- 
ture is designed to demonstrate to 
the public and. advertisers that 
Wisdom is a big-time operation, 
well-financed and r’aring to get 
going. 
In addition to the ad budget, 
more than $250,000 already has 
been spent along organizational 
and research lines, Mr. Gutterman 
says. The nucleus of the publish- 
ing staff has been working on Wis- 
dom for more than a year. Even 
before that, he was making an in- 
tensive analysis of successes and 
failures in magazine publishing. 
As a result, he says, of what he 
has learned in this study, Mr. Gut- 
terman gives every appearance of 
having no doubts of the success of 
Wisdom. In his opinion, most new 
publishing ventures fail because 
their backers do not take time out 
beforehand to think out financial 
problems and editorial, administra- 
tive and production requirements. 
Mr. Gutterman says he figured 
it would take $1,000,000 to put over 


yf 


take that long to process subscrip- | ys 
tions at the rate they are coming | 3 


JOHN BOWLES, formerly v.p. in 
charge of sales of the western di- 
vision of Rexall Drug Co., has been 
named president of the company’s 
Rexall division, a post previously 
headed by Justin W. Dart, presi- 
dent of the parent company. The 
appointment of Mr. Bowles com- 
pletes a program of setting up a 
management group for each of 
Rexall’s seven divisions. 


of all time, in every field. Each 
inspiring monthly issue presents 
the fascinating, dramatic story of 
both age-old wisdom and the 
world’s greatest knowledge and 
achievements, in picture magazine 
form, for richer reading enjoy- 
ment.” 

To prove there are enough 
Americans to support such a maga- 


Wisdom, so he formed a corpora- 


and went out and sold stock. He 
pledged to his stockholders that 
Wisdom would not be launched un- 
til the right formula was devel- 
oped. 


preciative of the help and encour- 
agement given him by Henry Luce 


Luce, as well as Gardner Cowles 
(Look) and Malcolm Muir (News- 
week) have been extremely gen- 
erous in allowing him to study 
their operations, he says. 

This has been possible, he says, 
because Wisdom doesn’t compete 
with any existing magazine. This 
is a subject on which he grows 
lyrical. For example: “Wisdom is 
the first magazine of its kind de- 


i isigned especially for all busy, in- 


telligent men and women who 
would like to meet or renew ac- 
quaintance with the greatest minds 


zine, Mr. Gutterman cites increas- 


tion, capitalized it for $1,000,000 ing enrollments in schools, colleges, 


universities and adult education 


classes; the steady rise in church 
lattendance of all denominations; 


rising demand for worth while 


‘books and magazines; ever larger 
attendance at lectures, libraries, 


museums and art galleries and ex- 


= Mr. Gutterman is extremely aP- ‘panding sales of classical phono- 
graph records and tickets to con- 


certs. 


—the first person to whom he ex- | 
posed his idea. Since then Mr. 


® Wisdom’s subscription rate is 
$7.50, with those subscribing be- 
fore the first issue getting a charter 
rate of $6 for the first year. Ad 
rates, based on 200,000 circulation, 
start with a b&w page, one time, 


at $1,500. Advertisers will be pro- 
tected at that rate for three 
months, with rates going up after 
that if increased circulation war- 
\rants. 


Webb Moves to New Offices 

_ Grant Webb & Co., New York 
‘agency, has moved to 509 Madison 
Ave. 


when time is i 
newspaper 


mportant—get 
mats from 
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ST her with Your Brand 


If you have a young woman under 20 in your 
home you know what a factor she is. Multiply her 
by 8 million and you see what a great market 
America’s young-women-under-20 represent. 
Their personal purchasing power from allowances 
and individual earnings alone is almost $4-billion 
a year. Because they're the set that’s not yet 

set in their ways, they’re on the threshold of 
“brand preferences”... forming their lifetime 
buying habits and they‘re ALL looking toward 
marriage because 48%, of all first brides these 
days are in their teen years! In the next 10 years 
the under-20 market will increase by 4 million 
customers, while at the same time there will be 


an 8%, decrease in the 25-40 age group. 


One magazine completely dominates the 
great under-20 market—SEVENTEEN—the 
magazine that is their voice. Your advertising 
J, really sells in SEVENTEEN because it’s easier 
to START a habit than it is to STOP one! 


seventeen 


SEVENTLEN MAGAZINE, 488 Madison Ave, N.Y. 17+ Plaza 9-8100 
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Davis Joins ‘U. S. News’ of U. S. News & World Report 


r R. Davis will joi: Ss 19. Mr. Davis has been with | IM E y 

ce stor a, ‘date Time for the past six years. ore conom 4 
- 

No Rate Hikes, 


Urged for P.O. 


Senate Post Office 
Committee Head Says 
Costs Can Be Cut 


Cuicaco, Sept. 13—Sen. Olin D. 
Johnston (D., S.C.), addressing the 
annual meeting of Associated 
Third Class Mail Users today, 
attacked “inefficiency and waste” 
in the Post Office Department, de- 
nied that Postmaster General Ar- 
thur Summerfield has reduced the 
postal deficit $1,000,000 a day and 
\praised direct mail as the small 
business man’s ad medium. 

Sen. Johnston, chairman of the 
‘Senate post office and civil serv- 


in MONTREAL... 


independent research 


proves that the Star does 
your coverage job in the 


English market. Ask your 
nearest O'Mara and Orms- 
bee office for a copy of the 


Star's latest market study. 


The Montreal Star 


Rem esented nationally by O'Mara and Ormsbee Inc. 


jice committee, asserted that, un- 


Advertising Age, September 19, 1955 


i\like the administration, Congress _ 
“has refused to be stampeded into 


hasty and ill-advised action. 

“It has stood firm in the face of 
the severest pressures by the ad- 
ministration to have legislation en- 
acted divesting Congress of the 
rate-making power and hiking 


: 
mail rates to ruinous levels,” he) 


said. 

“If, as many qualified observers 
believe, $250,000,000 can be saved 
by the elimination of waste in the 
postal establishment, it is unfair 
to the taxpayer to do nothing 
about it and then require the users 
of the mails to pay for such waste 
through increased rates. 


a “The keystone of the adminis- 
tration’s present program is what 
they choose to call ‘temporary’ 
rate increases. The enactment of 
this rate bill would only com- 
pound the ills which plague our 
postal service. 

“There would be a _ declining 
volume of mail and, at the same 
time, a spiraling of postal costs. If 


CHAMPION Sets the Pace in Papermaking 


Firing oyster shells for lime at Champion’s Texas Division. 


Complex chemical recovery system 
results in whiter paper and greater savings 


To provide you with superior yet economical papers, 
Champion maintains chemical recovery plants within 
each of its pulp mills. Chemicals used in the various 
stages of papermaking are salvaged and used again. 
These moneysaving methods plus careful control of 
every step in the papermaking process enable Champion 
to maintain its leadership in the papermaking industry. 


CHAMPION’ PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY ° HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, 
Cincinnati, Atlanta, Dallas and San Francisco. Distributors in every major city. 


d’ Arazien 


Symbol of leadership in papermaking 


‘Congress should relax its inquiry 
into postal problems, top officials 
would continue to ignore defects 
which are so costly and make for 
such poor postal service. 

“Testimony is available from all 
sides to show that Mr. Summer- 
field has played fast and loose 
with the facts to trick the public 
into believing that the postal es- 
tablishment, under his guidance, 
has achieved almost revolutionary 
improvement.” 

Sen. Johnston said that a large 
part of “savings” reported by the 
Post Office Department actually 
had been accomplished by trans- 
ferring $70,000,000 of airmail sub- 
sidies from the postal balance to 
the Civil Aeronautics Board and 
moving $36,000,000 in franked and 
penalty mail off the postal ac- 
counts in a “bookkeeping transac- 
tion.” 


@ Actually, Sen. Johnston declared, 
many of the services given by the 
Post Office are not true deficits 
at all but are government services 
equivalent to the maintenance of 
lighthouses. 

“We know that rural free deliv- 
ery was established to serve mil- 
lions of people remotely situated 
throughout America,” he _ said. 
“The Congress knows that this 
service will never be able to show 
a profit. We should stop calling 
the cost of these needed services a 
deficit ... 

“Post Office Department officials 
have made a bogey man of the 
postal deficit. If they would only 
announce—as they should—that 
their department creates more in 
|wealth, taxes and employment 
than any other federal agency, 
people would realize that for mil- 
lions spent, billions are earned.” 

Pointing out that “direct mail 
today is the second largest adver- 
tising medium, surpassed only by 
newspapers,” Sen. Johnston de- 
clared that the “phenomenal 
growth of direct mail undoubtedly 
‘stems largely from the fact that 
thousands of small business men 


/have been able to use it profitably. 
| 


e “Large corporations,” he said, 
“have advertising budgets which 
permit nationwide television, ra- 
dio and magazine coverage. Direct 
mail permits the smallest company 
_to market its goods in any or every 
‘part of the nation on a small budg- 
| 

“In this era of big business 
|mergers, it is essential that small 
/business men be encouraged and 
protected.” 


|MacNaughton Whisky in Drive 


| Schenley Import Co. will use 
four-color pages in Cue, Esquire, 
The New Yorker, Social Spectator 
and Time to stimulate holiday sales 
of its Canadian MacNaughton 


+whisky, to be featured in a new 


gift decanter. In November, news- 
papers and outdoor posters will 
also be used in key markets. L. H. 
Hartman Co., New York, is the 
agency. 


R&R Names Thomas Hopkins 

Thomas R. Hopkins has joined 
Ruthrauff & Ryan, San Francisco, 
as creative director and member 
of the plans board. He formerly 
was on the creative staff of J. 
Walter Thompson Co. and Biow 
Co., both in San Francisco, and 
prior to that was manager of the 
Omaha office of Beaumont & Hoh- 
man. 


Ward Appoints Truitt 

Arthur H. Truitt has been ap- 
pointed retail sales promotion 
manager of Montgomery Ward & 
Co., Chicago. Mr. Truitt has been 
sales promotion manager of G. Fox 
|& Co., Hartford, Conn., department 
store, for the past eight years. 
Ward also has named John A. 
Martin media director of the retail 
advertising department. 
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Advertising Age, September 19, 1955 


TWELVE-PACK—A 12-bottle carry- 
home carton has been designed for 
Gulf Brewing Co.’s Grand Prize 
beer by Foote, Cone & Belding, 
Houston. This handy carry-home 
carton is made by Atlanta Paper 
Co., leading manufacturer of carry- 
home cartons. 


Red & White Stores 
Promote Own Brands 
with Page in ‘Life’ 


CuHIcaGco, Sept. 13—Red & White 
Corp., voluntary grocery distribu- 
tion organization, will run a color 
page in the Oct. 24 issue of Life 
to back up its annual “trainload” 
sale of its private brand food 
items. 

The Life ad, the second in Red & 
White’s history, is part of the 
group’s progam of expanding the 
promotion of its controlled Red & 
White brand line. 

The 5,200 R&W grocery retailers 
stock about 1,800 controlled brand 
items. 

It has been their policy, in re- 
cent years, to attract customers 
through co-op advertising of na- 
tionally advertised brands. About 
2,000 newspapers in the U.S. and 
Canada are used for this purpose. 

But the name brands fade into 
the background inside the store. 
Here, in promotion by in-store dis- 
plays, the R&W brands get the big 
play. 

Red & White says it learned this 
“advertise to attract—merchandise 
to sell” technique from the chains. 


8 Last spring, R&W got deadly se- 
rious about meeting chain competi- 
tion and hired Frank I. Brown, 
who had been sales production 
manager of the Chicago branch of 
Kroger Co. (AA, May 23). 

Mr. Brown, as director of ad- 
vertising for Red & White, is now 
reorganizing the advertising func- 
tions of the organization. These 
had been dispersed among the top 
management and had been given 
sketchy treatment for the most 
part. 

Soon—again following the 
chains’ lead—R&W will hire a su- 
permarket specialist to give an 
added push to the drive the organi- 
zation is making to bring more 
big markets into its fold. 


® Despite its large size and the 
relative ease with which it buys 
canned items for private marking, 
R&W still has trouble meeting the 
chain controlled brand prices. This, 
plus the problem of educating its 
retailers to give the private brand 
top priority on the shelves, is still 
R&W’s big headache. 

Herbert T. Webb, general man- 
ager of the company, optimistical- 
ly estimates that total retail vol- 
ume for all R&W stores this year 
will hit about $3 billion. Last year, 
the group chalked up a gain of 
15.7% in volume over the year 
before. This, Red & White says, 
compared favorably with 
7.3% volume gain made by the 


the | 


Tobacco Distributors 
Sponsor School tor 
‘Shirt-Sleeve’ Selling 


NEw York, Sept. 13—Twenty 
‘lucky tobacco salesmen will learn 
\“shirt-sleeve level” selling this 
fall in a special school sponsored 
by the National Assn. of Tobacco 
Distributors. 

“Students” for this school will 
be chosen in a nationwide con- 
test. Faculty members will be 
picked from the cream of all, in- 
‘dustries, according to Joseph Ko- 
‘lodny, NATD managing director. 

The school, which will remove 
Sales training from “the theoretic 
ivory-towered plane” and bring it 
down to “the ‘shirt-sleeve’ level 
where textbooks give way to 
tested methods, techniques and 
approaches,” will get under way 
during the week of Oct. 2 in New 
York and Atlantic City, Mr. Ko- 
lodny said. The school term will 
last three days. 


The school will not be all work 
and no play, Mr. Kolodny said. 
Each evening the salesmen will be 
wined and dined in “internation- 
ally-known restaurants and cab- 
arets.” 


® The “faculty” will consist of 
Philip B. Schnering, exec. v.p., 
Curtiss Candy Co., Chicago; F. G. 
Carter, general sales manager, 
R. J. Reynolds Tobacco Co., Win- 
ston-Salem, N. C.; L. E. Parkhurst, 
general sales manager, American 
Safety Razor Co. New York; 
W. M. Howard, general sales man- 
ager, Diamond Match Co., New 
York; Francis X. Whelan, credit 
manager, American Tobacco Co., 
New York. 

Also, Alden James, director of 
advertising, P. Lorillard Co., New 
York; Charles H. Brinkman, sales 
manager, Rowe Mfg. Co., New 
York; Herbert M. Stein, general 
sales manager, Ronson Corp., New- 
ark; Michael Keith, sales promo- 
tion manager, Philip Morris Inc., 
New York; John F. DesReis, pres- 


ident, Consolidated Cigar Sales 
Co., New York; Ronald G. John- 
son, wholesale sales manager, Gil- 
lette Safety Razor Co., Boston; 
Bernard Sless, sales manager, Rus- 
kin-Melba division, Bayuk Cigars 
Inc., Philadelphia. 


Nona Kirby Adds Four Stations 

Nona Kirby Co., Boston, has 
been appointed New England rep- 
resentative for four Vermont radio 
stations. They are WHWB, Rut- 


land; WTWN, St. Johnsbury; 
WIKE, Newport, and WNIX, 
Springfield. 
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YOUR PROSPECTS 


IN THE NEW YORK AREA are now listed 
for fast, direct contact in the New GUIDE. 
if you sell Advertising Essentials or Sales Aids 
Subscribe Now to this service. 
> Major firms and advertising agencies indexed. 
> Over 10,000 executive buyers’ names and positions. 
> Published annually with supplements. 
1956 EDITION NOW AVAILABLE. 


First comprehensive 
and authoritative Guide 
of its kind ever pub- 


Write for Guest 
Tickets or Exhib- 
itor’s Information 
for the 4th Annual 


Advertisin Essen- owe In a durable 
tials Show, ound book with bi- 
NOVEMBER monthly supplements. 

Smee Limited charter sub- 
Tee Biltmore, N.Y. C. 


scriptions now at $35. 


AOVERTISING TRADES INSTITUTE, Inc. 
© Park Ave., New York 17,N.¥.  MUrray Hil! 8-008! 


= 


The NATIONAL TOY JOBBER— Quick, sure way to get toy distribution. 
Circulation includes 6,500 toy wholesalers, 2,000 toy manufacturers, 
600 sales reps. The only trade paper giving blanket coverage of the 
wholesale toy field, manufacturers and reps. All ods keyed to Reader 


Service Card. 


SOUTHERN TOY JOURNAL—Over 4,700 circulation in the big 14- 
state Southern toy market covering all retail, chain, dept. store and 
wholesale outlets. Reed and supported by all Southern toy people. 


P.O.Box 4411 
Pine & Luckie Sts. 
Atlanta, Ga. 


545 Fifth Avenue _ 
New York 17, N.Y. | 
Murray Hill 7-6865 


them. 


of Oklahoma City, writes, 


doing a great job.” 


Southwest. 


o"Live™ 


| 


chains and the 5.2% average in-| 


crease experienced by independ-_ 


ents. 


These eager readers gather 'round when Ferdie 
Deering, Farmer-Stockman Editor, talks (or writes), 
because he always has something of value to tell 


In a recent letter to Editor Deering, Mr. L.J.M. 


Stockman with great interest, particularly your own 
editorial comments and articles. I think you are 


Editor Deering roams the Southwest, keeping his 
finger on the pulse of the people. . 
their wants and needs. This first hand information 
helps him put real “meat” into his articles because 
he knows the people and how to help them. 


This “circuit-riding’”’ editor wins eager readers for 
the Farmer-Stockman by building trust and con- 
fidence in what the Farmer-Stockman says ... and 
what it sells. One of the many good reasons why 
the Farmer-Stockman sells products best in the rural 


because they are paid-in-advance subscribers . 


carried in arrears. None sold with gadgets or premiums. 


Owned and Operated by The Oklahoma Publishing Company: The Daily 
Oklahoman, Oklahoma City Times, WKY, WKY-TV, WSFA, WSFA-TV. 
Represented by The Katz Agency. 


LAr READERS ? 


yes, and “live” 


ones, too.” 


“T read your Farmer- 


. determining 


. none is 
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Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 
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Report on Agencies’ Evaluation 
of Copywriters Over 50 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

Several months ago, I had an interesting 
research project suggested to me by Walter 
A. Lowen, placement specialist. His pro- 
posal read in part as follows: 

“Some of the brightest minds in crea- 
tive copy are men past 
50. These men continue 
to turn out top-flight 
advertising campaigns, 
and yet I have found 
from experience that 
many a top-flight copy- 
writer past 50 has one 
hell of a time making a 
good connection. 

“If, with the help of 
the research depart- 
ment of AA, you could find out how suc- 
cessful agencies evaluate copywriters over 
50, and then wrote an article around what 
he statistics revealed, I believe that an 
immense amount of good would be ac- 
complished for the older creative copy 
»eople.” 


James D. Woolf 


# We wrote to a number of representative 
gencies along the general lines of Mr. 
owen’s letter. Here are the statistics: 

33 agencies replied, all of them writing 
it considerable length. 

22 of them have copywriters over 50 
years of age. 

Of the 11 agencies not at present having 
any copywriters over 50, only one owns 
up to a moderately biased attitude against 
writers who have passed the half-century 
mark. 


No Policy Against the Oldsters 

None of the 33 agencies appears to have 
a firm and established hiring age policy. 
Typical is this reply from Grey Adver- 
tising Agency Inc., New York: “As for 
our staff of copywriters at Grey, we have 
few at the moment who have passed the 
50-year mark. But that is not a matter of 
policy. Grey is interested in putting to 
work on behalf of its clients’ advertising 
problems the best creative talent avail- 
able. In selecting people for our shop, 
many factors, of course, are taken into 
consideration. Greatest emphasis, how- 
ever, is placed on creative ability—re- 
gardless of age.” 

John B. Gray, Maxon Inc., Detroit, says 
nis shop has two writers well into their 
$0s, and another retired at 65 last spring. 
“For my money,” he says, “anyone who 
has a flair for this business and has enough 
experience behind him to make his judg- 
ment sound, can do a good job, no matter 
what his age.” 


® The v.p. in charge of copy in one of the 
country’s largest agencies, who asks that 
we withhold its name, says that his agen- 
cy has three print writers over 50, no 
commercial writers that old, but adds: 
“Of course, some of our supervisors in 
both commercial and publication copy are 


in their 50s. I feel that date of birth has 
very little to do with quality of writing, so 
long as the writer has lived long enough 
to know how adults, as well as younger 
people, feel and think. If you want a 
platitude, it’s attitude and not years that 
count. Our oldest writer is actually 
‘younger’ than many of ovr younger mem- 
bers.” 


Not Enough Elder Statesmen 

Crane Haussamen, v.p., C. J. La Roche 
& Co., New York, contributes this inter- 
esting viewpoint: “I think there are not 
enough elder statesmen in the advertising 
business who are still actively writing 
copy. Too many of them have been seduced 
into contact or agency management jobs. 
The reasons for it are obvious, and they 
have mostly to do with money or power. 
These are understandable reasons. But 
taxes make money mean less than it did. 
And the blandishments of power, as many 
agency executives will testify, are often 
more conducive of ulcers than of happi- 
ness... Part of the fault lies in the as- 
sumption that, with the passage of time, 
a creative person kind of ‘graduates’ to 
something else in an agency. This is 
wrong. If creative men do grow better as 
they grow older, it seems to me that the 
creative field itself is sufficiently impor- 
tant to take their full time.” 

Kenneth W. Slifer, N. W. Ayer’s able 
manager of copy, appears to agree with 
Mr. Haussamen. He writes in part: “I be- 
lieve that advertising writers should (and 
usually do) grow better as they grow 
older, like any other crafstmen. I don’t 
believe my conviction is simply the re- 
sult of the fact that I'll be 50 in 1955. I 
can well remember, as a young copy- 
writer, envying the knowledge, assurance 
and competence of much older, more ex- 
perienced men. (I sometimes suspect the 
preference for young writers simply re- 
flects the fact that they are lower- 
priced...) Of the 48 print copywriters for 
whom I am responsible, seven are over 50. 
Their ages are 51, 52, 54, 55, 62, 63, 74.” 


A Mistake to Kick ‘em Upstairs 

Leo Burnett’s Bill Tyler also agrees 
with Mr. Haussamen. “Once a copywriter 
becomes really great,” he says, “he is 
customarily rewarded with an executive 
title and turned out to executive pasture. 
He becomes a judicial character who 
passes down opinions rather than hustles 
up ideas. True, life is easier this way 
and banging out campaigns is hard labor, 
but it seems criminal to us to see great 
creative ability go to seed just as it 
reaches maturity, if we may indulge in a 
flowery metaphor... To imply that the 
best thinking in advertising comes from 
youngsters is a curious myth foisted on 
the profession by middle-aged creative 
men who want out of harness and to pass 
the hard work on to their juniors in such 
a way as to make the young actually re- 
joice in wielding the pick... To us, the 
term ‘finished writer’ does not mean some- 
one who is done with writing, but some- 
one who is really set to produce great 
things.” 


Older Writers Can Take More 

Do the younger writers excel in capa- 
city and stamina? “No,” says Gilbert H. 
Williams, creative director, James Thomas 
Chirurg Co., Boston. “The old can ‘take 
more’ than the young,” he says. (I have a 
private belief that each man has a capa- 
city expressed in the total amount of work 
he can produce over a 30-day period or 
thereabouts.) The agility for compressing 
this output into a week or ten days if need 
be and still maintain a useable level of 
quality is greater among the mature of 
equal 30-day capacity with the young. 

“The young are more stubborn,” says 
Mr. Williams, “It is comparatively easy 
to show a mature writer why a particular 
approach won’t do, because he is apt to 
know the whole advertising situation 
better. A younger writer will stick to his 
guns because he likes his idea and to hell 
whether it fits the problem or not... I 
think it is only fair to say that most of the 
fresh, original, useable thinking and ideas 
come from the older group, though I do 
think the young have a better ‘ear’ for 
language than the old.” 


a Inasmuch as the 33 reports from agen- 
cies run to a total of more than 75 single- 
spaced typewritten pages, only a fraction 
of the material can be included in this li- 
mited space. However, excerpts quoted in 
this article are typical of the lot. None of 
the agencies, as I have said, has a firm 
hiring policy against men and women over 
50. The general attitude is summed up 
pretty well by Julian L. Watkins, crea- 
tive director, Campbell-Ewald Co., De- 
troit. Here is Julian’s letter in full: 

“Age? Let’s see... 

“Ike is 64. Doing a pretty good job. 
Probably be drafted for a second term. 

“And there’s a guy in England named 
Churchill who did a pretty fair job for 
England, and the world, when he, too, was 
past 60. 

“Stanley Resor still works a full day 
at 74. 

“Jim Young has no peers at 60-odd as a 
copywriter. 

“You can argue age on both sides of the 
fence. The same goes for youth. In my 
opinion, both youth and age are greatly 


Employe Communications... 


Job Evaluation 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

As more and more companies find 
themselves at the bargaining table this 
year, confusions over such matters as time 
study and job evaluation keep rising. 
Prior to negotiations, some local unions 
have lathered up the membership over 
these allegedly irksome practices, and 
grievances have piled high as a result. 
Accumulated grievances help bring about 
the disturbed climate in shops that man- 
agement dreads to see. 

Some concerns are privately admitting 
to themselves that they have done a poor 
job of explaining new practices when 
they are installed. One company has re- 
viewed the communications program it 
used in introducing job evaluation in the 
plant, and has come to the distressing 


Woolf Reports on Copywriters 
Object Lesson in Typography 
Color TV—But Not Soon 


Weiss Predicts New Giveaway Plan 


overrated, as such. Brains, once demon- 
strated, never lean on the age factor. 
“There were two football coaches at 
Notre Dame: Rockne and Leahy. How old 
were they? It was they who put the will 
to win into 19 and 20-year-old kids. Terry 
Brennan may do as well; we'll see. 


® “Here, we've got six guys over 50, all 
writing copy, and all turning out stuff that 
has more poise and guts than you’ll find 
in the tons of average stuff turned out 
by younger men. One is 69; two are just 
past 60. 

“I’m for kids. I’m for old guys, too. Old 
guys, if they haven’t died on the vine, will 
give you the leadership and inspiration, 
and thinking, that is all-important in 
planning and producing effective adver- 
tising. 

“Maybe the old guys can’t stay out as 
late, can’t drink as much, can’t ring door- 
bells (and why should they?), but as for 
me, I’ll hope to hire anybody who can 
think and write whether he, or she, is 
15 or 50. 

“ ‘Find the man.’ Phil Lennen, you're 
still right!” 


My Own Point of View 

What is my view on the question? Well, 
here it is—in the words of Rosser Reeves, 
creative director and partner, Ted Bates & 
Co., New York: 

“I think the older group has just as 
much of the creative spark; they seem to 
be just as fresh and original; and, in addi- 
tion, they have a valuable quality which 
most of the youngsters lack—they are 
ring-wise, and much less prone to go soar- 
ing off into the wild blue. ‘Soaring off into 
the wild blue’ can cost clients, as you 
know, a good deal of money.” 

Mr. Reeves proves that he means what 
he says with these statistics: One-third 
of the creative people in the Bates agency 
are over the 50-mark; another one-third 
are in their middle 40s. 

“If there is a theory,” says Mr. Reeves, 
“that the youngsters are the bright, hot 
creative people, to the exclusion of our 
elders, it is certainly not borne out here in 
the Bates agency.” 


in the Limelight 


conclusion that it muffed the ball com- 
pletely. The plan was installed without 
an adequate introduction of its aims, of 
the industrial engineers, of the method of 
operation. Plant supervisors, who should 
have been tipped off in advance, were left 
completely in the dark. While the grape- 
vine picked up the report that job evalua- 
tion was a wage-cutting practice, a meth- 
od to eliminate manpower or a system 
whereby foremen could favor certain em- 
ployes, management remained sternly 
aloof from the tumult. The fellows in 
the shop hated the idea without ever un- 
derstanding what the idea was. Job eval- 
uation went into the dark and despicable 
catalog reserved for such terms as “capi- 
tal” and “profit.” 


® The bald fact is that practically all 
employes—shop or office—don’t feel they 
are paid enough, and you can start from 
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there. That is precisely where the Fluor 
Corp. of Los Angeles started, in explain- 
ing in simple detail the purposes and 
functions of job evaluation. William R. 
Walker, editor of the company’s “Fluor- 
o-scope,” recently tackled the theme real- 
istically, starting off a readable, explana- 
tory article on the subject with the simple 
lead: “So you think you’re underpaid?” 

Step by step, and considerate of each 
human emotion about income, the article 
told the story of job evaluation. Readers 
noted that a representative committee 
keeps a vigilant eye on job evaluation, 
that actually no employe gets overlooked 
in the process. The dozen-odd questions 
that must lurk in the mind of every em- 
ploye about the subject are brought out 


Tips for the Production Man... 


and answered. The editor must have 
realized that not every reader would 
finish the article with a glow of satisfac- 
tion. He was aware that certain employes 
would consider themselves neglected or 
overlooked, but he felt confident that 
some of the smoke had been cleared away. 

When the bargaining sessions of 1956 
are over (and speed the day!), commun- 
ications people in general should know 
more than they do now. They should be 
able to identify and classify the weakness 
of management that can be strengthened 
through better communication. They 
should be able to put their fingers on the 
deep, gnawing irritations and do sume- 
thing about improving them. Job evalua- 
tion is one of these. 


Object Lesson in Typography 


By Kenneth B. Butler 


(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, III.) 


One of the consistently better jobs in 
layout and typography in technical paper 
advertising and in product literature is 
being done by the pharmaceutical labor- 
atories. A look-see in medical journals is 
worth the time as a show-window for 
award-winning physical presentations. 

Considering the conservatism of the 
medical field, this is all the more surpris- 
ing. 

Pharmaceutical advertising manages to 
be colorful, sprightly, and full of presen- 
tation ideas—yet basically in good taste. 
While the total effect appears restrained, 
the industry manages to get across its 
trade names with adept spotlighting. 


® The Creative Man should like pharma- 
ceutical advertising generally; it tells 
about its products frankly and directly 
and unashamedly. Schering, in advertis- 
ing its Chlor-Trimeton Repetabs, says 
simply: “For hay fever patients... pre- 
serve summer pleasures with these ad- 
vantages.” 

Illustrations are simple, neat, and illus- 


On the Merchandising Front... 


trative. When illustrations are impractical 
to use, type or design effects are employed 
to serve the same purpose. 

An analysis of type family selections in 
pharmaceutical advertising reveals that 
modern faces are used with just as telling 
effect as traditional types. Copy blocks 
are kept brief, well line-spaced, medium 
in weight, and well dispersed in order to 
eliminate any impression of copy heavi- 
ness. 

Generous use of white space, well dis- 
tributed, adds to the feeling of quiet but 
impressive reserve. 


® Further support is given to the digni- 
fied presentation by the use of frequent 
vertical alignments of copy blocks and 
headlines. This simple layout device tends 
to knit together various layout units, giv- 
ing a feeling of modern but restrained 
organization. 

Color, likewise, is used in a restrained 
fashion, being used principally for head- 
lines or trade names, house symbols, or 
in illustration. 

The production man who doubles in 
brass as layout man will find some inspir- 
ing ideas by looking over some of the 
things that the boys in their field are 
turning out. 


Giveaways to Capture Salespeople's 
Interest Are on the Way 


By E. B. Weiss 
Merchandising Consultant 


With the giveaway receiving the bless- 
ing of the Post Office and jumping into 
high gear both in electronic and print ad- 
vertising, it probably will not be long 
before the giveaway principle is em- 
ployed on a giant scale in a plan to cap- 
ture such cooperation as may be won 
from salespeople. 

Whether or not the term “lottery” may 
be correctly applied to the newest of the 
giveaway programs—and, actually, this 
is merely a question of semantics because 
every lure of the lottery is present in 
these plans—there is every reason to ex- 
pect that lottery techniques designed to 
capture salesperson interest will soon 
spring up. I can picture programs involv- 
ing $100,000—and more—in dramatic new 
forms of P.M.’s and spiffs. I think such 
“merchandising” plans will be announced 
soon; indeed; I wouldn’t be a bit sur- 
prised if this were to happen before this 
column appears in AA. 

And I am certain that huge lotteries 
will apply a spur successfully to sales- 
people. In other words, these campaigns 


will pay out for their sponsors—at least 
initially. They will pay out, not because 
they will overnight transform the medi- 
ocre talent available in today’s labor 
market for retail selling into star sales- 
people, but simply because they will en- 
courage some thousands of floor people to 
make a few intelligent remarks in a 
reasonably courteous way about a specific 
brand. And even in this self-service, self- 
selection age, that sort of achievement 
cannot do otherwise than to provide a 
positive sales stimulant. The numbers in- 
volved, rather than the quality, will 
turn the trick. 


s But once this particular merchandis- 
ing-promotion ball gets rolling, it will not 
be long before it runs into a barrage of 
opposition. The opposition will consist of: 

1. Retailers (wholesalers, too, where the 
technique is applied to wholesale sales- 
men) who will object because they will 
contend—and properly—that their em- 
ployes are being bribed to give special 
attention to a brand. Retailers will also 
object because they will not like partic- 
ularly build:ng up the “easy money” no- 
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THE RESTRAINED APPROACH—Some typical current pharmaceutical ads show that type 
handling and spacing are important in achievement of a dignified product story. 


tion among their employes; they will 
contend—and again quite properly—that 
there is too much of this attitude preva- 
lent right now, anyhow. 

2. Smaller manufacturers, who will not 
be able to lay $100,000 and more on the 
lottery line, will begin to burn the wires 
to Washington—and those wires will not 
be “filed for future reference.” No, in- 
deed—they will not go unheeded, par- 
ticularly in the election year of 1956! 

3. Various congressional committees, 
including the several small business com- 
mittees, will perk up their ears, both 
because they will smell a political op- 
portunity and because they will be prod- 
ded by some of their constituents. 

4. Quite certainly, various church and 
social groups will soon launch attacks on 
the extension of the lottery, both with 
respect to its extension to the general pub- 
lic and to the trade. In this connection, it 
is common knowledge that the spectacu- 
lar success of the $64,000 question show, 
plus other giveaways that are more near- 
ly lotteries planned for television and 
radio, plus the lotteries already an- 
nounced for consumer programs by sev- 
eral giant advertisers, will send this na- 
tion on a lottery binge. And wherever a 
binge of any kind appears on the horizon, 
the professional reformer is never far 
behind! 


The whole lottery concept will, o 
course, ultimately fall of its own weight. 
aided and abetted both by attacks on it 
by pressure groups and by its abuse. But 
in the meantime, it will once again con- 
stitute a drain on the advertising budg 
because, directly or indirectly, these lc 
tery funds come out of the ad budget, a 
of course does the promotional cost in- 
volved. 

,. 

® And this, as I see it (leaving aside the 
moral issues involved) is the deplorabk 
aspect of this get-rich-quick scheme fc 
marketing. At a time when the _ broac 
trend of retailing is away from persona 
floor selling, thus putting an increasins 
responsibility on pre-selling of brand 
through advertising, the ad budget wil 
once again be milked of the funds re. 
quired to do its broadened job. 

Putting vast sums into the utterl: 
hopeless task of winning a sustained im- 
provement in retail floor selling (as wel! 
as the largely unnecessary task, sinc 
practically all major retailers are operat: 
ing on the premise that display of know: 
brands will sell better and more thai 
all of the salespeople in retaildom) can. 
not possibly work out as an investinen 
as sound as the consistent creation of 
steady consumer demand and consume. 
preference. 


Looking at Radio and Television... 


Don't Look for Color 


By The Eye and Ear Man 


The question of color is up again. More 
than a year ago this column had the du- 
bious distinction of prédicting an output 
of color sets in response to mass demand. 
The manufacturers said—usually in four- 
color language—that we were cockeyed. 
They turned out to be right. The predic- 
tion was completely wrong. About the 
only color this Cassandra had to show for 
the dust-up was a red face and a few 
black-and-blue marks that haven’t dis- 
appeared. 

Nevertheless (set condition red!), leave 
us have another look at the color tv mar- 
ket, and see what some other forecasters 
are saying. 

It continues to be fhe opinion of lead- 


ers in television that the color boom wi 
be significant, once the majority of man 
ufacturers agree on standards and begi 
mass-producing color sets. The early ob 
jections to color have been or will b 
overcome. The sets will have at least 21 
screens and will be absolutely compatible 
Judging from the RCA demonstration: 
they are good sets and the price will b 
equitable. 


s Programming, so far, has been errati 
and disappointing. This year both CBS 
and NBC have announced plans to put 
all spectaculars, as well as the NBC five- 
a-week daytime hours titled “Matinee,” 
in color. NBC has increased its color 


schedule five-fold. The daytime show, es- 
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More business is done on Hammermill Bond than on any 
other watermarked bond. Business leaders everywhere prefer 
its clearer typing, cleaner printing, superior looks. Follow 
the leaders with the leader: Hammermill Bond. Hammermill 


Paper Company, Erie, Pennsylvania. 


...yet wmMERM, 
wh BOND ea more 


—and actually less than many other watermarked papers 
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The Brightest Colors Stay That Way 

On Hammermill Offset 
Whiter, brighter and more opaque than most offset 
papers, Hammermill Offset recreates beautiful colors 


with striking realism. It has exceptional ink 
receptivity and dimensional stability. Printers also 
appreciate its freedom from fuzz and lint, its fine 


performance on the press. Get Hammermill Offset 
in Wove, Handmade, Homespun, Pearl, Laurel or 
Linen in your choice of weights and sizes. 


HAMMERMILL OFFSET for the finest color printing 


Manufactured by 
Hammermill Paper Company: Erie, Pennsylvania 


Printed on Laurel finish, Substance 80, Hammermill Offset 
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pecially, will allow department stores to 
demonstrate sets via an important pro- 
gram at a time when they normally do 
business. In New York, stores selling 
color sets have already invited the public 
in to mass demonstrations on nights when 
a spectacular is playing. 

Many stations have color transmission 
equipment. The closed-circuit boys have 
promised stations and sets in color to 
customers using network facilities—espe- 
cially for promoting color shows. These 
stations at last have an opportunity to 
show their transmission to the public as 
color sets are delivered to them in great- 
er quantity. 

Most agencies and their clients have 
experimented with color commercials. 
Some of those who have not, are planning 
to do either film or live experiments at 
the earliest possible moment. Some pack- 
age designs may be changed, based on the 
results of this experimentation. 


® What, then, is the 1956 outlook for 
color? Having been wrong once, we still 
venture this opinion: It is impossible to 
go along with the optimism expressed by 
RCA. The iron law of economics remains. 
What manufacturer is going to tool up 
for the never-never land of color televi- 
sion as long as the industry can sell 7,000,- 
000 profit making b&w sets in a single 
year? There still is a substantial market 
for second sets, as well as new television 
homes. Until that demand is supplied, 
b&w sets can continue to be sold. 

It is true that in heavily saturated 
metropolitan areas the demand is dwin- 
dling and super salesmanship or deals are 
essential to making a sale, but it is also 
true that it looks as though these markets 


can be milked for another year. Will the 
consumer pressures mount? Not if they 
can’t see a color show and can’t realize 
what an improvement color is over black 
and white. The grim fact is that, thanks 
to the reluctance of the manufacturers to 
turn out even a handful of color sets, very 
few people have had a color demonstra- 
tion. What you don’t see you don’t buy— 
especially at $700 to $1,200. In fact, the 
consumer has been publicly advised: 
“Wait. Color isn’t ready.” “Black and 
white is better than ever.” “Expensive 
repairs are necessary on the experimental 
color models,” etc., etc. 


® So far, only RCA has clearly announced 
its intention to “mass” produce color sets. 
General Electric isn’t ready. CBS-Colum- 
bia seems in no hurry. Phileco and 
Admiral appear to be waiting, with Philco 
working on a single gun model which has 
remained mysteriously quite for a year. 
Motorola plans a modest production. 
Westinghouse was burned and is cautious, 
Zenith usually waits to see who’s ahead, 
DuMont is being reorganized, so who will 
join RCA? It looks as if there is going to 
be a lot of waiting and seeing what the 
other fellow will do. 

Shake hands with a coward. Color 
television in quantity is still some years 
off. Only a slump in the sale of b&w sets, 
the introduction of good color shows to 
well-heeled consumers who will insist 
on a color set, or an enthusiastic sales 
program on the part of all manufacturers 
will expedite matters. It now looks as if 
1957 is the time. This prediction is made 
with the greatest feeling of reluctance and 
with a strong feeling that the manufac- 
turers have let the public down. 


Is It Time for a Truce 
in the Creative-Research War? 


By Richard D. Crisp 

Although the advertising agency busi- 
ness is a service business, success in it 
depends heavily on the quality of a prod- 
uct. That product, of course, is the adver- 
tising the agency prepares for its clients. 

The standard of quality of an agency’s 
product has, for the agency, a life-or- 
death importance which cannot be mini- 
mized. 

If an agency prepares outstanding ad- 
vertising for a client, the agency is likely 
to keep the account. If the advertising is 
mediocre or worse, the agency is likely 
to lose the business. This is true no matter 
how excellent the agency’s performance in 
other areas such as merchandising and re- 
search. 

Since these are facts of advertising life 
which most agency people recognize, how 
does it happen that agencies by and large 
do so little research on their own product? 


® Part of the answer has its roots deep 
in the tradition of the agency business. 
The key people in the advertising business 
have always been the creative people. 
They have understandably high confidence 
in their own judgment. They recognize no 
need to have that judgment measured on 
any yardstick but their own appraisal of it. 

Part of the answer lies in a lack of in- 
formation. Suppose that you were an 
agency executive and decided you were 
going to use some research to evaluate a 
proposed campaign. How would you pro- 
ceed? You’d consult some research people? 
Fine—but you’d be likely to get as many 
and different recommendations on direc- 
tion as the number of research people you 
consult. 


w So life goes on in the agency business. 
Everyone is for research—“good, sound 
research,” of course—just as everyone is 
against sin. And meanwhile lots of agen- 
cies prepare and lots of clients approve 
advertising which is weak or worse. 
After years of work in the field of ad- 


vertising research, this I believe: It is 
neither difficult nor expensive to find 
out what ideas... what message, if any, 
a given advertisement delivers. This I also 
believe: A little research on most ads, 
carefully studied by the creative people, 
can contribute to substantial increases in 
the sharpness with which the copy man’s 
ideas are delivered. 

For many years there has been unde- 
clared war between copy men and adver- 
tising research. Copy men assert that all 
the research in the world has never pro- 
duced a single great creative idea. Who’s 
arguing with them? The charge that re- 
search will “fence in” the creative man 
is often levelled. I think that’s a lot of 
nonsense. Life is getting more complicated 
in the advertising business. There are 
many fences today which didn’t exist a 
decade ago. But advertising research didn’t 
erect them. 


® Sometimes creative people charge that 
research men underestimate the impor- 
tance of the creative force in advertising. 
This is where I pick up my howitzer. My 
own view is that creative people tend to 
underestimate the importance of the crea- 
tive force in advertising. 

Combine the years of service in the 
advertising agency business of some of the 
top creative men whose comments (fre- 
quently including a heavy seasoning of 
anti-research salts) have appeared on the 
feature pages of ADVERTISING AGE over the 
last few years. You know their names as 
well as I: Walter O’Meara, Walter Weir, 
John P. Cunningham, Jim Woolf and many 
others. The resulting digit has three fig- 
ures ...and the first one is a big one. 

Over the years, these top creative men 
have been turning out advertising. Much 
of it has been vigorous, effective adver- 
tising. The total volume of advertising has 
risen to near-flood levels. New media 
have contributed added penetrative power 
to the creative message. 

Is it unreasonable to assume that the 


force of that advertising has penetrated, 
even saturated, the consumer’s mind? Is 
it unreasonable to expect that over the 
years there have been many changes in 
people’s attitudes toward different kinds 
of advertising? Is it unrealistic to recog- 
nize that advertising itself has been one 
of the primary forces influencing those 
changes? 

I don’t think so. 

It seems to me that the creative man 
who prefers to rely on his own years of 
experience is underestimating the scope 
of his own past influence. It is he who is 
underestimating the scale of changes to 
which he has contributed. 


® Research can easily keep creative men 
informed of the nature and scale of 
changes in consumer reaction to different 
advertising approaches. When it is so used, 
advertising research is likely to represent 
a sound investment even though it comes 
out of the 15%. 

There is another reason why I feel that 
research on advertising is more important 
today than it used to be. Research makes 
it possible for creative men to appraise the 
reactions to their advertising of the kind 
of people they are trying to reach. 

The agency business pays well. Top 
creative people are almost inevitably far, 
far higher in the socio-economic scale 
than the “typical consumers” at whom 
they aim their appeals. Most people spend 
most of their time with other individuals 
in about the same socio-economic strata 
they are. They know such people best... 
and they often tend to assume that “every- 
one is like me.” This is an assumption 
which research unfailingly punctures. 
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Perhaps I can illustrate this point by 
telling a story on a top creative man for 
whose ability I have a great deal of re- 
spect. We were in a copy conference on 
a problem involving a product to be used 
for dishwashing. Daintiness was one of the 
competitive advantages of this product, 
and one copy approach under considera- 
tion involved a headline about “dressing 
table daintiness while dishwashing.” 

I suggested to this creative man that 
many of the women who wash their own 
dishes don’t have dressing tables, and 
that they would be unlikely to identify 
themselves with this approach. Indignant- 
ly he said, “Everyone has a dressing 
table!” 

To my way of thinking, it’s time for a 
truce in the war between creative men 
and research. Advertising research can 
help creative men do a better job. It has 
no other reason for existing. 

Sometimes it provides evidence that a 
creative idea is a real barn-burner, and 
helps sell the client on okaying an off- 
beat approach. Sometimes it catches a 
“blooper” before it gets into print or on 
the air. Either way, it’s a sort of insurance 
policy. 

Research can help today’s creative men 
make their own advertising more effec- 
tive. When you use advertising research, 
you find that the people you're writing to 
are much smarter than they used to be. 
They’ve changed in other ways, too. The 
advertising that is effective today and to- 
morrow is likely to be quite different 
from yesterday’s classics. How many cars 
do you think “Somewhere West of Lara- 
mie” would sell in today’s automotive 
market? 
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Stopped Athlete’s 
Foot Itch! 


Amazing ‘hospital-tested™ 
cream destroys Foot itch fungi en 
60-second contect . . . instantly 

relieves the itching teot ——~ 


Why endure that agonizing toe 
itch? Hospital teats show TING 
Antiseptic Cream gives instant re 
restores wonderful com 
fort to sore, burning skin and 
cracked, peeling toes 
Laboratory tests also prove that 
TING's remarkable fungicidal ac 
tion destroys Athlete's Foot fungi 
on 60-second contact. Prevents 
spread of infection. Aids healing of 
raw, cracked toes amazingly fast 


TING is a non-greasy, stainless 
“dry cream’ discovery. Simply rub 
on. Dries quickly to powder that 
clings, continues relief for hours 


Buy TING today. Guaranteed re 
sults. Money back if vou are not 
satisfied. At all druggists Only 69¢ 
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(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

At the left you see a clipping from a 
Sunday paper’s magazine section. The 
illustration of the toes pulls the eye to 
the bottom of the page. And you then 
read: “Now many wear FALSE TEETH 
with more comfort.” If you wonder why 
false teeth should be more comfortable 
because you squirt Ting between your 
toes, you are not to be criticized. It’s not 
immediately apparent why that should 
be true. As a matter of fact, investigation 
will convince you it’s not true. 

The makeup man on the newspaper is 
not to blame. 


Looking at the Retail Ads 


By Clyde Bedell 
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It’s simply a case of inversion; wrong 
sequence of things. 

Whenever you put the _ strongest 
element in an ad at the bottom, that’s 
where the reader’s eye is going to ven- 
ture. 

At the right is a better arrangement. 
Some readers might like it better yet, if 
the illustration were above the relative- 
ly grey headline. Either way would be 
better than the way it appeared. 

Where the pic is, at the right, it backs 
up and explains the headline, and in- 
vites a reading of the copy. Where it is 
at the left it invites the reading of some- 
one else’s copy, and suggests forgetting 
Ting’s copy, with or without nausea. 
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PRINTING! 


Call 


tho-print Co. 
Quolity + Service 


710 Se. Federal St. Chicago 5, |! 
Phone WAbash 2-1430 


Harnischfeger Seis 
Up Manufacturing 


Subsidiary in Brazil 


Mitwavxkez, Sept. 13—Harnisch- 
feger Corp., manufacturer of heavy 
industrial and construction equip- 
ment, has formed a Brazilian cor- 
poration to direct its manufactur- 
ing activities in that country. 

The new firm is Harnischfeger 
do Brazil Ltda. It holds a capital 
interest in the Brazilian company, 
Equipamentos Industriais Villares 


S. A., Sao Paulo, which will manu- 
facture MHarnischfeger’s P.&H. 
overhead electric traveling cranes 
and hoists, including all electrical 
components and replacement parts, 
under a license agreement. 

Equipamentos Industriais Vil- 
lares is affiliated with several 
large Brazilian manufacturing 
firms. 


Polk Names Jackson A. E. 
Robert C. Jackson has been ap- 
pointed an account executive in 
the sales section of the direct mail 
division of R. L. Polk & Co., De- 


troit. Mr. Jackson, since 1953 ex- 


TaN Litssy The FARM MAGAZINE ‘oe of J.C. Warren ‘Corp, also has 
IN AMERICA! een wi owles Magazines an 
y TRACTORES Berm a, ally RANCHERS, eae 


PLANTERS, COMMERCIAL FARMERS 
@ THE FARM TRADE @ GOVERNMENT AGRICULTURAL OFFICIALS 
e@ OVER 24,000 AUDITED COVERAGE 
Write for Market & Media File 


OFFICES: NEW YORK * CHICAGO + CLEVELAND + KANSAS CITY * LOS ANGELES Los Angeles. 


Desley Fabrics, has joined Living 


Coast editor, with headquarters in 


SELLING BEST SELLERS BETTER—J. M. Hickerson, head of the agency of 
‘Living’ Names Barbara Boothe| that name, explains to book division salesmen of Meredith Pub- 

Barbara Boothe, formerly head| lishing Co., at recent Des Moines meeting, details of the company’s 
of advertising and publicity of| newest and largest advertising campaign on behalf of its books in 


Ww 20 national magazines and Sunday supplements, including the 
IMPLEMENT & TRACTOR INTERNATIONAL CORP. en hn gg for Young Homemakers as West) company’s own Better Homes & Gardens. Space advertising will be 


supplemented with direct mail, publicity and store displays. 


*Sales Management's Audited Survey, June, 1955 


emer Fi ae ect, 


$112 MILLION was spent over retail food counters last year 
in metropolitan Syracuse alone . . . but, in the 15-county 
circulation area of the Syracuse Newspapers, food 

sales totaled over $374 MILLION! 


There’s just one sure and economical way to sell all that 


big Central New York market of 1.3 million population. 


The Syracuse Newspapers give you 100% saturation coverage 


of metropolitan Syracuse, and effective circulation in each 


of the 14 surrounding counties. No other combination of 


media can do a comparable job at a comparable cost. 


Represented Nationally by MOLONEY, REGAN & SCHMITT 


the SYRACUSE NEWSPAPERS 


WERALD-JOURWAL & WERALD-AMERICAN — THE POST- STANDARD: 


National Shoe Sets 
Print, TV Spot Push 


New York, Sept. 13—National 
Shoes, the nation’s largest inde- 
pendent retail shoe chain, has 
made “record-breaking time and 
space commitments” for fall. 


The newspaper schedule calls for 


weekly pages in the New York 
|Daily News, as well as insertions 


in the dailies of Troy, N.Y., Asbury 
Park and Princeton, N.J., and Dan- 
bury, Conn. The children’s shoe 
line will be advertised in Parents’ 


‘Magazine. 


A schedule of one-minute radio 
spot announcements, featuring the 
company’s “National Shoes ring 
the bell” jingle, will be broadcast 
each day over six New York sta- 
tions, plus 14 stations outside New 
York. On tv, National will continue 
its Sunday morning show, “Time 
for Adventure with Captain Zero” 
(WRCA-TV). 

Although major emphasis will be 
on established price lines, a group 
of high style, higher-priced shoes 
is being introduced, as National 
has found that women customers 
are “trading themselves up.” 


® The fall campaign for children’s 
shoes is built around “actual wear” 
tests and the three seals of ap- 
proval given to the shoes by Amer- 
ican Standards Testing Bureau, 
Parents’ Magazine and the N.Y. 
Podiatry Society. 

National also will distribute 
through its stores a revised edition 
of its public information booklet, 
“How to Care for Your Children’s 
Feet.” 

Emil Mogul Co. is the agency. 


‘55 TV Set Makers 
May Hit New Record, 


Motorola Exec Says 


NEw ORLEANS, Sept. 13—Televi- 
sion set manufacturers may top 
their previous 1950 record year by 
several hundred thousand sets this 
year, according to Edward R. Tay- 
lor, v.p. and assistant to the presi- 
dent of Motorola Inc. of Chicago. 

Mr. Taylor told a meeting of the 
New Orleans Radio, Television & 
Appliance Dealers last week that tv 
set manufacture may reach the 7,- 
700,000 mark, which compares with 
the previous high of 7,500,000 sets 
in 1950. 


® During the first six months of 
this year, he said, dealers sold 3,- 
600,000 sets. 

Color, he told the dealers, will 
not hurt sales of black-and-white 
‘sets this year, although color set 
sales should pick up in the fall. 
Eventually, he predicted, color 
sets will take the lead from black- 
|and-white sets. 
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Detroit's Adcratt Club Lays Plans to 
Promote Advertising to City’s Public 


Detroit, ‘Sept. 13—Detroit ad- 
vertising people have long deplored 
the failure of the industry fully to 
acquaint the population at large 
with the purpose, aims and end re- 
sults of advertising. 

So, under the sponsorship of the 
Adcraft Club of Detroit, this omis- 
sion will be rectified during the 
50th anniversary of the club. 

Highlight of the observance will 
be the celebration of Advertising 
Week, Sept. 25-Oct. 1, proclaimed 
by Mayor Albert E. Cobo. 

One feature of the observance, 
which will continue until Dec. 2, 
will be an extensive exhibit on the 
history of advertising in Detroit, to 
be displayed at the Detroit Histor- 
ical Museum from Sept. 27 to Dec. 
A 

Hal G. Trump, general chairman 
of what holds promise of being the 
most elaborate advertising celebra- 


tion ever held, said, in describing 
the purpose of the observance: 


s “Advertising men spend a lot of 
time telling each other how impor- 
tant their business is to the nation- 
al economy; how it has raised the 
living standards of the individual, 
reduced prices and/or increased 
quality through mass consumption 
and how it has made other contri- 
butions to the American way of 
life. 

“But we seldom tell the general 
public any of these things, and in 
fact a large percentage of the pub- 
lic holds diametrically opposed 
ideas,” he said. 

“This seems the appropriate time 
to do something about it. And De- 
troit, as one of the great advertis- 
ing centers, should do it.” 

The museum exhibit is expected 
to attract 200,000 persons during 


its long run. 

It will occupy practically the 
entire ground floor of the museum 
and will be complete to “the 
streets of Detroit,” with shops fea- 
turing all types of merchandise of 
the middle and late 1800s, with 
posters and promotional materials 
of the period. Sound effects will 
give the calls of the street hawkers 
and town criers. 


w The Adcraft Club believes that 
the exhibit offers an unparalleled 
opportunity for the advertising 
profession to do a long-needed job 
under the most favorable circum- 
stances, and perhaps develop from 
this a traveling exhibit which can 
be shown in the major centers of 
America. 

The museum exhibit will em- 
phasize the public services of ad- 
vertising in war and peace. 

Other exhibits will offer histor- 
ical specimens, and a large area 
will be devoted to the Adcraft 
Club itself and its functions as a 


trade association, services to civic, 
charitable and patriotic campaigns, 
to education, vocational counseling 
and employment assistance. 


® All types of media will be dis- 
played, and a 16-page booklet will 
be given all visitors. This booklet 
will give a simple illustrated story 
of advertising and its importance 
to the individual. Additional liter- 
ature will be available for teach- 
ers. 
All Detroit newspapers, radio 
and tv stations and magazines have 
given the observance their full 
support, and agencies are backing 
the event with both money and 
manpower. 


Russel Seeds Names Mikuta 

Charles S. Mikuta, sales promo- 
tion manager of Harshe-Rotman, 
Chicago public relations counsel, 
resigned Sept. 12 to join Russel 
M. Seeds Co., Chicago, reportedly 
to serve on the Admiral Corp. ac- 
count. 


Columbia Slates Fall Course 
in Ad Copy Research 

A course in advertising copy re- 
search, under the direction of Mills 
Shepard, research consultant, will 
be given this fall by the graduate 
school of business, Columbia Uni- 
versity. 

Current techniques for measur- 
ing advertising effectiveness will 
be discussed by experts in the field 
with emphasis upon motivational 
research. 


WCTV Joins Columbia 

WCTYV, Thomasville, Ga., has af- 
filiated with CBS Television, ef- 
fective Sept. 15. 


Some 
try to rake in 


vv VW Y *with teeth facing the other way, 
it can be done. But let us show 
you the right way. Write now 

JAY P for illustrated folder—it's free. 
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Paints, Finishes 
& Wall Coverings 


an 


& Bathroom Accessories | 


an 


Roofing, Siding 
& Flashing 


MORE RECORDS 


FOR HOMEBUILDING’S NEW LEADER 


After just 3% years, HOUSE & HOME is tops in advertising in 
9 of the 14 product classifications in its field. 


The men with a business, not those with a trade, now dominate 


homebuilding. 


They have studied the techniques of Henry Ford to industrialize the 
production of houses...and added the talents of Marshall Field to 


sell them. 


' 


Your Second Sales Force 


Today, these men package your products for close to 80% of the 
homebuying public. They merchandise your product’s brand name 
acceptance — along with good design, sound construction, and favor- 


able financing —to sell their houses. 


They are your merchants (your dealers, if you will) at the final point 
of sale...as well as being builders, architects, suppliers, mortgage 
loan and realty men. 


Because more of these men read — and prefer*— House & Home than 
any other magazine in the field, House « Home already carries the 
most advertising in most product classifications... after just 3!/ years 


of publication. 


*by actual vote in 14 independent surveys in the past three years. 


house x home 


the greatest influence in homebuilding: 


Published by TIME Inc., 9 Rockefeller Plaza, New York 20, N, Y. 


Heating, Ventilating & 
Air Conditioning Equipment 
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|either “a top agency executive who | 
anted: Adman ‘would prefer a major advertising 


‘position in industry” or “an adver- | 


'tising director who is currently 
= with a manufacturing company | 
at $40,000-Plus g company 


| with sales in excess of $100,000,000 
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Pulse Network TV Leaders 
August 1-7, 1955 


EVENING, ONCE-A-WEEK OR LESS 


Rank Program Rating 
. ._|who is ready to step into one of 1 ee IN I Ra er cr is ws iconcenaasctaddensorssnmmovveccse 40.6 
oy ig sae say 13—A pene | the top advertising spots in indus~| 2 Toast of the Town (Lincoln-Mercury, CBS) ...........cccccccccsccesssceeeeeeseeeesssnene 32.8 
med te 8 nye vir emagend 4” | 3 Re te WO INU UID enccvccsitnssticciniescncsesinncsccivisintesepesioocanonss 29.8 
ae aa Poth mapa ome : * aa Preferred age—40 to 55. And in| 4 This Is Your Life (P&G, Hazel Bishop, NBC) ..............c.ccccceceeseeeseeeeeeeeren 25.2 
pm gtd — wer — as yet Te~ | case you want to apply and didn’t | § ar ca. 0 cerehidih a gndellateliihansarstastumaticdeisse 24.4 
a t — ang ar seexté q | notice the ad, address your reply 5 i SD oi alsa eats drmchceenhadiedichdianid dnplgeiebscadaasiibhanbhaxseess 24.4 
i ne eal ra ne est Teale 'to Box 507, ADVERTISING AGE, 480 7 Fe I I ino cath scchceesen echoes eancdansacbeonernesacniineced 24.3 
salary ever offered an advertising | 1 exington Ave., New York 17. | 8 Best of Groucho (De Soto-Plymouth, NBC) ....cc.cccccssssscccsssssussesssesessssees 23.5 
gerne gebt dita ca oe \ dilate | 9 re CN RP CII, MID «a sesncenscctdiecensssivecsesiestsncsannesoncecacbenes 23.4 
: rs 3 eb SSIES nich shi: ieprtncb aban died katesiabintbisdabiaiabitn vndseopecivtensseseeesion 4 
sought an advertising director for a Paasche Airbrush to McCarty 7 a ~ ei a ogee : P an 
; asf ‘ 1 rey’s Talent Scouts (Lipton, CBS-Columbia, CBS) ....................005.. 21.8 
company in New York, and added:| The McCarty Co., Chicago, has : 
as : : : | . 4 . MICHAEL A. DONOHUE has been !2 ee SOI IIIS . . 1.0.50; custadehensadeanstbapedebecncscsoviccsbeesibapsencs 20.7 
Starting compensation in excess | been appointed to handle advertis- . 13 Gteseslend Ulnesline Gabry, Americen bdatera, Badhy Feeds, ASC) 20.4 
of $40,000, plus added incentives.” | ing for Paasche Airbrush Co., Chi- | named western manager of Read- 14 ites Mieicieneas yal emg ere tee 4 Lis tataeetis : 
Oldtimers here, queried on the cago. Paasche recently was ac-|e?r’s Digest and head of the Digest’s ae cis ; 

: ; . . - " , A en a aa a. casbgahlsbviaitevagpocaviesoaone 20.3 
subject, said they could not recall| quired by Cline Electric Mfg. Co. Chicago office, which has moved 15 Burns & Allen (Carnation, Goodrich, CBS) 20.1 
any higher salary ever having been |and will operate as a division of |to the Prudential Insurance Bldg. nee ooo) ere. Seo gga panama mae aia is ? 

; . , P poe . . a> 16 Four Star Playhouse (Singer, Bristol-Myers, CBS) ..............0:ccccccececeeseeees 19.7 
advertised in connection with such|Cline. Waldie & Briggs, Chicago,| Mr. Donohue formerly was on the ; ‘ , 
a post, although the “$40,000-plus” | formerly handled the Paasche ac- | : y : 17 What's My Line (Stopette, Remington Rand, CBS) ............cccccccceeees 19.6 
pan ws , P y : 7 |Chicago sales staff of This Week | 1g ee ON  cainsvesiiessssonenassscsenseisivnstocees 19.4 
compensation would by no means|count. McCarty has appointed | he : 
4 ‘ . Magazine. 19 i tncilasisnassenhndivetedebasesipiinnesscecrceevesecetossecneysens 19.3 
set a record. Charles F. Mathieu to its Chicago : : 
: 20 Private Secretary (American Tobacco, CBS) ..........cccccsessesseeseeserserenennee 19.1 
staff as a copywriter and account | MULTI-WEEKLY 
® To qualify for the spot, the oo man. Mr. Mathieu for-| with McGiveran-Child Co., Citta | 1 Guiding Light (P&G, CBS) 7 11.2 
said, the respondent ought to be|merly was an account executive | go agency. 2 Howdy Doody (Several Sponsors, NBC) ........cccccccsessessssesesenseeeseeneeeeeees . 
i 3 es ee ee oe 10.6 
ro 4 Love of Life (American Home Products, CBS) .........ccccccccccccccesceeceeeeeeees 10.4 
“all 5 COS Pawns: Glewerel Gpemenra, COB) icisiccicicsiiciesrecieiecsessesenicietiossecios . 10.2 
<a i a 6 Pinky Lee (Several Sponsors, NBC) .........ccccccccssssssssseseeeeenesesee eeveeeeneaes 9.9 
a 7 ee or Ra een 9.8 
:' - d OW 8 iy Fe Gea, CGD nn ccccccstiensnrneaelbnnstisnorsensecenidinenineinasesencevesesienstin 9.7 
7 : 9 News Caravan (Camel, Plymouth, NBC) ...........c.ccccccccssesessceeeseeeseeereeeee 9.5 
J, @ BU CKEYE” 10 Arthur Godfrey (Several Sponsors, CBS) .........csc:csessssssssessseesseessessveens oe | 
— & International Researchers | Pitney-Bowes Elects Bowes 


It’s a phrase you hear often when selection of a 
cover stock is being made. 


Printers and agency production men know, from ex- 
perience, that you cannot beat Buckeye Cover; most 
of them will say you can’t even match it—for print- 
ability, for durability, for scorability and foldability. 


Remember, if you want your catalogue, or booklet 
or house organ to be read from cover to cover—be 


sure it has a cover. To make assurance doubly sure, 
‘insist on BUCKEYE Cover. 
— 


° A brand-new sample book of 
Buckeye Cover shows standard 
white, the new dramatic Hi-White, 
and 14 colors, 4 weights, 11 
finishes. Every production man 
should have a copy on his desk. 
Ask your paper house repre- 
sentative for a copy. 


THE BECKETT PAPER COMPANY 
MAKERS OF GOOD PAPER IN HAMILTON, OHIO, SINCE 1848 


Adds 1] European Cities Pitney-Bowes Inc., Stamford, 
International Researchers Asso- rE saree of h egge meters 
ciated, division of International | 22 business machines, has elected 
Processes Inc., Chicago, has ex-| Frederick Bowes Jr. to the new 
ge = —" .}, | post of v.p. of public relations and 
panded its marketing research | P® poh .“ B stole adlated 
services in Europe. Associates have | aint oan, ts “nage 
i is, Bar-| : - % 
ag oe gp oon haggle | rector of public relations and ad- 
’ ’ > 9 | ss : 
Alexandria, Rome, Milan, Florence | vertising since 1945. 
and Bologna. Permanent offices 


ona taliedk te Gatien. Agency Names Thompson V.P. 


5 Robert M. Thompson will resign 
The company, founded in 1951,| from the Chevrolet division of 
offers American companies mar-| General Motors Corp. Oct. 1 to 
keting, industrial and technical re-| join Cavanaugh-Morris Advertis- 
search facilities overseas, as well) jing, Pittsburgh, as v.p. in charge 
as aid in trade fairs, exhibits and|of merchandising. With Chevrolet 
information on foreign markets.) since 1947, he currently is a zone 
Its address in the U.S. is 624 S./| sales promotion and merchandising 
Michigan Ave., Chicago. | manager. 


2,400,000 GUARANTEED 
"500,000 DELIVEREC 


Samy 


Magazine 


ope 


, ” ety A a ie Sara ok aaegmie Ae eigen SOL CORSENRE noel. ical Si 
be ; SR EE ea ae RAO, SIR ay PR 
ay bag - «| pe Mee Th, fy a tae He oe Ne Sos ‘3 eh . 7 4 ac todat = oi” - “Pen b page > ear 3 se at ee t ee ws aes ‘ein 5 oar n> : 
- ppos Fae " ee na 3 > Pe ; / > dM j r y es 29 fe ; Bote ay i E ip. - . rly ee ‘ oF sail j ; tates 3 
te ’ s " - , 4 
SG ne ea? | 
; vies Rah . Ts é ag i a hen 
§ hi Bei ; : | 
3 i" pices ‘ ee | 
ee : a ; Me 
Pras eee ee 
k cm Ee e a . f 
<j a ; ee ye a. y : 
fi | ae - ‘ : 
ion bs : a rr 7 
ae t Fagor ay 7 
ce 7. : 
i a . ok Se ! 
 e aeg Wes 4, ‘ 4 
oe m. x r ‘= 
si he Sa + A . ; 
ag Se ee Jou 6 : By 
o en oe ie p F > 7 
ye ciara ae Fd j 7 & 
ae Sm fH 7 y 
cia eae oar re tod 4 
SMe AS pn ee ue ee eee F “ ; 
* is es bF ae yy tte. Be AS. NES : 
. - RRP ek kt yy eae ad a 
en a te j 
; Rs wi ea ee a iam a 
= Asad EP ec iss. F< AN Merten i © the 
Deere eee oe ee im 
a" ae: Bie 
“ ine ea oe ie. nar 
5 ae eae page elm. are? - F 
. a OS ae Sree th 4 . 
ie ees a tee ’ aS oe = —— ‘ ee. 
ais sad a “geben yl ne : it ae tne ‘* pet ie, Be en, 
. ee et Oe ee sess, ‘a 
er : ee, ee ce fe: ee her * i 3 5, 
" 4 ; Bey fae pee ee oem DS sai e ein 
i ei eu} = : 
si By Te Boece gees ge EET e eS ee a oe oe Ss 
ni ir Ca a SSeS ee re, SS Os es x 
eee | ee a Sie ae ae 
iJ Wy ‘ g 
de hie: We rs e, 4 ¥ 
(7 en ee aie Pe SS % eee ao meee, 5 > ity: es. ee id ates eye cil Y Biilesiipeoc ta ilk its Sea i 1 Ny eg ie ear 7" 
SN uate a. 2. : Re i ge a ih ri ee Se ence alin ges ‘ 2 > iE : 
. ecee 5 ee Bal 2 ae ; 7 = <a als . re wa gr z at vires ; ; cerca 
jie Tae & ; a ee = . Mie ec g | te a % on ri Fae r ; 
fe | aU SE Me at aS ok ae | ae 
oe ee eS. rae? i 
' Re ee Sh, Te . : | s ‘ 
: . a sai . ig 
be P < pias ey oe . as 
’ a Saat 4 . J iy : r 4 
x % = = ae 3 * z=. | 3 
¥ “ > r 5 cm s ee ‘ | ia = as 
-_ * i — = : 
he a: ts ae Oy eae Ee sie Ab 
ee OS ns ae oe ne ; 
a ee * nee : 
} Pe a ee : Lee Sonia aii uag Pe oe ie 
Ae, tae ee : elope ee ee ee D a 
gneiiere eet -. ne ei Wen i. 2 ae ne ss 
egy. | Rs ot he iia ean 5. 2 me re “ 
i ae Se a eae a ei ‘eats Saat roe a ne 
hs oe heehee le ae a oS a 
pate le ec see 7 hile rae : a 
Ratt ee anki, tan eae : 
ee ee - : ; 4 3 Bm oie oe 
: * ce So Rela a > ei ag ee : 4 
4 eee ' A re: ib Se 4 
cai eked { — pein : ; 
| 2 Se eR rs 5 Oe r i 
ee tee = \ : oe Ae 7 lovato ae si - 
Se ad wr ae , wee 7 
aS Seren aa ce Be Rate ¥ er te Tae ? ? 
eo mei Soe eS es it a 
oe! one OS ess. 
eet ae Die oe * +. eas epi a BE sini 
pesto A ae : , I tan Nes, oS : 
| ale ali lil ge ee i eae a Se aren E> Rema Re nes 
x ’ on a q eee ps ae 
‘ " Saigiebighees acs a rege es 
4 Rs “eer: | a ’ Me | 
| pf ae lee ary fe pee <i perme 
| 
| ca ae Bale a iy iyhak apie SP 
| = fey rat Ne ; Be ed : 
| b: is 
ae R 2 : 
| a . Ec aoe sa : ‘ < 
a ie | eS goin = oe eee ‘ ea eer geen , Be 
j re. ae es, A, A ge I Ne Ll, ang 1 Ori aba ing Gala Ghat i cai . 
; oe 7 mm i nate i ‘ed aa ae ‘ae ey aw eco pee ae Aa Sor Wenioae “ 
; : a a | ey ' get A Ra eee ba a: a? sie ae ’ ie . tot eee ee 
ms + Ye ' ao hla ‘, a a y oe . 
ia ~ | id, ae Z : if 
es en ae i ei ote e 
ef i hi ; : we Td eae oS 
a at ; ye ei a ea 
, : oP eee 
; nt — 3 ae s 
. : * 
ye iets = Meese te vat, SAby OR Se) a 5 Stay CO oe ee es ee te ; 
/ y ce et. nn a a eee aoe - 
. 4 Bi? ae game - * peer, 2 eM at Shs ae tae ¥ 
a... | ct belo in 2% million. | 
) = =©6—if your produ elon million ‘ 
bon I | ; ae at i ea ; 
wn ? ce ee eae ; Lot. Re adi ae 
™~ ( ’ ; ~€ 2 8. 4s pen ‘Te Aenean eh Fee a . . ase i Eee tial ie 
‘ ¢ : oS ee : : na ? 
No Sas oe 
; uU a ( 
a *, ~ i 
ao ~ 
a . . wy 
ae? 
ely ena eens re ae ae gee te = cae See . 
jo eee * Fe we ; ; Se a eh i BE Pi Wet or eens 7 
} Vaamtince ‘ ‘“ : » dea iets ; % ge * . 0S 
Laat oe Freee ee ets 7 ing 1, iene ga eee spe sae Meer Sy Ree 
&S . i ‘ s ’ ‘ : bs Pont 
Ra — aie ? “ ‘ «te 6 ‘ ‘ ey ‘ 5 : ae S iv ty we : 7 ‘ . e ] J ; Feyan ek 
are a Sy ae ETE PI Sie Pooch a oR EE ete tg Cane Ale we, es ea a i CAs ie ae &s ¥ nee ee See Eee 4 ‘oe a Repeats". 3 tht , “ Wye o a are sig mee Ae es ed Pes in MM eg bg ; ae | eke, 
eee Be todays Pin oe Bee Ree ik z Sat Ay tie Heap is of bat an” WO ty seh gas ais Ped f 3 Gate AST ae ey aes ti % re eee rS eye =m eS py ea ae 4, SP i Le “ Fa ve OR Sy ae fle ‘si Peet Need ae ae uA i es VS, electing. Sy Ce pie Bae od fe jee Po % ar ee rae 
Vet PRAMS uo Ga A PR RO pe kar eee leat a Ea g mare Poke By Beeb Fea sarees Vg ee toe : Fi fe BES gh Re ERE SESE + RN ROS, Ml ERPS AI ALTE age OY it Sh a bint | RN Aa Ge rai 1 eye Tag wersdless ty 8 Ua ong ee en ee Te pace bt eg he Beh eg ey 
Sa SPs 5 eke eh eae ee 29 CN ee ie Me Ma ied Oc ee a Te ae 2s Dee 4 Prete Bee Ta a he = F aoe ry Sgn A Boe: 3 a ‘ : “oe, ao Le Se sods Fait yl A se A ale ce oi a 7 ea eS ge ek te py Coa a ar ee ae ee a ees MEE a he aS 
het ©, Sree aa ‘ J Pet et ape baa ate dag SBT. 1 Oe SAS ine F ghee CRI tian ‘ oo Wa de ij ae Be ag t,o Pay : Woe | ukse ae, ee De PR ea RT Bugle Sag & i pe eae So ah note Wh eae Ba as ee ee ee he Coed 7 ca eA” eget Oe bo 
ft 3. 4 ee Fae ae oo Socal 9 <i Oe ar gE a, Net Sint een Sake Weg SE mere alin ain yee BRS May SEE Fh ae PS ke ee PS. A! ob ae Ce ee ae Ree fk! WHS er y ae ee a ee ee fa ea at Ee YBa gee OP Ae mae he ak Dea ah CH Sra le Pras Be a tor a pee oj ee ay Fae 


a ae a 


a — 


Advertising Age, September 19, 1955 


Herbert, Berkson, Smith Promoted as 


Levitt Resigns at ‘Journal-American’ 


New York, Sept. 13—Robert D. 
Levitt, who in 1953 was praised by | 


William Randolph Hearst Jr. as | Herald- Examiner, 


ager. A native of Chicago, he was 
a cub reporter on the old Chicago 
for which he 


the man who was “running the covered Chicago during the ’20s. 


show” at the American Weekly 
when the supplement was making | 
“so rapid and so dramatic” prog- 
ress, yesterday resigned as the 
Weekly’s publisher to make room 


Mr. Smith has spent 31 years 
with INS, which he joined as a 
copy boy when he was 16. 

Mr. Levitt, who told AA he has 
no plans, said he had no comment 


for John K. Herbert. Mr. Herbert | to make about his resignation. He 
formerly was|started his career 23 years ago as 


executive pub- 
lisher of the New 
York Journal- 
American. 

The move also 
brought the fol- 
lowing changes 
in the Hearst 
organization, all 
of them effective 
Oct. 3: 


e William Ran- 
dolph Hearst Jr. 
relinquishes his post as Journal- 
American publisher to devote his 
time to the work of editor-in-chief 
of all Hearst newspapers. 


John Herbert 


e Seymour Berkson, now general 
manager of International News 
Service, will succeed Mr. Hearst 
as publisher of the Journal-Amer- 
ican. 


e Joseph Kingsbury Smith, cur- 
rently European manager of INS, 
will replace Mr. Berkson as gen- 
eral manager of the news service. 

Mr. Herbert, who becomes pub- 
lisher of Puck—the Comic Weekly 
as well as the American Weekly 
in succeeding Mr. Levitt, has been 
executive publisher of the Journal- 
American since 1953. He has been 
with the Hearst organization for 
17 years, except for three years 
when he was with the National 
Broadcasting Co., where he was 
v.p. in charge of tv network sales. 


® Mr. Berkson, new publisher of 
the Journal-American, has been 
with Hearst for 32 years, the last 
ten of them as INS general man- 


Printing Industry 
Meets Oct. 17-20 
in Atlantic City 


WASHINGTON, Sept. 13—The 69th 
annual convention of the Printing 
Industry of America, set for At- 
lantic City Oct. 17-20, will have as 
its theme “Progressive, Aggressive 
Management Means More Profit,” 
it was announced this week. 

According to PIA headquarters 
here, registration has _ already 
reached 600 and is expected to ex- 
ceed 1,000. 

Business sessions will be devot- 
ed to production, industrial rela- 
tions, cost, web offset, trade bind- 
ers and rotary business forms. 

Entertainment will include 


the women. A Caribbean Carnival 
buffet supper Tuesday evening for 
all members will top all entertain- 
ment activities. Its theme will be a 


at a native village for food, danc- 
ing and singing. 


10,000 vital 
DEFENSE BUYERS 


read this bi-monthly 
organ of the Armed 
Forces Communications 
and Electronics Assn. 
\ Tell ‘em HERE... and 

. get your share of mil- 
itary orders! 


NATIONAL 
/ REPRESENTATIVE 


luncheons and a fashion show for | 


Caribbean cruise, with “stop offs” | 


| 


a reporter for the Journal-Ameri- 
can. Subsequently he moved to 
the promotion side, becoming pro- 
motion director of the Journal in 
1939. In 1942 he was assistant to 
the circulation director of Hearst 
Newspapers. After the war he be- 
came general manager of promo- 
tion for the American 
Puck and Pictorial Review. 


Weekly, 


|publisher of American 
= oh in 1953 he was appointed pub- 


Meldrum & Fewsmith Names 3 
Meldrum & Fewsmith, Cleve- 


land, has appointed Joseph D.!| 


Walker to its field service staff, 
| Jack Conyers to its art staff and 
James A. Robertson to its produc- 
tion staff. Mr. Walker formerly 
was advertising manager of the 
Tennessee Coal & Iron division of 
U.S. Steel Corp.; Mr. Conyers pre- 
viously was with Montgomery- 
Fessenmeyer & Ward, Cleveland 
art studio, and Mr. Robertson for- 
merly was with Fuller & Smith & 
Ross. 


Calhoon Named Ad Supervisor 

The Janitrol heating and air 
conditicning division of Surface 
Combustion Corp., Columbus, O., 
has appointed J. Thos. Calhoon ad- 
vertising supervisor. Mr. Calhoon 
formerly was a copywriter and an 
account executive with several Co- 


Weekly, | 


77 


nation as well as Chicago in the 
growth and development of their 


Jewel Tea Sponsors 
; community and its industries,” said 
Washington Confab | President G. L. Clements. 


| Among the speakers to address 
for Its Management \the meeting are Godfrey M. Leb- 
Sept. 


CHICAGO, 13—The food har, editor of Chain Store Age, and 
stores department of Jewel Tea|John A. Logan, president of the 
Co. has chartered two streamliners | National Assn. of Food Chains. 
to take its entire management crew 
of 500 on a four-day junket to Folger Becomes Partner 
Washington, D.C. William A. Folger has replaced 

The “Serving Better-Chicago’s Les Glasener as a partner of Bob 
Needs” conference will be held Coen in Coen & Glasener, Toledo 
Sept. 18-21 at the Shoreham Hotel. | advertising art studio, and the 
‘Washington was chosen for the| company’s name has been changed 
conference in order to acquaint the| to Coen & Folger. Mr. Folger has 
company’s management with “the | been a staff artist with the com- 
problems and questions facing the | pany for the past eight years. 


aoe WLC FOR RELIABLE REPRESENTATION (1. 2A ) 
> meu IN THE SURGING SOUTHEAST ae) 
\ ~~» 


American Motel Magazine 
Retains The Dawson Company 


Publishers’ Advertising Representatives 


In 1951 he was named associate lumbus agencies. 


905 Chamber of Commerce Bidg., Miami 32, Florida 


What the assembly line 
is to the automobile 


You lose 25% of your production in 
the primary stage — and the market 
prices of your product fluctuate as 
much as 25% in a four month period 

. That’s the hog business! 

If you were a hog raiser, there is an 
eight page special service feature in the 
September issue of SUCCESSFUL FARMING 
that could mean as much to you as the 
assembly line did to Henry Ford. 

The feature is titled “A Coming Way 
to Raise Hogs,” by Dr. Damon Catron, 
of Iowa State College. His method puts 
hog raising on a production line basis, 
based on the forty week life cycle of 
the marketable hog. It makes possible 
several crops of hogs a year, reduces the 
prevalent mortality of the baby pigs, 
prevents diseases and epidemics, cuts 
handling and feeding costs . . . insures 
better pork, and larger and continuous 
profits for pork producers. 

As confirmation, an accompanying 
article gives a documented case history, 
with photographs, of a farm where the 
method is used with marked success. 


Tue significant new SUCCESSFUL 
FARMING special service feature, printed 


on short pages, punched and perforated 
to fit a ring binder . . . each month gives 
SF readers comprehensive information 
on a major farming problem . . . is 
another manifestation of SF leadership 
in service to subscribers. 

Because the first SF feature has vital 
news to farmers it will be disseminated 
as widely and quickly as possible. A 
four-minute film of the hog production 
method, in actual use on a farm, has 
been made for showing on 15 Midwest 
television stations. A one-minute tape 
description will go to Farm Directors 
of 15 radio stations. Releases will be 
sent to newspapers in farm areas. 

Thirty thousand reprints have been 
made for distribution to county agents, 
Vo-Ag schools, and agricultural colleges. 

In the next few years, hundreds of 
thousands of Heart States’ farmers will 


enjoy better farm business because of 
the agricultural advances presented each 
month in SF's new service to readers, 
And manufacturers will sell millions of 
dollars worth of additional building 
materials, piping, pumps, cement, feed, 
conveyors, and motors to SUCCESSFUL 
FARMING farmers. 


No industry changes as fast as farming. 
And no medium presents the changes in 
farming as well as SuccEssFUL FARMING— 
or has for the last fifty years! 

SF subscribers are the country’s best 
farmers. They produce six out of ten 
of the nation’s hogs, and almost two- 
thirds of the nation’s food. Their farms, 
and their investments in new buildings, 
equipment and power machinery are 
larger. They raise larger crops and have 
larger earnings—averaged about $10,000 
in cash income from farming alone in 
recent years. 

And they live better! SF farm families 
are one of the best US class markets, the 
equivalent of another national suburbia. 

No other medium reaches this market 
as resultfully, as economically, as SF! 
To balance national schedules, and to 
find new volume—you need SuccEssruL 
FARMING. For full facts, call any SF ofhce. 


Merepira Pussisninc Company, Des Moines... 
offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles, 
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‘Look’ Promotes Three 
Thomas R. Shepard, formerly 
with the advertising sales staff of 


Show + WGN chicago tribune Station 
441 N. Michigan Chicago 11 SU 7-0100 

or call your local 
George P. Hollingbery Company Representative 


Look, has been named assistant to 
the publisher of the magazine. 
George Benneyan, formerly pro- 
motion director, has been named 
to the new post of special projects 
coordinator, reporting directly to 
the publisher. Joel Harnett, pre- 
viously assistant to the advertising 
director, has been named manager 
of advertising sales development. 


USC Schedules Fall Course 
in Radio-TV Time Buying 


The department of telecom- 
munications, University of South- 
ern California, has scheduled a 
new course this fall designed to 
assist in the training of time buy- 
ers and salesmen in radio and tv. 
Frank Crane, managing director, 


We Love those HARD Jobs- 
The Folded and the Bound! 


IMPRINTING—OVERPRINTING 
Sersen’s IMPRINTING, INC. “T7 'N. Loomis St. 
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HOLIDAY STANDARDS—Borden’s Food Products Co. will use these four- 
color “mobiles” to attract attention to grocers’ floor displays of None 
Such Mince Meat in October, November and December. 


Southern California Broadcasters 
Assn., will instruct the Tuesday 
evening class, assisted by Wallace 
Hutchinson, Weed & Co. 

The school was assisted in set- 
ting the course and providing 
speakers by Stanley Spero, KMPC, 
for the broadcaster group; Doug- 


las Anderson, Anderson-McCon- 
nell Advertising Agency, presi- 
dent, Southern California Adver- 
tising Agencies Assn., and Gene 
Duckwall, Foote, Cone & Belding, 
representing the local chapter of 
the American Assn. of Advertis- 
ing Agencies. 


HAIRE HITS YOUR SALES TARGETS AVERY WHERE 


with Specialized 


Trade Magazines 


— take 


Springfield, Mass., 
for example 


Every month 185 copies of Haire trade 
magazines are delivered to the top retail 
outlets—department and specialty stores 
—of Springfield, Mass. 


These are the “Main Street" outlets of 


this bustling city — the big movers of 
merchandise — millions of dollars worth 
annually in our merchandise categories. 


Every month Uncle Sam's Post Office 
delivers every Haire publication to Spring- 
field's largest department stores—Albert 
Steiger and Forbes & Wallace. 


Merchandise managers, buyers, sales- 
clerks in these great stores read and 
route their Haire trade magazine. Your 
advertising message circulates only among 


the people you want it to reach. 


"The kind of rifle shot retailer cover- 


age Haire advertisers get in Springfield is 


the kind they get in each field we serve—in 


every city and state throughout the nation. 


The over 60,000 retailers who get 


Haire trade magazines exert a powerful in- 


fluence on the sale of billions of dollars in 


merchandise to millions of consumers. 


We at Haire perform a two-fold service 


—to help you sell your products to retailers— 


to help retailers move your goods. 


That’s why over 4,000 advertisers are 


selling the trade in Haire Specialized Trade 


Magazines. 


FAI 


RE 


New Promotion Offers 
Big Name Shows for 


Supermarket Receipts 


New York, Sept. 13—A new 
show packaging company has been 
organized here, and, if it has its 
way, it will put supermarkets in 
the vaudeville business. 

The new outfit is Supermarket 

Show of Shows Inc., which plans 
to present top-flight musical re- 
vues to supermarket customers 
throughout the nation. The price 
of admission will be $25 in cash 
register receipts from a sponsoring 
supermarket chain. 
' The program, which has been 
tested in Youngstown, O., is being 
offered to chains as a promotional 
gimmick. SSS claims it already has 
commitments to produce shows for 
supermarket chains in Detroit, 
Cleveland, Columbus, Montreal, 
Boston and Minneapolis. 

The Detroit show—first on the 
list—is scheduled for next Jan- 
uary. 

Here is the way the SSS pro- 
gram works. 

A chain buys a complete pack- 
age from SSS. This includes a 
show with a 100% professional 
cast, including name headliners, 
music, scenery, a jackpot of prizes 
and all-out local promotion. The 
show will play 12 performances in 
a city, from Wednesday through 
Sunday. It will be presented in a 
large auditorium. 


® In each city, SSS will spend $7,- 
500 to promote the show. To at- 
tract audiences, it will offer ticket 
holders chances to win such prizes 
as new automobiles, dozens of 
major appliances, vacation tours 
and color tv sets. 

The over-all price to the spon- 
soring supermarket is not being 
disclosed, but it is believed to be at 
least $50,000. 

Robert E. Thompson, 29-year- 
old ex-adman, heads up Super- 
market Show of Shows. He is a 
principal of Cummings Produc- 
tions, New York commercial film 
company, and formerly was with 
Compton Advertising and Ruth- 
rauff & Ryan, in New York, 
and Simon-William-Roberts, in 
Youngstown. 

Mr. Thompson says he decided 
to establish SSS after successfully 
producing two shows for Century 
Supermarkets, Youngstown. The 
first, presented in May, 1954, fea- 
tured Gordon MacRae, Morton 
Downey and Anita Colby. It at- 
tracted some 160,000 persons in a 
seven-day period. The _ second, 
produced last May, headlined the 
DeMarco sisters. 


= Mr. Thompson says that Cen- 
tury’s 27 outlets reported record 
store traffic in the ten-week pro- 
motional period preceding the 
shows. He added that the chain 
also found that many of the new 
visitors remained as permanent 
customers. 

Simon-William-Roberts, which 
handled the promotion for these 
two shows, has been appointed to 
handle the local advertising for 
SSS’ future shows. 


Hauswald Heads Classified 


Harold R. Hauswald has been 
appointed manager of the classi- 
fied advertising department of 
the Louisville Times and the Cour- 
ier-Journal. With the two news- 
papers 26 years, Mr. Hauswald has 
been assistant to the manager of 
‘the national advertising depart- 
/ment for the past 11 years. 


B&B Names Carroll V. P. 


Albert Carroll, formerly direc- 
_tor of advertising of Merck & Co., 
has been named v.p. and director 
,of the new professional market- 
‘ing division of Benton & Bowles, 
New York. The division serves 
the medical, chemical, drug, vet- 
erinary and allied fields. 
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Information for Advertisers 


Mill & Factory has just released 
its new market and media file. This 
16-page booklet was prepared to 
conform with the National Indus- 
trial Advertisers Assn.’s standard 
sales presentation outline. All mar- 
ket and media file facts are cov- 
ered, including Mill & Factory’s 
new rate schedule, which becomes 


effective January, 1956. Copies are/e 


available from the magazine at 
205 FB. 42nd St., New York 17. 


e All alcoholic beverage advertis- 
ing by brands in New York news- 
papers during the first six months 
of this year is shown in a report 
prepared by the New York Times 
research department. The linage 
report shows total advertising for 
every brand carried by each of the 
seven New York newspapers. Also 
included is total brand advertising 
in all New York newspapers for 
the first six months of 1954. 

In addition, the report shows the 
amount of advertising carried by 
each newspaper in different alco- 
holic beverage classifications. These 
include beer, domestic wine, im- 
ported wine, spirit blends, Scotch, 
bonded whisky, rum, gin, Canadian 
and Irish whiskies, straights and 
blends of straights, vermouth, bran- 
dy, cognac, vodka, cordials and 
liqueurs. Copies of the report are 
available on written request to the 
research department, New York 
Times, Times Square, New York 
36. 


e Basic, up-to-date information on 
the $1.1 billion bottled soft drink 
industry is contained in an illus- 
trated brochure, “The Soft Drink 
Industry,” just published by Na- 
tional Bottlers’ Gazette. Copies are 
available to agencies and advertis- 
ers from the magazine at 9 E. 35th 
St., New York. Included are data 
on per capita consumption, num- 
ber of manufacturers and sales 
figures for the past five years. 


e Star Publications (Chicago 
Heights Star, Park Forest Star and 
Homewood-Flossmoor Star, all Il- 
linois) has published its first mar- 
ket data brochure. It covers popu- 
lation, circulation and retail sales 
statistics of the entire trading area 
covered by these three semi-weekly 
newspapers. Copies are available 
from Thomas F. Doyle, Star Publi- 
cations, Chicago Heights, IIl. 


e A 16-page “Study of the Market 
and Trends in Oil-Fired Boiler 
Heating” has been issued by Fuel- 
oil & Oil Heat. It estimates the total 
number of heating systems for com- 
fort in the U.S., indicating that 
7,174,556, or 32.4%, include boilers, 
and of these 65.2%, or 4,675,696, 
are oil-fired. Copies are available 
from the magazine at 2 W. 45th St., 
New York 36. 


e Curtis Publishing Co. has avail- 
able five new market reports. They 
are “The Cosmetic Market,” “The 
Market for Baking Mixes,” “Mar- 
ket for Veterinary Products & Feed 
Supplements,” “Market for Dog 
Food” and “Dallas City Markets 
#216.” Copies are available from 
Eleanor M. Tafel, librarian, re- 
search department, Curtis Publish- 
ing Co., Independence Square, Phil- 
adelphia 5. 


e A study of the work of the visit- 
ing nurse, “The Nurse and Nutri- 
tion,” has been published by 
American Journal of Nursing Co. 
(Nursing Outlook, The American 
Journal of Nursing and Nursing 
Research). This study reveals the 
little known but ever increasing 
role of the industrial nurse in pro- 
moting improved eating habits 
among industrial and commercial 
workers and their families; the 


work of the school nurse in nutri- 
tional education via instructional 
classes, lectures and consultations 
with school staffs, etc. Copies are 
available from John J. Casey, 
advertising promotion director, 
American Journal of Nursing Co., 
2 Park Ave., New York 16. 


“Fort Wayne, Indiana’s Golden 
Zone Market” has been published 
by the Fort Wayne News-Sentinel 
and Journal-Gazette. It covers 
population, home ownership, bank 
deposits, buying income, retail 
sales, farm statistics, grocery sales, 
etc. It’s available from Paul H. 
Knapp, national advertising man- 
ager, Fort Wayne Newspapers Inc., 
Fort Wayne, Ind. 


@ The American Home reader con- 
sumer panel report #43 is now 


available. It gives a cross section 
of opinions on drain and sewer 
‘cleaning, flooring and floor cover- 


| ing, interior painting, uses of wood, 


ventilating fans and remodeling 
plans in general. Copies are avail- 
able from Norman Roberts, Ameri- 
can Home, 444 Madison Ave., New 
York 22. 


e A new study of the farm petrol- 
eum market among families in the 
South has been made by Progres- 
sive Farmer, in cooperation with 
the market research committee of 
the American Petroleum Institute. 
It is available from the market re- 
search department, Progressive 
Farmer, Raleigh 2, Ala., by request 


on company letterhead. 


| 
© Detailed information on the 
Montreal market is now available 
in a report of a study made by the 
weekly Montreal Star. Data on 
household language characteristics, | 
economic level characteristics, oc-| 
cupation, possessions, etc., are con-| 


tained in the study. Copies may be 
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had by writing W. S. Eager, pro-| Magazine, has been named adver- 


motion manager, 
Montreal. 


‘American’ Boosts Johnson 


Montreal Star, \tising manager of the magazine. He 


succeeds E. R. Chenoweth, who has 
resigned. Arthur Vigeland, former- 
ly travel advertising manager, has 


Fred W. Johnson, formerly west-| been named assistant advertising 
ern sales manager of American! manager. 


You See What Is - aed At A Glance 


GRAPHIC SYSTEMS, 55 West 42nd St., New York 36 


%& BOARDMASTER Visual Control 
Saves You Time, Money. 


%& Gives Graphic Picture of Your 
Operations at a Glance. 

%& ideal fer Production, Traffic, 
Sales, inventory, Scheduling, Etc. 

%& Simple te Operate, Type or 
write en Cards, Snap in Grooves. 

% Made of Metal. Compact and 
Attractive. Over 50,000 in Use. 


Full price $4950 with cards 


24-page Illustrated 
F 7 F F BOOKLET No.V-500 
Without Obligation 

Write Today for Your Copy 


we 


~ PF Late be be 


} 
ly 
{| 


Ld 


ar ean Sepa BE 
er ft ft) 1 le 
ra ppp = 
or ee 
7S = 
ETI ae eee 


Atlanta’s new $23,000,000 Grady Memorial Hos- 
pital will be one of the most modern and largest 
under one roof in the nation. With 28 acres of 
floor space, this 22-story hospital will have 1,264 
beds, 259 bassinets, and 68 incubators. 


Named for Henry W. Grady, former editor of 
The Constitution, this hospital is symbolic of 
the New South which Grady first proclaimed. 


Keeping pace with the South’s phenomenal 
growth is the circulation of the South’s largest 
newspapers ... The Atlanta Journal and The 
Atlanta Constitution. 
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Che Atlanta Zournal 


Covers Dixie Like the Dew 


THE ATLANTA CONSTITUTION 


The South’s Standard Newspaper 


Represented by Kelly-Smith Co. 


Circulation: 436,403 Daily * 492,738 Sunday (A.8.c. 3/31/55) 
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Current models-38% 


of the people in households with a current model car 
(at time of survey) in New York City & suburbs 


are News readers- 


. But obviously! With 4,780,000 readers daily, 
The News has more customers for everything. If you 
sell a big ticket item, you can learn a lot about 
reaching your customers and prospects from the 


Profile of the millions 


Most comprehensive readership study ever made. Based on 

10,349 personal interviews by W. R. Simmons & Associates 

Research, Inc. Shown in visual presentation, and only 

by appointment. Make one with any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) a 
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’ * 
Mens shirt buyers -48» 
of the men (15 years and older) living in New 
York City & suburbs who bought shirts last year 


are News readers- 


Daily News men readers total 2,490,000... and buy 
most of the suits, slacks, socks, shoes, hats, sold here. . . 
have most of the cars, jobs, new homes. Now for the 
first time advertisers can learn about buying habits 

of all New York City newspaper readers in 


Profile of the millions 


now being presented visually to advertisers and 
their agencies. Inquire any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 


Face powder buyers- 407, 


of the women (15 years and older) in New York City 
& suburbs who used face powder in the past month 


are News readers- 


There are 2,290,000 women readers of the Daily 
News. They are the majority buyers of lipstick, 
perfume, cleansing cream, powders, nail polish . . . 
and the largest volume of grocery store products 

as you'll learn from the best study ever made of 
New York’s newspaper readership and buying habits 


Profile of the millions 


See the visual summary being shown to advertisers 
and agencies. Inquire any New York News office. 
(Copyright 1955 by News Syndicate Co . Inc ) # 
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Advertising Age, September 19, 1955 


THE LEADING NATIONAL ADVERTISERS—6 MONTHS 1955 


(Ranking by 1955 Advertising Expenditures in Magazi Newspaper Sections, Network Radio and Network Television. All Statistics are from P.1.B. Reports.) 
Total | Magazines | Newspaper Network Network 
COMPANY Seseadvere pe Farm ~~ Total Section Radio Television 
__ 1. General Motors Corp. .............-- 26,948,227 13,318,505 1,105,389 14,423,894 2,539,972 3,347,611 6,636,750 
2. Procter & Gamble Co. .............- 24,990,507 3,255,165 99,800 3,354,965 463,280 5,159,781 16,012,481 
| 3. General Foods MEG sssscséecnneb™ 15,381,587 5,930,187 417,891 6,348,078 2,014,978 715,076 6,303,455 
4. Colgate-Palmolive Co. Peer a er 14,927,452 2,006,246 104,430 | 2,110,676 1,839,607 1,856,417 9,120,752 
.. estiinacsen 13,637,085 4,754,278 231,826 | 4,986,104 464,965 872,595 7,313,421 
A OS SS eee 11,032,598 1,251,064 23,640 | 1,274,704 249,980 2,673,907 6,834,007 
7. General Electric Co. ................ 9,400,594 5,069,052 241,510 5,310,562 E.'s wantin 3,877,818 
8. American Tobacco Co. .............- 9,364,660 2,355,815 110,010 2,465,825 752,760 976,790 5,169,285 
9. Lever Brothers Co. ................. 9,351,438 979,747 71,998 | 1,051,745 1,755,825 1,926,132 4,617,736 
i. | Sere 8,840,653 3,837,113 554,170 | 4,391,283 383,410 140,976 3,924,984 
11. General Mills, inc. ................-- 7,578,010 1,061,541 91,270 | 1,152,811 521,055 1,377,515 4,526,629 
12. R. J. Reynolds Tobacco Co. ........... 7,126,496 1,208,374 183,120  * tla eee 442,154 — 5,292,848 
13. National Dairy Products Corp. ....... 6,868,676 1,590,707 14,910 1,605,617 578,789 1,573,213 | 3,111,057 
14. American Home Products Corp. ....... 6,802,567 891,375 87,735 979,110 | 220,619 1,760,655 | 3,842,183 
15. Liggett & Myers Tobacco Co. ......... 6,706,808 | SAE  *) Serer 1,567,407 | 4,052,786 
SS 5,961,307 | } re. et” séeeawas 1,217,571 3,512,010 
fh =| rere 5,618,190 957,732 130,091 1,087,823 660,590 1,385,541 2,484,236 
18. Bristol-Myers Co. ...............--. 5,609,726 1,729,048 68,572 | 1,797,620 393,602 894.498 | 2,524,006 
19. Campbell Soup Co. ................. 5,448,377 RS eeasdean | 2,924,830 62,805 5,442 | 2,455,300 
o,f ree 4,242,798 553,178 15,973 | 569,151 89,250 971,A68 | 2,612,929 
8 See 3,926,744 1,268,614 140,670 | 1,409,284 618,928 828,437 | 1,070,095 
22. Goodyear Tire & Rubber Co. ......... 3,805,687 2,400,409 168,370 2,568,779 23,800 189,478 | 1,023,630 
Bs SUI. occ c cc ceccccccces 3,758,723 1,103,124 70,739 | 1,173,863 730,441 1,197,509 | 656,910 
|) | “Shae 3,746,359 400,462 12,382 412,844 71,327 2,056,066 1,206,122 
25. American Telephone & Telegraph Co. .. 3,713,561 3,132,460 138,454 3,270,914 25,721 416,926 |... sees 
26. Distillers Corp—Seagrams, Ltd. ....... 3,639,504 3,461,738 |... ee eee 3,461,738 1 ear | gee en nes 
Sh  « ES eer 3,581,716 571,739 24,954 596,693 237,636 555,191 | 2,192,196 
28. Westinghouse Electric Corp. ......... 3,541,899 982,394 16,900 999,294 195,750 aa 2,346,855 
29. Radio Corp. of America ............. 3,339,969 2,025,961 62,610 | 2,088,571 167,954 256,270 827,174 
3, | | Rr 3,265,257 744,889 68,580 | 813,469 676,326 534,212 | 1,241,250 
31. S.C. Johnson & Son, Inc. ............. 3,157,008 | are 1,204,028 a re 1,729,400 
Oe 3,081,011 913,946 23,450 | 937,396 cadens sie | 2,143,615 
33. American Motors Corp. ............. 2,987,340 1,225,677 22,600 1,248,277 54,930 26,048 | 1,658,085 
ly ed. cass oseces 2,927,114 1,229,190 109,510 °° | arr 738,655 | 849,759 
35. Standard Brands, Inc. ............... 2,901,047 1,912,169 71,522 1,983,691 210,743 31,772 | 674,841 
36. Helene Curtis Industries, Inc. ......... 2,828,574 Sa gha@sece 655,516 579,673 73,502 | 1,519,883 
i | Se 2,828,139 . eer a 850,265 294,860 136,850 1,546,164 
es ss ca csisiceeasnts 2,809,005 731,226 63,473 794,699 536,336 936,204 541,766 
39. E. |. du Pont de Nemours & Co., Inc. ... 2,677,062 2,152,010 30,881 | 2,182,891 i Sr re 377,587 
See 2,674,577 711,675 76,833 | 788,508 248,770 889,838 747,461 
41. Johnson & Johnson ................ 2,570,306 1,778,028 84,125 1,862,153 | 2 errs | 369,967 
42. Brown & Williamson Tobacco Corp. ... 2,552,992 735,743 4,950 | 740,693 | 139,455 617,180 1,055,664 
43. National Biscuit Co. ................ 2,395,082 7 Sire ae 179,476 | 563,410 220,052 1,432,144 
44. National Distillers Products Corp. ..... 2,355,425 ll Ae | 2,347,365 | So ea | | -wanaionns 
& S, . are 2,298,850 rT ~~ swhadec 833,404 | PE. cpcacea. 1,431,616 
46. Firestone Tire & Rubber Co. .......... 2,218,147 891,986 144,430 | {7 J eer 441,886 739,845 
47. Eastman Kodak Co. ................. 2,194,140 fC) fn 1,187,620 | BSTT | ccc eens 980,143 
A 8 ES errr 2,110,806 664,270 23,560 .. Sarre 337,791 1,085,185 
49. Studebaker-Packard Corp. ........... 2,083,585 1,132,760 88,960 | (ft 9 ere 105,888 755,977 
8 SE ere re 2,054,094 en ~~ Sebeeree 2,126 | 3 eres 1,886,582 
51. International Cellucotton Products Co. . 2,011,433 0 8 ee ere 1,782,597 | {ia sae 
52. Florida Citrus Commission ........... 2,010,397 ee 258,325 | 305,460 975,227 471,385 
53. Armstrong Cork Co. ................ 1,922,569 1,009,132 22,172 | 1,031,304 Pen | ssdacews 884,055 
MINES Gn dicccvccoccerscs 1,917,134 910,738 7,370 918,108 191,171 58,453 749,402 
SE Rs cdadcaveecsrsves 1,881,328 DCS: ---sinapees 763,220 |. oben 1,047,978 
Eee 1,838,891 498,807 29,094 | 527,901 45,440 25,060 | 1,240,490 
EE Cia ss vienc cc ceccesbes 1,788,327 524,495 59,655 | 584,150 ST |. napadeee 950,086 
58. Remington Rand, Inc. ............... 1,728,148 | ae rs” sasathee ®  eceasvee 995,419 
59. Revion Products Corp. .............. 1,686,098 LE”  sxeanens | 524,556 Ss rr 1,123,942 
60. Andrew Jergens Co. ................ 1,681,127 699,927 57,700 | 757,627 DL tviseaaes | 713,885 
i MCT Sy vcd cccvsncescess 1,633,136 1,031,789 222,000 | 1,253,789 255,731 80,332 43,284 
62. Great A. & P. Tea Co. of America ..... 1,618,292 et ‘senses es | 499,052 Rete. . avwances | » ain ae 
ee ae ee IIT oS 505005000 s0g000e 1,617,837 910,679 79,657 | J arerrr 26,664 600,837 
64. Schenley Industries, Inc. ............ 1,605,638 ae 1,589,863 Sen! than ee oditeee 
65. Joseph Schlitz Brewing Co. .......... 1,599,367 PE. - saceheee | Ek A eee err 1,039,545 
OTs 6 dad gsctinpes e900 1,592,596 a 504,735 kt 518,775 
67. Sylvania Electric Products, Inc. ....... 1,584,183 397,418 26,400 | 423,818 |, errr | 1,028,055 
i ES 0 kxcen vaeensce da 1,572,421 586,632 189,619 | Pt  sintentve 1 . #sandnas 796.170 
69. American Dairy Ass'n .............. 1,567,852 ne ?  “Sdunesss SS eee ~ 230,555 868,990 
70. Warner-Lambert Pharmaceutical Co. ... 1,556,721 Sa 835,358 | Se A. saaeeeee 658,494 
a. .. » fre 1,544,366 | ee 779,354 tt Ra ee 726,688 
72. Prudential insurance Co. of America ... 1,537,293 Pn -- ¢odssess 3,495 455,410 430,697 647,691 
| 73. Aluroinum Co. of America ........... ; 1,500,595 451,146 48,256 499,402 | SS ene 965,654 
74. Corn Products Refining Co. .......... 1,491,278 720,522 112,996 | 833,518 138,780 172,157 346,823 
75. Reynolds Metals Co. ............... 1,487,895 494,196 28,420 | DEE. ««hritae, 2B, -satagens 965,279 
eck Sc ceeeesedesiserd 1,401,047 2 re 74,710 226,415 6,112 1,093,810 
is Ne os. ech vase ees oboe Pn ° cccaeashi | <éasives Sere oy Ure 396,910 1,004,025 
Pe I tiki acccpsaedetescced 1,392,464 rT  . tsabecos | Pee . igvedax a “Sbadoen 940,134 
79. Lehn & Fink Products Corp. .......... 1,377,045 274,440 22,322 296,762 | Gu idlvnae ree 1,080,283 
80. Columbia Broadcasting System, Inc. ... 1,301,839 Bere 195,816 | 9,336 126,808 969,879 
81. William Wrigley, Jr., Co. ............ 1,298,494 ee E” "nchenece | Jerre 720,144 350,790 
82. California Packing Corp. ............. 1,286,511 0g a 1,072,073 it A 175,633 
83. Avco Manufacturing Corp. .......... 1,281,506 270,000 89,610 | 359,610 | 141,960 60,749 | 719,187 
4 | Aaa 1,246,739  - Sarr ae 938,684 | ee eee ee 
85. Stanley Warner Corp. ............... 1,215,223 SeeeeT. < o504.. 846,329 368,894 Beets 
86. Pabst Brewing Co. ................. 1,171,491 PE, © snsegoee -) 3 errr rire 80,595 1,087,696 
i IIE, 0b b:nccinsedaedévcce ES ee ss) es oe re? res Pr 1,170,833 
88. Outboard Marine & Manufacturing Co. 1,169,447 J | Sie 1,107,546 33,830 28,071 
GICs s cb die cccconseccgess 1,135,817 647,797 49,500 697,297 8 ry 322,170 
90. Hiram-Walker Gooderham & Worts, Ltd. 1,126,277 Ce = Seeasees 1,124,201 a.  ssaakase fae te 
We IIL Stes 6.0% wise see cscdae cs 1,102,529 133,819 22,800 Wey wkaades 945,910 
rere | CAeeCREEUE ceeecccs | sennsead | © \<vdeewe 174,486 905,160 
ME, hoses seccvdsotaces sod 1,074,960 98,275 21,040 119,315 cs ae Ridigeea 955,645 
94. Mutual Benefit Health & Accident Ass'n 1,072,726 Pe.  Sieshess 22,240 419,092 556,109 75,285 
95. U.S. Rubber Co. ............. 02006. 1,068,411 957,357 99,834 1,057,191 11,220 a Sine 
96. Cluett, Peabody & Co., Inc. ........... 1,066,984 >, J marr 987,240 79,744 Stpeuk F “eheoweae 
97. Safeway Stores, Inc. ................ 1,052,244 975,988 2,835  » mire i rere 
98. Pittsburgh Plate Glass Co. ........... 1,050,743 730,433 70,920 801,353 249,390 ar age 
99. W. A. Sheaffer Pen Co. .............. 1,039,232 rt” beskesss 107,690 12,458 reer | 919,084 
100. Olin Mathieson Chemical Corp. ....... 1,025,123 701,774 92,349 794,123 PP Piper | 231,000 
| 
(Compiled & Published by Leading Nat'l Advertisers, Inc.) 
6-MONTH LINEUP—Table by Leading National Adver- ured by PIB, and network radio and television. 
tisers from Publishers Information Bureau figures, They do not include expenditures in newspapers, 
showing the top hundred companies in advertising outdoor advertising, and various other types of ad- 
expenditures for the first six months of 1955. The  vertising media, for which similar figures are not 
figures are based on expenditures in general and available. An analysis of the figures, compared with 
farm magazines, certain newspaper sections meas-_ last year, appears on Page 1. 
Simoniz Names Fahler, Robert Joselyn, previously a brand | Ettinger Names Kennett 
Joselyn Brand Managers ‘manager at Armour & Co., has! Ettinger Co. has named Jack 


floor wax and two new products. | product. 


Simoniz Co., Chicago, has ap-| ‘been named to handle Simoniz Kennett, formerly with the Los 
pointed two new brand advertis-|paste wax and Kleener, Duet, Angeles Daily News, editorial di- 
ing managers as part of a program _Plumite and several new products. rector of its West Coast operation 
to expand present brands and in- Fred Stroud, present brand ad-| in Hollywood. The public relations 
troduce mew products. Charles vertising manager, will assume) company is now expanding its op- 
Fahler, formerly a brand manager |added responsibilities on HiLite | erations. Mr. Kennett has been 
at Swift & Co., will assume re- | furniture polish, Ivalon sponges, with the company since shortly 
sponsibilities on Simoniz non- -scuff| Bodysheen car polish and a new after the Daily News suspended 


publication last December. 
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PACKAGING, OLD & NEW—Park & public relations director of Hanson enstein name. Anderson & Cairns, ' 


Tilford Distillers Corp. has given 
its Kentucky Bred straight bour- 
bon whisky a new look. Former 
packages are shown at left and 
new square-shaped bottles at right. 
For the first time, the P&T brand | 
is now available in a “half-quart” | 
size, a junior edition of the quart 
and fifth sizes. The new “half- 
quart,” at extreme right, will be 
in addition to the conventional pint | 
flask. Another merchandising fea-| 
ture is the leaflet of racing infor- 
mation attached to the neck of. 
each new bottle. Storm & Klein is 

the P&T agency. | 


Milk Cartons Get | 
Growing Share of __ 


Container Sales 


Derroit, Sept. 13—Paper milk | 
cartons are taking a larger and 
larger share of the bottled milk | 
market, according to a report by) 
Ex-Cell-O Corp. 

George D. Scott, v.p. of Pure-| 
Pak division of Ex-Cell-O, said 
that sales of paper milk cartons | 
have risen from 2.2 billion in 1945. 
to an estimated 12 billion this | 
year. 

The 1945 sales represented about 
10.7% of the total milk Soaiehaass | 
used, while the 1955 estimate rep-| 
resents about 50%. 

Pure-Pak alone sold about 6.5. 
‘billion cartons last year, which | 
represents about 30% of all milk | 
containers used, 

Pure-Pak sales this year to date | 
are 15.6% over the same period) 
last year. The most outstanding. 
rise was in the sale of half gallon | 
cartons, which rose from 587,000,- | 
000 in the first seven months of 
last year to 842,000,000 for the 
same period this year, a gain of 
about 43%. 


Posner Shoe Ad 


Hits Discounters 


New York, Sept. 13—Dr. Posner 
Shoe Co., children’s shoe manu- 
facturer, broke a “To the Public” 
advertisement last week to combat 
discount houses. 

In a full page in Newsday, 
Hempstead, N.Y., the company de- 
clared that it did not sell to dis- 
count houses and that any Dr. Pos- 
ner shoes offered at “bargain 
prices” were “obviously odds and 
ends in broken sizes obtained from 
nondescript sources.” Only author- 
ized dealers carry a full stock of 
sizes and widths, complete enough 
to imsure proper fit, the copy 
maintained. 

The ad, listing 47 Long Island 
dealers, advised: “Poor fit is no 
bargain. ..Visit a trusted Dr. Pos- 
ner dealer...Your child will be 
fitted to the proper shoe...at an 
attractive and fair price you'll be 
happy to pay.” 


= According to Saul Maslow, sales 
manager, the company probably 
will run more institutional ads, 
stressing the fitting aspect of chil- 
dren’s shoes. 

“Response from our dealers has 
been very gratifying,” he said. 
“While discount houses are in op- 
eration in other areas, we felt that 
the problem was most acute in 
Long Island and therefore used 
that locality for launching our ad.” 


'\“Medic” (NBC-TV) Sept. 5 and | department of Westinghouse Elec- 


«| GE Bulbs Bow in the Pink |& Shea, Pittsburgh, trade associa-|New York, has been appointed to| the Rosenstein line is expected to 


General Electric’s new “de luxe | tion management specialist. Mr. handle advertising and publicity. be in national distribution by No- 


pink” bulbs will be introduced na- Scott formerly handled school and Now being introduced to the trade, | vember. 
tionally with a page in the Sept. (electric utility public relations pro- 
19 Life, plus commercials on/| grams in the information services 


ADVERTISERS © AGENCIES @ CLIENTS WRI TE FOR DE TAI LS 
Every day—somewhere—a claim is made ehh alen A an 


for Libel, Slander, invasion of Privacy, EMPLOYERS | 


12. The bulbs, which are coated | tric Corp. 
with a special pink filter, will be 
promoted as “the bulbs that flat- Rosenstein Swimwear to Bow 


; od : Copyright Violation. 
_ter complexions and furnishings.” Nettie Rosenstein Inc., in asso- so aan eaheene REINSURANCE 
: : : = gly inexpen- ORATION 
Scott to Hanson & Shea siere Co., will market a line of sive policy is a smart safeguard — experi- J PPT PEPER Sete 
Robert T. Scott has been named | swimwear this fall under the Ros- ience has proved it. Kansas City, Mo. 
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DOMINANCE DOUBLED IN THE CAROLINAS — 
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Top-power WBTW raises the Jefferson Standard in 
a rich new area . . . gives your ad dollars TV power 
in a fresh market of a million people. 


Combine WBTW with pioneer WBTV and the 
two stations Create an unduplicated TV market 
comparable to the eighth largest in the nation. 


It’s a double market of 3,375,000 people, over 


ee $2% Dillion in retail sales and $3% billion in buy- 

ing power. You can capture it at a cost per thousand 
CHARLOTTE ; measured in pennies. Let CBS Television Spot 
Sales detail the story. 


JEFFERSON STANDARD BROADCASTING COMPANY 
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OLUMBUS (GA.) 


jarade parade parade parade parade parade parade 


How to 
reach more 
families in 


parade parade parade 


gg Se 8) | 


COLLIER’S......... 9.6% 
| ents iy | 
LOOK............... 4.9% 
PARADE..............100% 


This is the picture of Parade coverage* with the 
COLUMBUS, GA. 


The Sunday Tedger-Enguirer 


Represented Nationally by The Branham Company 


It is much the same in all Parade cities of origin. 


parade 


The Sunday Picture Magazine with a minimum of 
20 percent coverage in more than 2400 Markets 


‘ 


*Home County — Muscogee 


larade parade parade 


jarade & 
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South Dakota Finds 
Tourists Increasing, 
But They Spend Less 


VERMILLION, S.D., Sept. 14— 
More tourists visited the Black 
Hills of South Dakota in the sum- 
mer of 1954 than in 1949, when a 
previous survey was made, but 


|they spent less money in the state 


as individuals this time. 


This is the conclusion of a sur- | # 


vey made by the business research 
bureau of the school of business 
administration of the University of 
South Dakota. 

Some 1,300,000 tourists visited’ 
the Black Hills in 1954, 25% more 
than made the trip in 1949. They 


spent an average of four days in’ 
/_NEW PRODUCT—General Foods Corp., 


the state, three of them in the 
Black Hills. 


_®@ However, each tourist spent an 
average of $6.85 a day, a 16% drop 


from 1949. The average tourist 
party spent $95.90 in South Dakota, 
$72 of which was spent in the 
Black Hills. 

Most popular form of travel to 
this vacation spot was the automo- | 
bile. Ninety-nine out of every 100 | 
tourists went there by this means. 

Twenty per cent of the tourists. 
in 1954 camped out or used their | 
own trailer, In 1949, only 11% did 
this. 


! 


JellQ Instant 
xno hb ai 


# JELLO 


* 


White Plains,. N.Y., is using this 
unusual treatment to introduce its 
new strawberry flavor instant pud- 


‘ding. The strawberry-colored page 


ran in Life, Sept. 12. Additional 
promotion will be on the Roy 
Rogers television show and in na- 
tional outdoor media. Young & 
Rubicam, New York, is the agency. 


| Martin Wright & Associates, sec- 
_retary, and Nathaniel W. Morrow, 
vp. New Britain Machine Co., 
treasurer. 


Greatest hunk of the tourist dol- | 


lar went into food and drink—| 
about 36¢. Of this, 31¢ was spent) 


in eating establishments. 


Lodging took up 28¢ of the dollar! ing, Peoria, III. 


budget, car expense, 21¢, and all 
other expense, 12¢. 


Form New PRSA Chapter 


Gurries Mtg. to Thomson 
Gurries Mfg. Co., San Jose, Cal., 
has appointed Thomson Advertis- 
, to handle its di- 
rect mail, national, regional and 
| Gealer advertising. Gurries builds 
'planes for leveling and smoothing 
| land, primarily for agricultural 


Bernard R. Hammons, public re- | PUrposes. Its products will be dis- 
lations director of Avon Old Farms tributed through dealers of Cat- 
School, Avon, Conn., has been erpillar Tractor Co., Peoria. 
elected first president of the new 
Connecticut Valley chapter of the Dobson Joins Newspaper 
Public Relations Society of Ameri-| Mrs. Beatrice H. Dobson, for- 
ca. Other officers elected are Reg-| merly advertising and sales pro- 
inald J. Alden, president, Public motion consultant for Mercury 
Relations Counsel Service, Long-| Messenger, New York airline mes- 
meadow, Mass., and John E, Ells-| senger service, has joined the Deep 


worth, v.p., Ensign-Bickford Co., 
Simsbury, v.p.s; Eugene H. Kone, 


River, Conn., staff of the Press, 
Middletown, Conn. 


. WHO PREPARE THEIR OWN MEALS 
.. WHO WORK IN THEIR OWN YARDS 


_—if your product belongs in 2% million 
homes ies! — nares 
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p | Di with 10,000 or 15,000 names?” he | tion research could do about such! takes a person, and puts him...”; Mr. Gilman: “Right! Under 
ane isagrees asked Mr. Gilman. 'a list for the lobster seller, ' Mr. Scherman (interrupting): | water so the lead will sink to the 
| | Mr. Gilman said that the thing|“... under water.” bottom and the true facts will rise 


= Mr. Gilman replied that income, | to do was to find out why the tur-| (Laughter. Pause.) 


7 
}| R h education and other data are vari-| key buyers bought turkeys; with 
i on esearc In ables. “They are superficial,” he that information you might very 
i. n said. “They don’t make us do what well learn which of these buyers! UHM AM i J 
Direct Mail Co we do. We must get below the vari- would also be good prospects for = Take a look at this market for automotive equipment... 
py ables—down to the four S’s to find | lobsters. 


‘to the top for us to see and use.” 


PHC Lodemee LULL LLU DOLLAR ob) 


nN ‘ 871,359 TRUCKS 88% own all their vehicles 
i| out the why. The variables are im- The session, which was moder- 210,300 TRUCK TRACTORS 3% lease all their vehicles 
CHICAGO, Sept. 13—In order to} portant; but the four S’s are more | ated by Arthur Martin Karl, presi-| 3 77991.659 (Over 11% of all trucks 9% both lease and own their 
write better direct mail copy and | important.” dent of Names Unlimited, was re licensed to operate in the vehicles 
get better lists, you must dig be-| Panelist Lloyd Wood, business | enlivened by Mr. Scherman’s heck- U.S.) Want to sell these men? Reach 


neath the “four S’s” of the buyer’s, manager, National Wildlife Fed-| ling and wit, but these were often 
motivations. ‘eration, observed that a success-| parried nicely by Mr. Gilman. Ex- 

So said Irving Gilman, v.p. of| ful list of turkey buyers may lay | ample: 
the Institute for Motivational Re-|an egg when used as a iist of lob-| Mr. Gilman (explaining depth 
ster buyers. He asked what motiva- interviews): “The interviewer 


200,575 TRUCK TRAILERS them most effectively and eco- 
752,388 BUSINESS PASSENGER | nomically through their own 


CARS are owned by ROTARIAN sub- magazine . . . THE ROTARIAN. 
scribers or by firms in which they are 313,889 Average Total Net Paid ABC (Dec. 1954) = 
corporate officers or titled executives. The Rotarian, 1600 Ridge, Evanston, iil. : 
MM no quinn 1st 


Direct Mail Meeting | 


search, Croton-on-Hudson, N. Y., 

in a panel discussion about motiva- 

tion research in direct mcil at the 

_Direct Mail Advertising Assn. con- 
vention. He defined the four S’s 
as: 

1. Sustenance—man’s drive for 
food, clothing and shelter “since 
he first climbed out of the water. 
Only his standards have changed. 
He once clothed himself in beads 
and grass; now he wants Brooks 
Brothers and minks.” 

2. Stakes. ‘We want to be recog- 
nized, told we’re good—not only 
on the job, but in our community, 
and in everything we do.” 


3. Sex. “.. not only physical sex, 
but the whole area of sensory stim- 
ulation.” 


4. Security. “Not only job secur- 
ity, but the chance to function in 
a healthy environment.” “If you 
find out what a man is doing about 
these four S’s,” Mr. Gilman as- 
serted, “you get to the heart of his 
motivations, you find out why 
people do what they do and buy 


* 
what they buy.” 
® Panelist William H. Scherman, I} | On} a lanic 
promotion manager of Sports II- 


lustrated, challenged Mr. Gilman 


The dollar-and-sense wisdom of 
applying manufacturer-dealer co- 
operation to newspaper: advertising 
is demonstrated by the sales records 


and his formal research approach 
to direct mail copy. 

“The copywriter is already doing 
these things,” he said. “Many of 
the techniques of the motivation 
researcher are intrinsically in the 
copywriter’s arsenal. He projects 
himself into the buyer’s shoes, de- 
cides how he would think and act 
there, and writes his copy accord- 
ingly.” 

Mr. Gilman dissented. “Intui- 
tively, that’s what we have been 
doing,” he said, “but that way is 
fallible. It is not atuned to change. 
You conduct a campaign today and 
it’s successful. Tomorrow you try 
it and it fails, and you don’t know 
why. You switch copywriters; you 
guess. 

“What we try to do is to use a 
scientific approach to find out why 
people act the way they do. Then 
the copywriter steps in.” 


® Mr. Gilman explained that depth 
interviews and the indirect ap- 
proach are basic methods in this 
scientific approach. 

“People do things irrationally as 
often as not, but don’t like to ad- 
mit it,” he said. “When you ask a 
man direct questions, you put him 


flealer ties in with 
national ads 


for 1100% 
Sales increase! 


of Mr. George Esper, owner-operator 
of Joy Appliances in suburban 
Edmonton, two miles from the heart 
of the city. 


Since commencing his business 

operations in 1950, Mr. Esper has 

own an 1100% increase in annual 

sales (to the end of 1954) jump- 

ing from a 1950 gross of nearly $60,000 
to over $660,000 in 1954. 

Over 80% of his impressive 
($40,000) advertising budget during 
that time was placed in The Edmon- 
ton Journal, and a major share of 
the appropriation was inserted in 
co-operation with manufacturers’ 
advertising. 

Mr. Esper has this to say, ‘“The 
effect of the advertising placed in the 
local newspaper by national manu- 
facturers is to presell Edmonton 
citizens on the product. When my 
own ads ap ar they stress the ser- 
vice available at my store and restress 
the quality and value of the product. 
I know of no other combination of 
advertising impact that will sell as 
much product as national advertis- 
ing, placed locally, plus local 
co-operative advertising.” 


on the spot. He immediately asks: 
what do they want to know? I'll bean MONTREAL 
: put down this—no, I won't; I’ll he Southam Newspapers The Southam Newspapers 


q look stupid. I’ll say this, instead. aah ee a 
, “You won’t always get a true YOU GET ACTION . L. Dower, Manager . C. McCague, Manager. 
‘ answer by direct questioning.” GREAT BRITAIN UNITED STATES 
; 4 ; F. A. Smyth C & Woodward Inc. (Can. Div. 
i But, Mr. Gilman seid, it you ook 0 WHEN YOU ADVERTISE IN AT. ae Gromer & Wadd tt. (Cen, Ot 


| group (in his job classification, 
~ income group, educational back- 
‘ ground, etc.) would answer, you 
are more likely to get what the 
person himself really thinks. 

a Panelist Jack Cole, president of 
q Chicago Mailing List Co., said that 
a the motivation researchers’ small 


London, E.C. 4, England San Francisco, Los Angeles, Atlanta 
A SOUTHAM NEWSPAPER 
samples worried him and he 


=s-% THE EDMONTON JOURNAL 


7 nies develop lists of thousands of OTTAWA HAMILTON WINNIPEG CALGARY MEDICINE HAT EDMONTON VANCOUVER 


names, classified by average in- CITIZEN SPECTATOR TRIBUNE HERALD NEWS JOURNAL PROVINCE 
come, educational background, etc. 


“How can you do with a small 
number of interviews what we do 
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Margery Carleson to Axelsen |Axelsen Advertising Agency, Salt Transogram Sets Toy Drive 

Margery Carleson, formerly|Lake City. Miss Carleson also has | Transogram Co., New York, is 
with KUTV, Salt Lake City, has been with CBS in New York and | scheduling 12 magazines plus local 
been appointed copy chief and di-|McCann-Erickson in San Francis- radio and tv spots and participa- 
rector of radio and television of co. tions in October and November to 
: promote its toys and games for the 
Christmas season. The company 
also will participate in the Toy 
Guidance Council’s national pro- 
motional drive. Transogram’s agen- 
cy is Lester Harrison Inc., New 
York. 
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7 COVERS THE BIG eS 


5 «BEVERAGE INDUSTRY .-”, 
LAGE oN AMERICA 


si lala a hele a Se 


Edited in Spanish by native Latin Americans, 
it gives the most complete coverage of the 
giant soft drink and 900-million gallon alco- 
holic beverage industry of Latin America. Read 
by 8,000 top executives and technical men. 
BEBIDAS ANNUAL HANDBOOK AND BUYING DIREC- 
TORY Distribution to 8,000 in 1955...only 
Spanish Language operation handbook and 
buying guide in the industry...avidly read... 
proved sales run to millions. Rates are low. . 
BEVERAGES—in English, read by more than 
4,600 executives in Europe, Australasia, Africa, 
Free Asia...profitable results. 


Write for complete market facts! 


THE CANTERBURY PRESS 2001 Calumet, Chicago 16, Ill 


a maher Down Beat — Up Beat — Country and Western Jamboree — Record ¢ 
publication Assn. of Advertising Agencies, suc- 


Whirl — Music — Beverages — Bebidas — La Farmacia Moderna — 
Radio y Artioules Electricos — Elaboraciones y Envases — La Tienda — e 
Publishing since 1934 ceeding the late Thomas F. Har- 
see eee eeceeseeeeeeeseseeeeeeseeeeeeeeseeeeeeeeeeee rington, of Ted Bates & Co. 


Loudon Appoints Welch 

E. Clayton Welch has been ap- 
pointed to the account executive 
staff of Henry A. Loudon Adver- 
tising, Boston. Mr. Welch formerly 
was an account executive with 
Walter B. Snow & Staff and Cham- 
bers & Wiswell. 


Toigo Heads Four A’s Region 
Adolph J. Toigo, president of 
Lennen & Newell, New York, has 
been elected vice-chairman of the 
eastern region of the American 


SEND-OFF—Two Foote, Cone & Belding girls, Betty Miller (left) and 
Lorraine Rynearson, give the works to Arthur Emerson, who is re- 
tiring from the transportation jield after more than 50 years in the 
business. He was district passenger agent for the New York Cen- 
tral in Chicago for 46 years, and for the past six years has been 
transportation officer in the Chicago office of FC&B. 


Radio y Artioulos Electrices Catalog File — Bebidas Annual Directory 


Bride Bonanza 


‘Look’ Study Shows 
Audience Groupings 
of Nine Magazines 


Brainstorming 
Traditionally New 


i N 
Tailor-Made New York, Sept. 13—Audiences 


reached through combinations of 9 
nine magazines are shown in a re- 
port issued here by Look. The 
magazines include Better Homes & 
Gardens, Collier’s, Good House- 
keeping, Ladies’ Home Journal, 
Life, Look, McCall’s, The Saturday 
Evening Post and Woman’s Home 
Companion. 
Agencies and advertisers can use 
the report to learn the number of 
different people who can be 
reached—as well as the number of 
readings of an advertising message 
it is possible to obtain—through : 
: : " ’ ss... various combinations of magazines. 
s--- - q . v" , ined Se > Pa ; Data for all combinations (36 
/ . . j i, . ‘ possible pairs of magazines, 84 pos- 
sible trios, 126 possible quartets) 


HOUSE pe MOTIFI Ts 


wide Brida 


tere 


hows is shown in terms of (1) net au- 

you can . atte a | dience (the number of different 
mart the a\ Ere pk tae | aoa E ; ‘people reading the magazines in 
arneboneny . Sass SED) Sa a ee the combination), (2) audience 
Bride® House oe ae ee ee ‘reading only one magazine, (3) 


audience reading two or more 
magazines and (4) total magazine 


@ The Bride’s House of 1955, selected by Guide for the 
Bride, was a U.S. Steel Home. Around it, Steel built a major 
promotion: color ads in Life and Guide for the Bride, net- 
work TV and local radio and newspaper advertising. This 
was supported by 30 pages of editorial matter and 80 pages 
of tie-in advertising. 2,000 U. S. Steel Homes were sold in 
45 days, 25 million dollars’ worth! By BBDO Pittsburgh. 
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© For years, modern and traditional silverware designs 
have gone their separate ways, The twain meet this fall, how- 
ever, in Oneida Ltd.’s Community pattern “Twilight.” The 
theme: “A brilliant new pattern breaks across the bound- 
aries of both.modern and traditional.” Introducing “Twi- 
light” are color pages in Life, Seventeen, Ladies’ Home 
Journal, Woman’s Home Companion; TV’s Home show. 


i 
>> 
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@ Each week about 200 merchandising and promotional 
ideas are produced by BBDO’s Brainstorming Panels. Al- 
most every day at least one group devotes the lunch hour to 
thinking up extra ideas that might be of help on some client’s 
marketing problem. In fast-moving sessions, no idea is 
criticized or evaluated, Screening follows. Group ideation 
is also practiced by Copy, TV, Publicity Departments. 


Q Taste—especially good taste—varies. That’s why Hart 
Schaffner & Marx tailors its famous Trend model in such a 
variety of colors, fabrics and weaves. By the same token, 
advertisements for Trend styling must be tailored for spe- 
cific garments and publications. These campaigns were hand- 
tailored by BBDO Chicago to suit the male readers of Life, 
Time, The New Yorker and The Saturday Evening Post. 


BATTEN, BARTON, DURSTINE & OSBORN, 


INC. Advertising 


NEW YORK * BOSTON + BIUFFALO * CHICAGO + CLEVELAND * PITTSBURGH * MINNEAPOLIS * SAN FRANCISCO * SEATTLE * HOLLYWOOD * LOS ANGELES + DETROIT « MDALLas - ATLANTA 


reading (the sum of the average- 
issue audiences). 

The report is based on “The Au- 
diences of Nine Magazines,” a 
study recently conducted for Look 
by Alfred Politz Research. 


Daniel Boone Clothes 
Maker Sets Sights to 
Down Davy Crockett 


New York, Sept. 13—Move that 
‘thar musket, Davy, Dan’l Boone is 
a musclin’ in. 

Stone Associates, prominent in 
the merchandise licensing field and 
headed by Martin Stone, announces 
that it has signed an exclusive 
merchandising contract with Uni- 
ted Sheeplined Clothing Co. to 
represent United in the merchan- 
dising of Daniel Boone items. 

The clothing company has made 
Daniel Boone jackets since 1923 
and has held a trademark for all 
Daniel Boone wearing apparel 
since 1937, according to Mr. Stone. 

Mr. Stone will expand licensing 
in the apparel as well as other 
fields and is considering the crea- 
tion and production of a Daniel 
Boone television series and a mo- 
tion picture, it is reported. 


Grant Names Jerome Cowle 


Grant Advertising has appointed 
Jerome M. Cowle copy chief in its 
Detroit office. Mr. Cowle formerly 
was group copy supervisor of 
Campbell-Ewald Co., Detroit, and 
also has been with Erwin, Wasey 
& Co., Platt-Forbes and Anderson 
& Cairns, 
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Direct Mail Advertising Dollar Volume 
Second Only to Newspapers: Larry Chait 


Cuicaco, Sept. 13—About 14.7% , 
of all advertising dollars are spent 
in direct mail, which is more than 
is spent in tv, radio or magazine 
advertising, said Lawrence G. 
Chait. director of sales planning 


Direct Mail Meeting 


and analysis of the direct mail 
division of R. L. Polk & Co., De- 
troit. 

Mr. Chait told the 38th annual 
conference cf the Direct Mail Ad- 
vertising Assn. meeting here this 
week that the dollar volume in di- 
rect mail will probably rise at the 
rate of about 5% this year, com- 
pared toa 9.4% gain in 1954 over 
1953. 

He said that the total investment 
in direct mail advertising rose 
from $918,000,000 in 1950 to $1,374,- 
000,000 in 1954, a gain of almost 
50%. 

Against the gains of direct mail 
advertising, radio had a 7.6% loss 
in 1954, newspapers gained only 
1.9%, magazines gained 1/10 of 
1% and outdoor gained 6%, Mr. 
Chait pointed out. 


= “I have quoted these facts and 
figures to indicate that a quiet 
revolution has indeed been in 
progress,” the former president of 
DMAA said, “and direct mail 
stands on the threshold now of a 
great new period of effectiveness 
in the distribution process with- 
in the United States.” 

Mr. Chait complained of the lack 
of research in direct mail by com- 
parison with the amount done in 
other media. 

The lack of research, he said, 
still accounts for numberless fail- 
ures to assess the value of direct 
mail properly. 

“The day has come,” he asserted, 
“when we must say to national ad- 


vertisers and agencies that they, |- 


too, have an obligation to research 
direct mail as they research other 
media and they have an obligation 
to consider direct mail as a basic 
part of every media program. 


® “This most effective advertising 
medium has for too long been the 
Cinderella of our profession and it 
is time that Cinderella went to the 
costume ball with the rest of her 
sisters.” 

Mr. Chait advised direct mail 
admen to take a hard look at the 
“accountant’s point of view” of in- 
dustry, which he said, is “the very 
basis of the new theory of business 
management.” 

The “accountant’s point of view,” 
Mr. Chait said, “looks at distribu- 
tion in its entirety in order to man- 
age better.” 

“It is my opinion that we shall 
have to live with the accounting 
point of view,” he declared. “We 
shall have to live with an under- 
standing of the total distribution 
fabric in all of its ramifications,” 
he explained. 


® Mr. Chait presented “ten laws 
of consumer purchasing in the dis- 
tribution process,” that he said he 
had arrived at after culling nu- 
merous research findings. 

The laws are: 

1. Buying is largely a matter of 
economics. 

2. The best customers for any 


established type of product are al- 
most entirely those who have) 
bought similar products before. 

3. There is a life cycle to many | 
products which leads to recurring 
purchases. 

4. Brand loyalty is an important 
factor in all purchasing. 

5. Socio-economic pressures are 
important factors in all purchas-| 
ing. 

6. Prospects for particular types 
of products frequently tend to 
cluster. 


7. Price class loyalty is an im- 


_portant factor in all purchasing. 


8. The use value of a product is 
a prime determinant of the nature 
of its consumer market. 

9. Those who “move” the most, 
spend the most. 

10. The size and nature of the 
market for any product may be 
determined. 


Reid, Decker & Stocki 
Succeeds Mercready, Reid 


Reid, Decker & Stocki, a new 
corporation, has succeeded Mer- 
cready, Reid, Handy & Van Den- 
burgh, Newark agency. The new 
agency will operate from the same 
offices and serve the same clients 
as the former agency. Officers are 
Robert B. Reid, president; Robert 
C. Decker, exec. v.p. and treasurer, 
and Joseph J. Stocki, secretary. 
Agency personnel remains the 
same. 


Newspaper Advertising Linage 
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Terzian Leaves Whitney 
Lawrence Terzian has resigned 


July, 1955 as assistant to the publisher of 
Media Records Report for 52 Cities ‘Whitney Publications, New York, 
\which publishes both Industrial 
July July Per Cent January-July Per Cent Design and Interiors. 
1955 1954 Change 1955 1954 Change 
Classification PRESS CLIPPINGS 
Retail (total) ...... 107,401,528 96,880,470 +10.9 841,949,849 784,423,256 + 7.3 News items, editorials, advertisements 
Dept. Stores ...... 37,930,862 33,801,837 +12.2 311,865,964 291,635,747 + 6.9 
emer al asecesnesee 24,967,874 23,952,076 + 4.2 216,131,438 207,422,691 + 4.2. Promptly 
Automotive  ........ 15,226,270 11,519,429 +32.2 106,656,152 86,211,076 +23.7| from daily and weekly newspapers, from 
Financial ..........+. 3,772,300 3,226,636 +16.9 24,390,649 21,744,995 +12.2| magazines and trade papers as specified. 
Total Display ....151,367,972 135,578,811 +11.6 1,189,128,088 1,099,802,018 + 8.1 
Classified ............ 60,911,287 50,192,546 +21.4 404,231,538 350,265,887 +15.4| 
Be Sea ere: 212,279,259 185,771,357 +14.3 1,593,359,626 1,450,067,905 + 9.9 | y 
ESTABUSHED G88 
‘Do-It Guide’ Adds 3 Reps area of New York, and Prender-_| — oat 


Do-It-Yourself Buyers’ Guide, 
Chicago, has appointed three space | 
sales representatives. They are 
Ronald W. Donahue, formerly a} 
v.p. of Wilson, Haight, Welch & | 
Grover, Hartford, New England 
representative; Burdette Phillips, | 
Cleveland, assigned to Ohio, west- | 
ern Pennsylvania, northern Ken- | 


‘tucky and the Buffalo-Rochester 


gast & Minahan, Chicago, who will | 
cover Illinois, Indiana, Wisconsin, | 
Minnesota and western Michigan. | results from promotions and releases. 


WITV Names Little, Stober | For Future Reference 
WITV, Miami, has appointed Ed| Handsome loose leaf scrapbooks; rubber 
Little manager of sales and Arthur cement; plastic laminating if desired. 


Stober manager of operations. Mr. BURRELLE’S 


Little succeeds Walter Koessler, 
who now is sales manager of| PRESS CLIPPING BUREAU 
165 Church Street * New York 7, N. Y. 


WGBS-TV, Miami. 


165 Church Street = New York 7, N. Y. 


will provide you with a recofd of your 


Are all the industries that need 
your products using them? 


Unless you know what’s happening on drawing 
boards, in labs and product development throughout 
the nation it is impossible to foresee where new 
uses and new users will spring up. 


Production changes 


and diversification resulting 


in new needs for equipment, parts and materials are 
creating new, hidden markets in thousands of plants. 


65,000 selectors of products are examining Industrial 
Equipment News monthly to find the answers to 
their new requirements. 


Why not meet them halfway with the news of 
your products by means of editorial releases and 
advertising? We welcome and publish descriptions 
of all important new industrial products without 
charge as a service to our readers. For $150 to $160 
per month you can carry on the sales promotion of 


your products in every industry there is . . 


. all 452 


subdivisions of the 20 basic ones . . . and achieve a 
degree of penetration comparable to that of some 
vertical papers. This figures out to cost you only 


32-1/5¢ to 35-2/5¢ per market. Surely you can sell 
ONE of them. 


You do not have to look for these new users because 
they are looking .. . actively ... every month... 
for products like yours. 


Industrial Equipment News is so effective in selling 
because it is so extensively used for buying. 


Details? . . . Send for complete DATA FILE 
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Harrington Theiss Raymond Barr 


IN APPRECIATION—Arthur W. Theiss, v.p. of Patriot Life Insurance 
Co., and retiring president of Direct Mail Advertising Assn., pre- 
sents a diamond-studded watch on behalf of the DMAA to Mrs. 
Homer Buckley, whose husband is a pioneer in the direct mail 
industry. Watching are David L. Harrington, president and general 
manager, Reuben H. Donnelley Corp.; Leonard J. Raymond, presi- 
dent, Dickie-Raymond Inc.; and John Barr, president, Montgomery 
Ward & Co. ‘ 


The set Ohi : 
P VATS 
ro ks 
udh, Recommen, 
A LOT MORE—Actress Adele Jergens lends her talent to helping sell 
tv sets for Sentinel. 


j 12 ounces... 
* 2 full glasses. 


LONG DRINK—Cheer Up Bottling Co., St. Louis, is using 12’x33” bus 

displays to promote the new 12-6z. bottle of lemon-lime beverage it 

has introduced in that city. Batz-Hodgson-Neuwoehner Advertising 
Agency handles the account. 


Doyle 
Scott Hill 


BRASS GATHERS—Almost 100 members of the various 
advertising sales staffs of the Des Moines Register 
and Tribune attended the papers’ fall meeting. 
Charles J. Feldmann, advertising director, conducted 
the meetings. Speakers included Gardner (Mike) 
Cowles, president, and Luther L, Hill, publisher. 
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PERFECT 35—Jean Moorheod was 
chosen “Miss KNX—the Perfect 35 
Girl” by a panel of newspaper and 
trade press representatives. She 
served as official hostess for KNX 
Radio’s 35th anniversary celebra- 
tion, an 18-hour “birthday bon- 
anza” broadcast Sept. 11, featuring 
CBS Radio stars and Hollywood 
personalities. 


Feldmann Hawley 


Cowles Scolaro 


Meeker 


In this group also are J. Donald Scott, Joseph R. 
Scolaro and Herbert Meeker, principals in Scolaro, 
Meeker & Scott, national representative of the news- 
papers, and Chester Doyle and Vernon Hawley of 
Doyle & Hawley, who represent the papers on the 
West Coast. 


ROBIN HOOD LEGENDof SLEEPY HOLLOW’ 
DAVY CROCKETT’ “RIVER BOAT MEN” 
THE MAN ond THE MOON” 
and MANY OTHERS 


FAIR EMPHASIS—Fred W. Adams (left), Nash Motors’ director of ad- 

vertising and merchandising, and W. A. Fullerton, manager of the 

company’s Detroit zone, inspect the schedule of “Disneyland” tv 

shows, of which Nash is a co-sponsor. The castle display was part 
of the Nash exhibit at the Michigan state fair. 


GOLD MAILBOxX—Arthur W. Theiss (left), retiring president of the 

Direct Mail Advertising Assn., presents the Gold Mailbox award, 

top direct mail award of the year, to John Porter, of National 
Broadcasting Co., New York (story on Page 58). 
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OUT OF THE NOWHERE—The Chicago Sun-Times used 
before-and-after teaser outdoor displays to promote 


its new “twins”—Midwest Magazine and TV Prevue 
—making their first appearance on Sept. 11. 
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million*, women 


read the Bazaar 


to be 


influenced... 


Put your Fashion, Fabric, Cosmetic, 
Home and Table Decor, 

Travel and Automobile, 

Insurance and Investment 
advertising message there! 

It’s your best spent 


advertising dollar. 


a 1 we 


DBAZAA 


572 Madison Avenue, New York 22, N.Y. 


* Circulation: 


368,000 plus 4 million 
readers based on a recent 
Beauty Shop Survey. 
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‘Farm Journal’ Adds 
827,000 RFD Names 
From ‘Country Gent’ 


PHILADELPHIA, Sept. 13—Farm 
Journal Inc., in the course of cir- | 
culation research on the old Coun- 
try Gentleman, which it purchased | 
from Curtis Publishing Co., has| 
found that 75.2% of the RFD sub- 
scribers actually live on farms; 
85.2% live on, own, operate or 
work on farms and 14.8% live in 
a farm community or just like to 
read a farm magazine. 

Farm Journal sent out 10,000 
post card questionnaires to try to, 
glean such responses. To date the | 
company has received 1,348 re- 
sponses. 

Further, on Aug. 1, the Farm 


Journal research department sent 


out letters to 1,082,000 non-RFD 
former subscribers to Country 
Gentleman, inquiring about their 
farm interests and suggesting they | 


switch to Town Journal if they} 
had no real interest in farming. 

| To date, 300,000 have reniied; | 

58% asked to be added to Town 
Journal, while 42% have chosen 
‘Farm Journal. 

Farm Journal’s circulation list 
already has been swollen by 827,- 
000 RFD names taken from the 
Country Gentleman subscription 
lists, making a total of more than 
3, 600,000. 
WAGA Promotes Reynolds 

L. W. Reynolds has been ap- 
pointed sales manager of WAGA, 
Atlanta. Before joining the radio 
\station’s sales staff a year ago, 
Mr. Reynolds was southeastern re- 
gional manager of Capehart- 
Farnsworth Corp. ‘ 


Ohio Display Names Rep 

Ohio Advertising Display Co., 
Cincinnati, has appointed Standard 
Advertising Co., a new St. Louis 
company, to represent it in St. 
Louis. 


The traffic manager of most big shipper companies carries 
a responsibility that is highly unusual in this day of conferences 
and joint decisions. 


~/ 


“Every Character's 
a Caricature’ in 
Novel about ‘TV Star’ 


NEw York, Sept. 14—Many re- 
viewers have accepted the novel, | 
“The Great Man” ($3.50, E. P. Dut- 
ton & Co.) as a true-to-life por- 
trayal of what goes on in the 
-| broadcasting business. 
them have cited the 5,000 radio 
and tv programs written or pro- 
duced by Al Morgan, author of the 
book, as evidence of its authen- 
ticity. 
The fact is, nearly every char- 
acter is a caricature. The world of 
radio and television is portrayed 
as a jungle inhabited almost exclu- 
sively by people who make the 
principals in “The Hucksters” look 
like Boy Scouts by comparison. 
However, anyone who is remote- 
ly connected with the business of 
getting entertainment on the air 
will probably enjoy reading about 
“The Great Man,” who is killed in 
an automobile accident as _ the 
novel opens. 


e His life is reconstructed—in 
fragmentary fashion—by Ed Har- 
ris, a local commentator, who is 
assigned to do an hour memorial 
show on Herb Fuller, the deceased 
Mr. Big. Harris also is in line to 
take over the radio-ty shows of 
the man who could sell anything 
from toothpaste to cigarets, but 
who soon became bored with this 
and started telling the people 
which political candidate to vote 
for. 

Harris puts his memorial broad- 
cast together by talking to associ- 
ates of the “Great Man”—his press 
agent, secretary, the members of 
his “Radio Family,” and people 
who gave him his start in radio. 
The more Harris finds out about 
the drunkenness, lust and cruelty 
of the homespun humorist, who 
could talk about God and tell dirty 
stories on the same show and get 
by with it, the more reluctant Har- 
ris is to step into his shoes. 

Though he considers himself a 
basically decent person, Harris 
fears that given the same power 
and money, he might start acting 
like the “Great Man” off the air 


He buys anywhere from $100,000 to $100,000,000 worth of freight 
transportation a year —yet “top management” rarely controls, 
directs, or even influences a single dollar of it. Imagine, if you can, 

a top executive in any other department with this much authority! 


The answer, of course, is that the purchase of freight 
transportation is a specialized technique that combines the rigid 
logic of arithmetic with experience and constructive imagination... 
all tempered by the fast-changing labyrinth of governmental 
regulations, competition among alert carriers, changing markets, 


and a dozen other variables. 


No wonder the chairman of the board avoids this jungle of 
changing complexity. No wonder the traffic manager turns each 
week to the news, regulations, decisions and comments 

in TRAFFIC WORLD, the only publication that offers him the 
information he needs on all the forms of transportation. 


$24 a year, renewals of 90.23% 


Traffic managers reveal the high value of TRAFFIC WORLD’s 


editorial scope when they pay $24 a year to subscribe.. 


. and then 


renew consistently at the high rate of 90.23%. 


Traffic World carries more freight advertising than any other magazine. 


New York 22—515 Madison Avenuve—Plaza 5-6312 
Chicago 2— 22 West Madison Street — Financial 6-0012 
San Francisco 3—821 Market Street—YUkon 2-2338 


as well as on. At this point the 
author seems to oversimplify 
greatly by giving Harris a choice 
of taking the place of the “Great 
/Man” and sinking to the same low 
levels or heading west and thereby 
saving his integrity. Though what 
his future would hold besides in- 
tegrity is not made clear. 


a “The Great Man” was a favorite 
topic of conversation in radio-tv 
hangouts long before it appeared 
in the book stores. Everybody is 
‘sure he knows exactly who “The 
‘Great Man” is. 


You might as well get in on the | 


guessing game, too. Mr. Morgan’s 
principal character was a former 
navy enlisted man who for years 


Some of! 


Hitz 


Daly 


Factor Whiting 


PRESENTS “CAESAR PRESENTS’—Everyone was in good spirits following 
the signing of Helene Curtis Industries for one-third participating 
sponsorship of Sid Caesar’s show, “Caesar Presents,” starting the 
fall season on NBC-TV, Sept. 26. Shown here are Jane Daly, v.p. 
in charge of radio and tv for Earle Ludgin & Co.; Edward Hitz, 
NBC v.p. in charge of tv network sales for NBC’s central division; 
George Factor, Helene Curtis v.p. in charge of toiletries, and Ralph 
Whiting, Ludgin v.p. in charge of the Curtis account. 


MCA-TV Names Wild, 
McManus, Long V. P.s 


| 
| 


The film syndication division of | 


MCA-TV Ltd. has named Tom 
McManus, 
Long v.p.s. Mr. McManus has been 
eastern sales manager in New 
York for the past nine months. 
Mr. Wild, southwestern regional 
sales manager, held the same posi- 
tion with United Television Pro- 


Ray Wild and Hank 


recently named western sales man- 


ager, has moved to the company’s 
new midwestern regional sales of- 
fice in Cleveland as sales manager. 

Mr. Long’s duties as western 
sales manager have been assumed 
by Robert Greenberg, v.p. in 
charge of western station sales, 
with offices in Beverly Hills, Cal. 


|William Connelly has joined the 


grams, joining MCA-TV when the | 


two companies merged. Mr. Long, 


company’s staff in the Pittsburgh 
office. He was previously on the 
advertising staff of the Pittsburgh 


| Press. 


\local radio.” Then he went net- 
work and his corny comedy caught 
on so well that he got a “potful of 
radio and tv shows.” His cast of 
singers and musicians were re- 
ferred to as the “Fuller Family,” 
though he ruled over the group 
like a tyrant and pulled the rug 
out from under a singer who tried 
to start a romance with an an- 
nouncer. And he was the king of 
them all in the radio-tv “con man 
business” of “pushing cigarets, and 
beer, soap and furniture polish.” 
Any questions? 

But, as one reviewer put it, Mr. | 
Morgan is safe. Nobody is likely to | 
show up in court and claim credit 
for all the sins chronicled in this | 
racy book. 


Stover Rejoins D-F-S 


Reach, Yates & Mattoon, has re- 
joined Dancer-Fitzgerald-Sample 
as a copywriter in the New York 
office. 


‘was just a “medium big shot on_ 


| 


Chester Stover, formerly with | 


it takes time to call 3 


ONE CALL DOES IT ALL 


In advertising production, time means money. Faithorn 
offers you finest quality typography, engravings and printing... 
all under one roof to save you time and money. 
You make just one contact—why triple your work? 


One call does it all. . . 


phone WHitehall 4-2300 


a t h 0 mn CORPORATION 


d N. Dearborn St., Chicago 10, Illinois 


AD-SETTING 
ENGRAVING 
PRINTING 
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Still Short of Fund Goal, Men’s, 
Boys Wear Group Asks 0.K. to Act 


New York, Sept. 13—The Amer- 
ican Institute of Men's & Boys’ 
Wear has decided to become a per- 
manent organization even though 
it has not met its previously an- 
nounced fund-raising deadlines. 

It has also announced a new 
fund-raising deadline. 

Directors of the institute have 
authorized its officers to organize 
the promotional group on a per- 
manent basis and to hire a full- 
time salaried president. The in- 
stitute’s exec. committee has been 
holding conversations with A. O. 
Buckingham, managing director of 
Young & Rubicam Ltd., London. 
Associated with the clothing in- 
dustry for more than 20 years, 
Mr. Buckingham was v.p. in 
charge of advertising and market 


research at Cluett, Peabody & Co. | 


from 1935 to 1948. 


ge The board of directors also voted 
to extend, once again, the latest 
deadline for reaching a minimum 
goal of $2,000,000 from Sept. 30, 
1955 to April 30, 1956. It added 
one significant change from previ- 
ous deadline extensions. It asked 
institute members to free funds 
now held for immediate use. 

These funds represent the 25% 
initial payment made by institute 
members and amount to more than 
$1.000,000, according to Willard W. 
Cole, president of the institute and 
head of Henry C. Lytton & Co., 
Chicago. 

Mr. Cole said the action to free 


funds was taken “to solidify the 


institute’s foundation in response 
to the expressed wishes of many 
of the institute’s members all over 
the country.” 


ae An amendment to the original 
pledge agreement has been sent to 
members, which in effect would 
free monies held by accountant 
S. D. Leidesdorf & Co. for use by 
the institute. The amendment also 
postpones further quarterly pay- 
ments by members until the first 
of the month following the reach- 
ing of the $2,000,000 pledge goal, 
provided this goal is reached by 
the new deadline. 

When the institute was first an- 
nounced—with Batten, Barton, 
Durstine & Osborn appointed to 
handle advertising and Public Re- 
lations Management Corp. public 
relations—the ambitious goal was 
reported as a $5,000,000 fund to be 
raised this past summer for an 18- 


month campaign to start this fall. | 


Subsequently the minimum goal 
was lowered to $2,000,000, with 
the proviso that no funds would be 
spent unless the $2,000,000 mark 
was reached. 


® In a letter to members, Mr. Cole | 


urged freeing the funds now, in 


order to hire a salaried president 


and staff and: 

1. “To continue the public rela- 
tions effort within the trade for 
the purpose of enlisting full sup- 
port by the industry of the cam- 
paign.” 

2. “To open up to all members 
the immediate use of all materials 
developed in the campaign, based 
on the slogan, ‘Dress Right—You 
Can’t Afford Not To’.” 

3. “To start a national program 
of public relations directed to the 
consumer, based on this slogan.” 

4. “To pursue research neces- 
sary to the public relations pro- 
gram, as well as to build a base 
for future advertising effort.” 

Mr. Cole commented: “In re- 


view, we have only to consider 
that today, with over $1,000,000 in 
pledges and more coming in every 
day, the frustrations that beset us| 
in the initial phase of this cam-_ 
paign have been overcome. And 
today time is the only limiting 


factor in completely uniting an in- 
| dustry that never before has been 
united.” 


Mutual Promotes Burnett 

John H. Burnett, producer-di- 
rector of Mutual’s “General Sports 
Time,” has been named sports di- 
rector of Mutual Broadcasting Sys- 
_tem, New York, succeeding Paul 
Jonas. Mr. Jonas will remain with 
| the network to supervise the radio 
coverage of this year’s World 
|Series; he has not announced his 
future plans. 
Joins Avery-Knodel 
_ Joan Heverin, formerly of CBS 
Spot Sales, has joined the sales 
| Promotion department of Avery- 
Knodel, New York, radio-tv sta- 
'tion representative. 


j 
| 
i 


\formation about motivation stud-| 
‘ies, visual aids and other special- 
ties which are used to promote 


Sales Execs Will 
Visit Russia to distribution here. 
Sell ‘Consumerism’ | In return they expect to learn 


how the Soviets manage their dis- 
WasHINGTON, Sept. 13—The State tribution system. 
Department has given its unoffi-| In the past, groups from NSE) 
cial blessings to the proposal that have carried out similar missions | 
a task force of U. S. sales execu-|in other countries. While this is 
tives go to Russia next spring for the first time the executives have 
a mutual exchange of “know how” | been invited behind the Iron Cur- 
in the distribution fields. tain, a group previously toured | 
The group, sponsored by Na- Communist Yugoslavia. 
tional Sales Executives, will go at) The project was approved dur- 
the request of the Soviet trade ing a two-day meeting of about | 


89 


Du Pont Boosts Crane 

Ralph A. Crane has been named 
market research manager of the 
Kinetic Chemicals division of E. 
I. du Pont de Nemours & Co., Wil- 
mington,. The division makes Freon 
refrigerants, aerosol propellents, 
solvents and fire extinguishing 
agents. Mr. Crane, who joined Du 
Pont in 1940, succeeds Joseph C. 
Hoopes, now manager of wholesale 
refrigerant sales for the division. 


| Larrabee Associates Appointed 


Larrabee Associates, Washing- 


‘ministry. The proposal was ap- 
'proved by the NSE board of direc- 
‘tors at a meeting here last week, 
‘after word was received that the 


200 members of the NSE board of | ton, has a aie cinted oe 
directors. The meetings also in-|28°MCy ‘© Handle newspaper ad- 


cluded briefings by officials ne] Pome twang orci a 
various government departments palg chee 


‘project 
| blessings. 


has State Department handling programs of interest to 
business men. 
While the task forces do not sell 

anything—including ideology Bobrow Joins Sunset Stores 
they expect to tell Soviet repre- | Edwin E. Bobrow, formerly ad- | 
sentatives about the “consumer-|vertising manager of Dr. Posner | 
ism” system which exists in the| Shoes Inc., has been named ad-| 
U. S. Members of the group are! vertising director of Sunset Ap-| 


|expected to give the Russians in-| pliance Stores, New York. 


. 


OPPS P SPSS PSS PSPSPS PSPS: 


3 b 
ss MAGAZINE CLASSIFIED ; 
. — BIGGEST — 5 
x — BY THE MILLIONS — ‘ 
x Rates & Data for the asking g 


% PUBLISHERS CLASSIFIED ets 3 
4 


PLL LLL LLLP? 


ne Be LM 
Me ins Sai fi. 


race for Spring orders. 


CALL AIR EXPRESS | 


“On October 4th, our salesmen take to the road in the annual 


sample isn't up-to-the-minute in style, we can Jose our shirt! 


“But we keep our Manhattan and Lady Manhattan sales- 
men out in front — with Air Express ! 


“As trends unfold, we deliver the newest <hirt-styles to 
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Sylvan Geismar, Executive Vice-President of the Manhattan Shirt Company, tells you 


And it’s a tough race. If every 


Wisc., for instance, costs $5.15. 
complete service by $1.85!” 


“‘How to lose your shirt on the road!”’ 


our men in a few hours. When hot items sell out, we fill 
buyers’ re-orders just as fast! Air Express is indispensable in 
maintaining our leadership with our retail accounts. : 
“Yet we save money on most of our Air Express ship- 
ments! A 15-lb. shipment from New York to Milwaukee, 


That's the lowest-priced 


i X»— 


& AirExpress 


GETS THERE FIRST vwia US. Scheduled Airlines 


... division of RAILWAY EXPRESS AGENCY 
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Big families-5O% 


of all people, 15 years and older, in households 
with 5 or more persons, in New York City and suburbs 


are News readers- 


... And with 4,780,000 daily readers, the New York 
News reaches more big families than any other 

New York City newspaper! Which is just one of the 
significant findings in the big readership study .. . 


Profile of the millions 


. . . based on 10,349 personal interviews, made by 
W. R. Simmons & Associates Research, Inc. Shown by 
appointment only. Ask any New York News office. 


(Copyright 1955 by News Syndicate Co., Inc.) 
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Scotch drinkers-38 yA 


of the adults in New Y ork City & suburbs 
who served Scotch whisky in the past month 


are News readers- 


... and News readers also happen to be majority 
customers for luxuries as well as necessities, in 
every classification. If you sell anything in 

New York, you should know the content of the 


Profile of the millions 


which shows the share of the New York market 
that each New York newspaper delivers. See it! 


(Copyright 1955 by News Syndicate Co., Inc.) 
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Skirt buyers-4:17 


of the women (15 years and older) in New York City 
& suburbs who bought a skirt in the past year 


are News readers- 


The 2,290,000 women readers of the Daily News are 
the best customers for all women’s apparel items, 
groceries and toiletries—and buy the best as 

you'll see in the most informative and significant 
research study ever made of the New York market 


Profile of the millions 


shown in visual presentation, by appointment only. 
Ask to see it! Inquire any New York News office. 


. (Copyright 1955 by News Syndicate Co., Inc.) 
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Advertising Age. September 19, 1955 


National Nielsen Ranking of Radio Shows 
Two Weeks Ending Aug. 13, 1955 
All figures copyright by A. C. Nielsen Co. 


* Percentage of homes reached (“Nielsen-Rat 


U. S. radio homes. 


Current Homes* 
Rank Program (000) 
| EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (601) 
1 Dragnet (Chesterfield, NBC) ...........0csscscsssssscsssssssesnsnssecssnsenessosnonsnsesenens 1,341 
2 People Are Funny (Tomi, NBC) ........:-.-:cscsesssersesesesnennsnenensnennenesenennens 1,202 
3 People Are Funny (Paper-Mate, NBC) .............s::ssssssssesenennennensnnensenss 1,156 
4 Godfrey's Scouts (CBS Columbia, CBS) ..............:s:cceressneerersrensenees 1,156 
5 Best of Groucho (DeSoto-Plymouth, NBC) .............cccccessesseenseeeeens 1,110 
6 All Star Football Game (Atlantic Refining, Miller Brewing, Mutual) 1,110 
7 Your Land and Mine (General Motors, NBC) ..........c:cccceseereneenerees 1,017 
8 Gene Autry Show (Wm. Wrigley Jr. Co., CBS) ........-scseseserereseens oe 
9 Godfrey's Scouts (Lipton, CBS) ......ssseesessnsnsresnsnsesesserersseensnnensenenanenss Sik 
10 Treasury Agent (Participating, Mutual) ..............ccssessscsessssnsereneneennenes 879 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (601) 
1 News of the World (Miles Labs., NBC) ..........ccccccccsccsecseeseeenenenennnenes 1,156 
2 Fibber McGee & Molly (Participating, NBC) .............c:cssessssseeeseenene ee 925 
3 Lowell Thomas (Delco Batteries, CBS) ......-.....c:cc:cssssesessnenneenensneneneneny 925 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,249) 
1 Ma Perkins (Procter & Gamble, CBS) .......-....cccccccsssseesneneeeerennnnnennenenenes 2,035 
2 Road of Life (Procter & Gamble, CBS) ...............ccccccsesesseseneeenenseennenennee 1,988 
3 Guiding Light (Procter & Gamble, CBS) ...........:c:csccssssnsneeennenennerenennenns 1,988 
a Our Gal, Sunday (American Home Products, COED Rattnadietdincit 1,942 
5 Helen Trent (American Home Products, CBS) .........csssssreeersees 1,896 
6 This Is Nora Drake (Bristol-Myers, CBS) ...........:cccccceeseeeeseereeseeneeenes 1,896 
7 Perry Mason (Procter & Gamble, CBS) ..........csecssssssenenenenenenesssensneens 1,804 
8 House Party (Hawaiian Pineapple, CBS)  ...........-sssersesenerneereres 1,804 
9 Helen Trent (General Foods, CBS) .......cssssssesssessenersnssesnenseersenecees 1,757 
10 Young Dr. Malone (Sleep-Eze, CBS) ..........ccsscsssssssssnssnentensnnensnsnnencers 1,711 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (370) 
1 Woolworth Hour (F. W. Woolworth Co., CBS) ......ccccsssecsenereseereere 4 971 
2 Robert Trout News (Chevrolet, CBS) ..........::ccccccssesseseeeneennnenstnenserneeeeenees 786 
3 Nick Carter (Mutual) .........:ccccccccsccssseeesseetseesesensseneseseesensnnensannseceasenenss 694 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (647) 
1 Gunsmoke (Chesterfield, CBS) .....ccsscccssesscerssessersensnensresteseresensennansnes 1,341 
2 Allan Jackson News (Chevrolet, CBS, 12) ......ccccscccccsssreeeeseereererserenne 1,017 
3 Allan Jackson News (Chevrolet, CBS, 1:15) ........ccccceseeeseeseeerreseererneneee 925 


ing’) may be determined by comparing the 


total number of homes reached with 46,244,000, the 1955 Nielsen estimate of total 


Storer Separates AM, TV 
Operations in Atlanta 

Following a pattern set in its 
other station cities, Storer Broad- 
casting Co., Miami Beach, has sep- 
arated radio and television opera- 
tions in Atlanta. WAGA-TV will 
continue under the supervision of 
managing director Glenn Jackson, 
who has been named a v.p. of the 
company. 

His counterpart in radio will be 
Claude Frazier, who has been pro- 
moted from station manager to 
managing director of WAGA. Jack | 
Collins, formerly station manager 


' 


of the tv outlet, becomes assistant 
managing director in charge of 
sales at WAGA-TV. 


AMA Chapter Elects Cronk 

A. D. Cronk, Patent Button Co., 
Waterbury, has been elected presi- 
dent of the Connecticut chapter, 
American Marketing Assn. Other 
new officers include Ralph F. 
Hansen, Monsanto Chemical Co., 
Springfield, Mass., v.p.; W. R. T. 
Crolius, F. W. Dodge Corp., West 
Hartford, treasurer, and O. H. Tift, 
Wico Electric Co., West Spring- 
field, secretary. 


333 WEST LAKE STREET, 


visual idea. 


masterful execution, 

compelling copy, 

pulling publications, 

demand, as final 

assurance of success, 

fine photoengravings by 

COLLINS, MILLER & HUTCHINGS 


letterpress—gracure 


AT 


WACKER DRIVE - 


Marketing 
Gold Mine! 


by | 
John Pepper ©) 
and Ae” 
Bert Ferguson 


You know, we were just think- 
ing. There isn’t a sales manager 
alive who wouldn’t give his eye 
teeth for a new market with huge 
sales potentials for his product. 


We have such a market our- 
selves and it’s one we can share 
with you. 


This tremendous market is 
larger than the total population 
of Minneapolis-St. Paul .. . larger 
than Baltimore . . . larger than 
Washington, D.C... . larger than 
Cleveland! 


It has been right under the nose 
of everybody in Memphis for a 
long time. But by being first to 
discover it and cater to it, we’ve 
built our Radio Station, WDIA, 
up to Memphis’ only 50,000 Watt 


territory and holds the top Hooper 
and Pulse ratings . . . from a 250 
Watt beginning! 


HEAVY SPENDERS 


This tremendous new market, 
which we call the “Golden Mar- 
ket” of WDIA, is composed of the 
1,230,724 Negroes in the Memphis- 
Mid-South area . . . nearly 1/10 
of America’s total Negro popula- 
tion ... who will spend 80% of 
their 1955 income of over a quarter 
billion dollars on consumer goods. 
It is a ready-made market which 
can figure importantly in your 
own sales picture. 


PROVEN APPROACH 


Think of it! A buying market 
group . . . a big-spending gold 
mine waiting to be sold entirely 
and exclusively through a single 
medium, WDIA ... the radio sta- 
tion which itself has grown big 
through the listening loyalty of 
this group. 


We'll send you success stories 
of our advertisers, which include: 


Borden’s, Camel Cigarettes, 
Colgate-Palmolive, Johnson & 
Johnson, General Foods, Esso, 
Budweiser, Ford Motor Co., and 
Folger’s Coffee. 


What this responsive Negro 
market has meant for others it 
can mean to you. Write for 
WDIA’s “Golden Market” oppor- 
tunities for the particular prod- 
ucts that concern you most. This 
specific, factual information is 
yours for the asking. WDIA is 
represented nationally by John 
E. Pearson Co. 
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General Manager 


» ee Fasano 
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Commercial Manager 
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operation which commands a vast: 
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The television 
participation buy 
— of the year... 


a piece of ABC-IV’s Sunday evening 


FAMOUS FILM FESTIVAL 


Top-quality feature pictures ... never before on TV. 


Box-office stars: Alec Guinness, Jean Simmons, Robert Newton, James 
Mason, Rex Harrison and Lilli Palmer, Claude Rains, Noel Coward, 
Moira Shearer, many more. 


Sunday: Class A time. . . 7:30-9 p.m. (EDT); 6:30-8 p.m. (CDT); 
8:30-10 p.m. (MST); 7:30-9 p.m. (Coast Time) ...a pattern for 
maximum audiences. 


No minimum buy. Choice participations for any budget . . . lower cost- 
per-thousand than any participating show on network TV. 


Contact your ABC-TV representative. In New York, 7 West 66th Street 
(SUsquehanna 7-5000) ; in Detroit, 1700 Mutual Building (WOodward 
3-8321); in Chicago, 20 N. Wacker Drive (ANdover 3-0800); in San 
Francisco, 277 Golden Gate Ave. (UNderhill 3-0077); in Hollywood, 
1539 N. Vine Street (NOrmandy 3-3311). 


Exclusively on ABC-TV 


ABC TELEVISION NETWORK 


EVERY SUNDAY EVENING 
TOP-FLIGHT SHOWS... 
BUT DON’T TAKE OUR WORD FOR IT! 


THE LAVENDER HILL MOB: 
“Wackiest crime story of the year”—N. Y. Times 
ODD MAN OUT: 

“Powerful, superb drama” 


—N. Y. Journal-American 
TIGHT LITTLE ISLAND: 


“A howl-heavy comedy”—Billy Rose 


THE RED SHOES: 
“Completely irresistible’—N. Y. Herald Tribune 
THE IMPORTANCE OF BEING EARNEST: 
“Witty, wonderful”—N. Y. Post 
CAESAR AND CLEOPATRA: 


“ep 


srilliant and provocative” 
—N. Y. World-Telegram & Sun 
NOTORIOUS GENTLEMAN: 
“It’s a pip!”—N. Y. Mirror 
IN WHICH WE SERVE: 
“Best picture of the year”—N. Y. Film Critics 
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PR Man Compere 
Chides Admen for 


Poor Public Relations [ij 


BuFrra.o, Sept. 13—A public re-| 
lations man bawled out the adver- 
- tising industry last week for not 
selling itself to the American peo- 
ple. He declared that the typical | 
public impression of an adman is 
“a Madison Ave. juvenile extro- 
vert, a Martini-sniffing little mon- | 
ster in Park Ave. britches, who 
talks With sophomoric profundity 
about gimmicking the gimmick.” 

Actually, said Tom Compere of 
Tom Compere & Associates, New 
York, the ad business “has ma- 
tured intellectually and artistically, 
but hasn’t taken the trouble yet to 
sell that fact to the people of the| 
country.” 

Addressing the Buffalo chapter | 
of the National Industrial Adver- | 
tisers Assn., Mr. Compere cited the 
ignorance about the Advertising 
Council’s work as one example of | CITATIONS—Five of the 26 citations awarded by the 
the “public relations inertia” in| Photographers’ Assn. of America at its Chicago con- 
the advertising industry. vention went to Samuel G. Krivit, publisher, Indus- 

trial Photography; Dr. Harold Edgerton, Massachu- 


— ; > 
Krivit Schumacher 


Edgerton 


education, Ford 


® “During the last week I casually 


Advertising Age, September 19, 1955 


D 


LN 


Purrington Costa 


setts Institute of Technology; H. A. Schumacher, 
v.p., Graflex Inc.; Ed Purrington, manager of visual 


Motor Co., and Joseph Costa, Na- 


tional Press Photographers Assn. 


asked questions about the Adver- 
tising Council in conversations thing as the council. Only one of 
with 21 persons—lawyers, business them knew about the tremendous 
men, public relations workers, a| public welfare accomplishments of 
high city official, two civil secre- the council... 

taries, a typist, a newspaper re-| Mr. Compere added that the an- 


Plastile Names Agency 
Plastile Products Inc., a division 
of American Plasticraft Corp., Chi- 
cago, manufacturer of Tilecrest 
plastic wall tile, has appointed 


porter, one editorial writer and/swer to this “almost industrywide | Schwimmer & Scott. Chicago, as its 
two housewives,” Mr. Compere blackout” is “obviously” the intel-| agency. A test campaign will be 
said. “Several of them knew ligent use of—you guessed it—pub-| followed later by campaigns in 


vaguely that there was such a lic relations. larger metropolitan areas. 


THE LONDON FREE PRESS 


is the only medium 


completely covering 


CANADA'S 7th MARKET 


with 9 editions daily, morning and evening 


STILL CANADA’S NO. 1 TEST CITY 


Che London Free Press 


Werte tm OCutarde’s Forest Meurspuger 


Ontario's Largest Daily Newspaper Circulation Outside Toronto— 94,963 


ABC Statement — 6 month period ending March 31st, 1955 


Coin-A-Matic Makes 
Odd-Cent Change in 
Vending Machines 


Detro!T, Sept. 13—Coca-Cola Co. 
and other companies offering prod- 
jucts in vending machines are 
|watching closely the development 
i= a coin changer permitting odd- 
cent vending automatically. 
| A group of southeastern Michi- 
gan business men have organized 
the Coin-A-Matic Inc. The device 
made by the company is readily 
adaptable to any standard vending 
machine, they assert. 

Company officials say the ma- 
chine being put through testing in 
suburban Mt. Clemens is the only 
one which automatically makes 
odd-cent change. 

They say it will give correct 
change instantly on any vended 
amount up to 10¢ on deposits of 
quarters, dimes, nickels and pen- 
nies in any change arrangement. 
Coca-Cola has been following the 
‘coin changer’s development close- | 


| 


Number of Auto 


Outlets Rises to 
(124,556 in 1955 


PHILADELPHIA, Sept. 13—The to- 


‘tal number of retail automotive 
| outlets in-the U.S. has increased by 
|almost 1,000 during the past year. 


A tabulation just completed by 
the automotive direct mail division 
of the Chilton Co. indicated that 
as of June, 1955, there were 124,- 
556 names on the Chilton list, as 
compared with 123,562 the year 
before. 

Carl Pohl, manager of Chil- 
ton’s direct mail division, said the 
figures are only a small part of 
the story. During the year ending 
Aug. 31 a total of 16,360 entirely 
new establishments were opened 
and 15,366 others went out of 
business for various reasons. 


e As of Aug. 31 there was a 
total of 124,105 car dealers and 
independent repair shops operat- 
ing in the country. In addition, 
there are now 9,400 automotive 
wholesalers equipped to supply 
them with everything except com- 
plete vehicles. 

There is a total of 46,000 car 
and truck dealers, 78,000 inde- 
pendent repair shops and 30,500 
fleet maintenance executives in 
26,500 truck and bus fleets. 

New York State boasts the big- 
gest number of retail automotive 
establishments, with 10,438; Cal- 
ifornia is second with 9,905, and 
Pennsylvania a close third with 
9,742. Illinois is fourth with 7,266 
and Texas fifth with 6,153. 

California has the largest num-* 
ber of independent repair shops 
with a total of 7,684; New York 
has 7,589, and Pennsylvania is 
third with 6,733. 


Nesco Completes Move from 
Milwaukee to Granite City 


After operating there for more 
than a half century, Nesco is leav- 
ing Milwaukee. The company, a 
division of New York Shipbuilding 
Corp., which is headed by finan- 


cier Louis E. Wolfson, is moving 
its executive offices to Granite 
City, Il. 

Nesco’s only Milwaukee activity 


ily. William J. Young Jr. and Wil- | recently was production of cart- 
liam Bernard, of the Detroit Coca- ridge cases. Sale of that operation 


'Cola Bottling Co., have become di- | 
rectors of Coin-A-Matic. 


® Thomas W. Clark, president of. 


|Perfex Tool & Gage Co., 
|Clemens, is president. 

John E. Sedan, general manager, 
‘said the company has test models 


Mt. 


in the field and is geared for full | 


production with 30-60 day de- 
livery. 


| Aug. 1. 


to Ritepoint Inc. was announced 
The company previously 
made civilian goods there, but this 
activity was gradually transferred 
out of Milwaukee, beginning short- 
ly after World War II. Nesco now 
makes electrical appliances, kitch- 
enware and industrial steel con- 
tainers at its plants in Granite City 
and Jacksonville, Ill., Baltimore, 
Md., and Laurel Hill, N. Y. 


MEREDITH 2adee aud Tdheisoon STATIONS 
attiliated with Beer Homes and Gardens anc Successtul Farming magazines 


KANSAS CITY SYRACUSE 


JOHN BLAIR & CO. 


Channel 6 
NBC 


BLAIR TV, 


INC. 
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Newspaper Tests | 
Fairchild’'s New 


Scan-A-Sizer 


New York, Sept. 13—First pilot 
model of the Fairchild Scan-A-| 
Sizer, for field testing, was placed | 
in operation this month in the) 
plant of the Sun-Gazette Co., Wil- 
liamsport, Pa. 

The Scan-A-Sizer, product of 
Fairchild Graphic Equipment, a 
subsidiary of Fairchild Camera & 
Instrument Corp., Jamaica, N.Y., 
is an electronic engraving machine 
which can enlarge and reduce 
four-and-a-half times from orig- 
inal copy. 

The Sun-Gazette Co.’s newspa- 
pers, which include the Sun, an 
evening newspaper, and the Ga- 
zette & Bulletin, a weekday morn- 
ing paper, were selected for the 
pilot test because of previous co- 
operative efforts with the manu- 
facturer. 


® The Williamsport newspapers 
were the first to test direct print- 
ing from a Scan-A-Plate engrav- 
ing. They also pioneered the use 
of the Fairchild Scan-A-Graver 
and installed two of the electronic 
engraving machines shortly after 
they were made available. 

The Scan-A-Sizer, the company 
says, employs a radically new de- 
sign in the scanning concept. Copy 
is placed on a flat drawer-like 
projection table and is scanned by 
an optical system housed in the 
machine’s head, near the top of 
one end. 

The copy table will accept orig- 
inals up to 18x22%2”. These may be 
mounted on material up to 4” in 
thickness. Scanning is done direct- 
ly from side to side as the copy 
table recedes into the machine. 

The machine is somewhat sim- 
ilar to the Scan-A-Graver in that 
the light reflection from the high- 
light and shadow portions of the 
original copy is translated by a 
photo cell and a subsequent ampli- 
fication system into electrical ener- 
gy so that a vibrating motor can 
direct the stylus in cutting craters 
in the plastic plate. 


® The model that has been in- 
stalled at Williamsport has the 
capacity to produce either 65 
screen or 85 screen engravings, the 
company says. 

It also says the new machine has | 
an adjustment for the cutting ac- 
tion of the machine so that the 
highlight dot size and shadow dot | 
size is obtained. It also has a con- 
trol for the operator which pro- 
vides a variation in response to 
tonal changes in the highlight 
range or original photographs. 

Nine other Scan-A-Sizers will 
be installed for field testing 
in the next few weeks. Efforts will 
be made to test their operation un- 
der varied working conditions for 
a complete cross-section of the 
graphic arts field. 


Johns Family Acquires WMIN 


William F. Johns Sr. and his 
family have acquired full owner- 
ship of Franklin Broadcasting Co., 
which operates WMIN, St. Paul. 
Sale of the 61% interest formerly 
held by Ralph R. Kriesel and 
Charles P. Anderson, St. Paul, for 
approximately $45,000, has been 
approved by the Federal Com- 
munications Commission. Mr. 
Johns, his wife, Penrose, and son, 
William F. Jr., formerly owned 
the other 39%. 


Wallace to Miller Freeman 
Logan D. Wallace, recently v.p. 
and sales manager of Keystone 
Aniline & Chemical Co., Chicago, 
has joined Miller Freeman Publi-— 
cations as midwestern advertis- 
ing manager of Cleaning & Laun- 


dry Age and Pacific Laundry &) 
Cleaning Journal. He will head- | 
quarter in Chicago. | 


eS 
EH, Gay 


Aboya Williams Rand 


PR TRIO—Heading up an extended public relations department at 

Klau-Van Pietersom-Dunlap Inc., Milwaukee, will be John Aboya, 

news bureau director; Winston C. Williams, newly named public 

relations account executive, and Marvin L. Rand, named director 
of the agency’s newly formed public relations division. 


Canada’s Suburban 
Families Are Strong | 


Buyers: ‘Chatelaine’ | 


TORONTO, Sept. 13—Young mar-| 
ried suburbanites here, readers of | 
Chatelaine, are not only planning | 
large household and auto pur-| 
chases, but are carrying out their 
plans earlier than they expected to. 

A report on a continuing study 
of “Suburbia” by Chatelaine indi- 
cates that, of those who planned 
to buy cars within six months. al-| 
most half had bought one within) 
four months. 

Of those respondents who had) 
planned to buy tv sets, washing’ 
machines, living and bedroom fur-| 
niture, about half had made their | 
purchases within four months. 

In addition, the survey showed | 
that an average of 2% of the| 
respondents who had not planned} 
to buy any of the above in Jan- 
uary, when they were first inter- 
viewed, had purchased one or 


93 


another of these items by May. 

The trend among these families 
living in suburbs throughout Cana- 
da is toward modern long-lasting, 
even if more expensive furniture. 

Chatelaine’s study is being car- 
ried on in a series of six waves of 
interviews this year. The maga- 
zine is specifically interested in 
how far in advance young suburb- 
an families plan major purchases, 
what percentage of these plans are 
carried out and why the plans 
were changed if they were. 

The study is also attempting to 
determine the habits and problems 
of its readers and who and what 
influences them. 


SIMPSON-REILLY, LTD. 
Publishers Repr ntati 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


*. 
-_ 
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“THE OHIO FARMER Picks the Money- Makers,” 


Says Jay Hay, Pickaway County, Ohio 


For the latest money-making methods, and for infor- 
mation on what brands of products to buy, 3 out of 4 
Ohio farmers vote for—THE OHIO FARMER. 

These progressive farm folks rely on THE OHIO 
FARMER for complete, competent coverage of a// phases 
of Ohio farming. You see, they need c!ose-to-home 
information on a great variety of products and live- 
stock, grown to diversify their operations as widely as 
possible. Best of all, this gives them the best kind of 
income—the big, steady kind right around the year. 

Year-around sales in this top-third income state 


The Quo 


makes it one of the richest farm markets you can find. 
And, a real money-maker for you is THE OHIO FARMER, 
reaching three-fourths of the state’s farm families with 
lots of steady cash to spend. Among the states match- 
ing Ohio’s income and its steadiness are Michigan 
and Pennsylvania, served by their own state farm 
papers—MICHIGAN FARMER and PENNSYLVANIA 
FARMER. Write to 1010 Rockwell Avenue, Cleveland 
14, Ohio, for details on the selling effectiveness of 
these rotogravure magazines that save the cost of 


printing plates. 


FARMER 


Cleveland, Ohio 
PENNSYLVANIA FARMER, Harrisburg, Pennsylvania 


MICHIGAN FARMER, East Lansing, Michigan 
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Two Join NBC Spot Sales Boynton & Statt Bows 


Martin Pollins, formerly with | Barbara H. Boynton has resigned 
WOR-TV, New York, has been from The Lettershop, San Francis- 
named to the radio sales staff of| co, to establish her own direct mail 
NBC Spot Sales, New York. NBC | agency, Barbara H. Boynton & 
Spot Sales also has appointed Tom | Staff, with offices at 420 Market 
E. Paro a senior salesman on the | St. The company will specialize in 
television sales staff. Mr. Paro) planning, coordination and produc- 
formerly was with the sales staff|tion of direct mail advertising 
of Mutual Broadcasting System. | campaigns. 


$10.00 
FOR TEN 
SECONDS 


Now get move- 
ment on your TV 
slides for almost 
the same cost as 
still slides. 


Send for sample 
reel and descrip- 
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Aid Independents in Struggle with 
Chains, Wholesale Grocers Are Urged 


(Continued from Page 2) which are now accounting for a 
not getting their proportional share ' growing share of the grocery vol- 
of the heavy Thursday and Friday | ume, according to the MRC 
shopping, which he said accounts|consumer panel. The chains are 
for 44% of the total chain volume |out-promoting and out-selling the 
for the week. These days account |independents on convenience gro- 
for only 34% of the independent’s | ceries. 
weekly volume. 


“The present Thursday-Friday |™# Grocers who stress brand names 


weakness of the independent gro- 
cer certainly presents a great op- 
portunity for correction and im- 
provement,” said Mr. Rogers. “It 
would suggest that many inde- 
‘pendent grocers are putting too 
‘much emphasis on Saturday... 
| Many are running their weekend 
|advertising too late in the week.” 


in advertising are making the 
most profits, the report indicated. 
The studies revealed that national 
brands account for more than half 
the total volume in all grocery 
stores. The top 16 products which 
benefit most from brand advertis- 
ing include packaged soap, des- 
serts, cake mixes, instant coffee, 


Independents also are not giving 
sufficient promotional effort to 
convenience items—frozen vegeta- 
bles, canned tuna, baking mixes— 


eat cereals, tomato sauce, canned 
pineapple juice, frozen meat pies, 


frozen vegetables, the report in- 


om 


dicated. 
“Formidable as chain private 
label competition may look,” Mr. 


'leads to a position of weakness on 
‘the part of any chain that mer- 


= | 


= 
fall | Galle HL lal 5 


-chandises its own brand to the 
/exclusion of all others.” 

To illustrate his statement, Mr. 
Rogers reported that the sales of 
'national brands of frozen orange 
juice concentrate increased 23% in 
'the winter of 1954-1955 over the 


canned soup, shortening, ready-to- | 


paper towels, all-purpose flour and | 


Rogers pointed out, “it frequently | 


Wi || wb 


min 


GOLDEN GATE PLAYHOUSE 
AGAIN TOPS LOCAL DAYTIME 
PARTICIPATING SHOWS 


. . « “Golden Gate’s’’ average 8.6* 


rating reaches 98,821 homes each 


day .. . 86.9% of tune-in from 1-3 
p.m., Monday through Friday... 
weekly cumulative rating of 25.2 de- 


livers 289,568 unduplicated homes 
per week . . . Bonnie Kever’s gay and 
natural showmanship gives sales- 
appeal to live commercials—in color, 
at no extra cost... 


*August 1955 ARB 


Sau francisco 


ROM 


AFFILIATED WITH THE S. F. CHRONICLE 
AND THE NBC-TV NETWORK ON CHANNEL 


\\ 


V 
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¥, 


Represented Nationally by Free & Peters, Inc. 


No. 5 in the series, “What Every Time Buyer Should Know About KRON-TV”’ 


|previous winter, while two major 
_ chains showed increases of only 
'6% on their private labels. During 
| this same period, another leading 
_chain competitor that handled four 
‘national brands of frozen orange 
juice showed a sales increase of 
ate 40%. 

a Mr. Rogers predicted that the 
growth of food sales will outstrip 
the growth of population, and 
there may be $16 billion more 
spent for groceries in 1960 than 
today. The figure, he said, is based 
on 14,000,000 more people, larger 
families, more money to spend— 
with the greatest increase in the 
middle income brackets—and more 
older and younger people, with the 


middle age brackets remaining 
constant. 

According to the report, super- 
markets, which accounted for only 
5% of total grocery sales in 1950, 


and may reach 75% of the sales 
by 1960. Price advertising has been 
largely responsible for this phe- 
nomenal growth, it added. 


s In a panel discussion on adver- 
tising programs for retailers, M. R. 
Robson Jr., of the Schuhmacher 
Co., Houston, stated that the 
wholesaler is also the benefactor of 
advertising programs which build 
volume in retail stores. He there- 
fore urged more aid by wholesalers 
for retail ad campaigns. 

Dollar day sales often provide 
the best advertising gimmicks, Mr. 
Robson said. He advised whole- 
salers working with merchants on 
dollar sales to (1) choose the most 
salable dollar items, (2) get in- 
store material and special prices 
for retailers from food manufac- 
turers, (3) institute premium 
offers and contests with the help 
of manufacturers’ representatives 
and also map out plans for helping 
|to install the in-store promotions 


and advertising material, (5) have 
| manufacturers conduct sales meet- 
ings in stores and (6) use newspa- 
pers and circulars extensively to 
follow through. 


s David J. Albert, of the Kaplan 
Wholesale Grocery Co., Sioux City, 
reported that his company has been 
successfully tying in with every 
well planned manufacturer promo- 
tion. He also provides free window 
| poster service and mats to all his 
|retailers, with a resulting increase 
‘in volume on both the wholesale 
and retail levels. Premium offers 
and contests conducted through 
groceries on a co-op basis have 
also created much enthusiasm from 
the retailer’s point of view, he re- 
ported. 

Television, as well as newspa- 
pers, can be used to great advan- 
tage, said Mr. Albert. A musical 
bingo-type program which his 
company sponsors has resulted in 
substantial increases in store traf- 
fic, he said. 

“Advertising promotion 
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The CAPPER’S FARMER area 
consists of the fertile plains states 
—bread basket for a nation, meat 
supplier to all America, birth- 
place of the great changeover 
to power farming. Today, the 
major share of our country’s 
power farm equipment is sold 
in CAPPER’S FARMER territory. 
Here, where farms are biggest, 
needs also are biggest—for 
products and services for every 
farm and home. 
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greatest asset you can give your} 
retailer,” he advised. He also in- 
dicated that the wholesaler is 
better off selling the merchant on 
service rather than price. | 
® Louis Fishman, of Washington 
Wholesale Grocery Co., Washing-| 
ton, D. C., reported that distrib- 
utors can help smaller and unaf-| 
filiated stores by helping the| 
grocer plan a constructive point| 
of sale program, making sure the| 
grocer has access to ad layout serv- | 
ices, offering to go along on spe-| 
cials at least once each month and 
having representatives periodically 
visit the grocer to advise him on 
possible advertising tie-ins, pro- 
motions, seasonal advertising ideas 
and gimmicks. New ideas for small 
grocers include shopping bags with 
the store’s name on it and neigh- 
- borhood bulletin boards, he said. 


s F. L. Whitmarsh, of Francis H. 
Liggett Co., New York, reported 
increased sales volume on both the 


wholesale and retail level through 


RICHARD S. DOUGLAS has been ap- 
pointed to the new post of director 
of advertising and sales promotion 
of Fieldcrest Mills Inc., New York. 
He formerly was ad and sales pro- 
motion manager of Schick Inc. 


special store promotion kits which 
his firm makes available to all 
grocers. Advertising material in 
the kits enables retailers to present 


MOST ACCURATE FIGURES AVAILABLE GIVE 


WINSTON-SALEM’ 4 


INCREASE IN 


Rotail Cales 


for the State of North Carolina fiscal year ending June 30, 1955 


“© sue, 2tq,,, 
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—but based on total gross sales reported 
monthly by N. C. merchants as 


4 54-55 

Metropolitan Area Retail Sales |Over 53-54 
RALEIGH $173,549,895 9.9% 
WINSTON-SALEM $158,816,269 9.5% 
GREENSBORO-HIGH POINT $226,092,336 8.6% 
CHARLOTTE $319,144,155 7.9% 
DURHAM $101,631,453 6.4% os 
ASHEVILLE $118,628,384 2.3% 


if 
WINSTON-SALEM 


and Northwest North Carolina 


YOU CAN'T COVER 
NORTH CAROLINA 
WITHOUT THE 
JOURNAL & SENTINEL 


The Journal & Senti- 
nel are the only pa- 
pers in the South of- 
fering a Monthly 
Grocery Inventory — 
an ideal test market. 


WINSTON-SALEM © 


JOURNAL and SENTINEL 


_ MORNING SUNDAY 
National Representative: KELLY-SMITH COMPANY 


TWIN CITY 


EVENING 


|individual unstereotyped advertis- 
ing campaigns. The wholesaler also 


‘arranges for celebrities to give spe-| 


cial performances in stores. 

In a discussion of how much a 
retailer should spend on advertis- 
ing, the panel concluded that the 


his sales on advertising without 
running into financial trouble. 

One wholesaler commented, “I 
never knew a retailer who went 
broke through wise advertising ex- 
penditures.”’ 

According to Teports by adver- 
tising executives, four-color r.o.p. 
newspaper ads have created the 
greatest competitive reader in- 
terest. Grocery advertisers were 
also advised to take advantage of 
national co-op advertising more 
often and to increase their use of 
institutional advertising. 


Hope for Million 


Dollar Theater TV 
Gate for Fight 


New York, Sept. 15—Closed cir- 
cuit television expects to hit its 
first $1,000,000 gate with the Rocky 
Marciano-Archie Moore heavy- 
weight bout next week. 

This is the prediction of Nathan 
L. Halpern, president of Theater 
Network Television, which has set 
up a chain of 127 theaters in 92 
cities to carry the outdoor fight. 
People who watch the fighters 
battle it out from a theater seat 
will pay from $2.50 to $7.20 for 
the privilege. 

Mr, Halpern estimates that total 
receipts for the top boxing event 
of the year, including the gate at 
Yankee Stadium, may exceed $2,- 
000,000, making the bout the sec- 
ond biggest money maker in box- 
ing history. The record is held by 
the second Tunney-Dempsey fight, 
which brought in $2,658,660. 


® No prize fight has hit the $1,- 
000,000 cash register mark—on 
theater tv or at the site—since Joe 
Louis tangled with Billy Conn in 
1946. 

Mr. Halpern’s optimistic forecast 
for Sept. 20 is based on advance 
sales at theaters which are carry- 
ing TNT’s coverage of the fight. 
Most of New England will be 
blacked out as will all theaters 
within a 50-mile radius of Yankee 
Stadium. 

All home tv will be blacked out, 
though radio will carry a blow-by- 
blow account of the sports spec- 
tacle. 


Brownell Succeeds Simmons 
at ‘Cleveland Press’ 

John L. Brownell, a member of 
the general advertising department 
of the Cleveland Press, has been 
appointed manager of research and 
promotion for the ad department. 
Mr. Brownell succeeds Russell L. 
Simmons, who resigned to become 


John L. Brownell 


Russell Simmons 


publication director of Harding 
College, Searcy, Ark. 

Mr. Simmons had been with the 
Scripps-Howard newspaper 26 
years, directing its advertising re- 
search and promotion since 1938. 
He also was a consultant to other 
Scripps-Howard papers, and was 
National Newspaper Promotion 
Assn. president fro: 
Mr. Brownell, who joined the Press 
two years ago, formerly was a 
lamp division dist: ict sales pro- 
motion manager fo. Westinghouse 
Electric Corp. 


merchant can spend up to 1% of| 


1944 to 1946. | 


| 


| 
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Teen-agers-50% 


of the fifteen-to-nineteen year olds 
who live in New York City and suburbs 


are News readers- 


.. . If you want to make time with the younger set, 
The News is your baby! Its 4,780,000 readers 

daily are your majority customers and prospects. 

If you want more business here, by all means see. . . 


Profile of the millions 


. .. Most significant newspaper readership study ever made! 
Done by W. R. Simmons & Associates Research, Inc. 
Based on 10,349 interviews. Visual presentation only, 
by appointment. Just ask any New York News office. 


(Copyright 1955 by News Syndicate Co., Inc.) 


Cigar smokers-46% 


of the men (15 years and older) who live in 
New York City & suburbs, and smoke cigars 


are News readers- 
The 2,490,000 Daily News men readers have most 

of the jobs, families, homes, cars, stocks and bonds... 
buy most of the men’s wear, Bourbon, Scotch, and 
blended whiskey sold in New York. You'll find 

brand new data on New York newspaper readership 
and buying habits in this authoritative study 


Profile of the millions 


now being shown in visual presentation to agencies 
and advertisers. Inquire any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 


Lipstick buyers- 41%, 


of women readers of New York newspapers (City 
& suburbs) who used lipstick in the past month 


are News readers- 


The Daily News audience, which includes 
2,290,000 women—owns most of the homes, cars, 
electric appliances, has most of the jobs, incomes, 
charge accounts, children in school. You can get 
a lot of new data on their buying habits in the 
best study ever made in the New York market 


Profile of the millions 


the guide to better marketing, now being shown in 
visual presentation. Call any New York News office. 


(Copyright 1955 by News Syndicate Co., Inc.) 
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Award Chirurg Ad Fellowship 
The James Thomas Chirurg Fel-| 
lowship in Advertising at the 
Harvard School of Business Ad- 
ministration for 1955-56 has been 
awarded to Joseph F. McKinney, a 
graduate of St. Joseph’s College, 
Philadeiphia. This third annual 
fellowship carries with it a grant 
of $1,500 and is awarded to a per- 
son who intends to make advertis- 
ing his career and is judged best 
qualified to benefit by it. 


Rockelein Joins R&R 

Lawrence A. Rockelein, former- 
ly with Grant Advertising, has 
joined Ruthrauff & Ryan, New 
York, as a copywriter. 


eeeeeeeeeoeoeeoeoeoeeoeeeeeeeeoeeeeee 
NEW FACES oF i955 
**BULLARD’'S At PHABETS'’ 
NEW BOOK IS AD MAN’S PERFECT TOOL 
536 12x9 loose leaf pages, 2200 type fonts, 
complete alphabets 4 to 144 pt., Lino, 
Mono, Ludlow, Foundry, photo lettering, etc. 
«Write Dept.AD for FREE booklet 


HOWARD Lf: BULLARD, ,INC- 
GRA 


150 VARICK ‘I, NEW YORK 3 ° AL $-1770 
COCCCCCESSOEEESCESOEOOOEESESES 


Spanish Sherry Importers Set Up PR Effort: 


Plan to Boost Use, Get’ 


New York, Sept. 13—Encour- 
aged by a 15% increase in the gal- 
lonage of Spanish sherry cleared 
through U.S. customs during the 
first six months of 1955, Spanish 
sherry exporters have authorized 
the organization of a Spanish 


Fair’ Import Duty 


mount, AA was told, it is likely 
that serious consideration will be 
given an advertising program in 
1956. 


® Spanish sherry imported into 
the U.S. is relatively small in 


Advertising Age, 


in the U.S., compared with 451,168 | 
gallons during ’54. Sales during the 
last half always exceed those in 
the first six months because of the 
holiday season. 

Several reasons are advanced 
for this gain in imported sherry 
sales. In September, 1953, the 
Spanish-American treaty for U.S. 
air bases in Spain was signed. To- 
day there is a colony of about 10,- 


| 


Sherry Information Bureau here. amount, compared with the amount 000 Americans settled in Spain. 


The bureau will serve as the of domestic sherry sold. In 1954 Added to. that, 


more American 


clearing house for an educational California produced 24,068,166 gal- tourists are visiting Spain. Tour- 


program to provide package store 
and restaurant operators, as well 
as the consuming public, with in- 
formation on the different types of 
sherry available to meet different 
consumer tastes. 

The program is being handled by 
Selvage & Lee, public relations or- 
ganization, under the supervision 
of a committee of importers headed 
by James C. Goggin, president of 
Munson G. Shaw Inc. 

While no advertising budget has 
been set up for Spanish sherry by 
exporters, if sales continue to 


lons of sherry. «No records are 
available as to how much of this 
was consumed as table wine. Dur- 
ing the same year, 457,168 gallons 
of Spanish sherry were withdrawn 
from U.S. customs in New York. 


in popularity recently in the 
American market. During the first 
six months of ’55 there were 214,- 
555 gallons withdrawn from cus- 
toms here, compared with 186,637 
gallons in the corresponding period 
of 54. The projection for this year 
is that 518,620 gallons will be sold 


Spanish sherry has been growing 


ism has increased from virtually a 
trickle a few years ago to about 
200,000 persons a year. 


® Also, during the past few years, 
American importers have stepped 
up their advertising of Spanish 
sherry: slightly. While no official 
figures are available, it is esti- 
mated that importers spend $400,- 
000 to $500,000 annually for sherry 
advertising. With the new informa- 
tion bureau now in_ operation, 
there is a possibility that this ad- 
vertising may be increased this 


What every 


should 


about 


REILLY ELECTROTYPE—NEW YORK 


Other Divisions of Electrographic Corporation: American 
Electrotype, San Francisco * Advance-Independent Electrotype, 
Indianapolis * Lake Shore Electrotype, Chicago * Michigan 
Electrotype, Detroit * New Haven Electrotype, New Haven ¢ 
Reilly Plastictype, Los Angeles * The Wrigley Company, Atlanta 


know 


The female matrix from which 


plastic plates are 


made has the crucial role of faithfully retaining, and 
passing on to the male plastic plate, every infinitesimal 
detail of the pattern. And if you inspected Reilly 
Plastictypes as carefully as our skilled checkers 

do, you’d realize that our patented female 
Duramatriz has really earned its reputation for 
incomparable fidelity. That’s one of the key reasons 
why every Reilly Plastictype retains the full 

routing depth of .055 in open areas. 


Perhaps you see now why we dare stand up and say in a 
clear and confident voice: Reilly Plastictypes will give more faithful 
newspaper reproduction than any other plastic plate money can buy. 


ou. cided tidied sab rely on 7 
lt ee 
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Swift will pay you s]u CASH 
| just for trying these 
4 NEW tender-FROZEN meats! 


. Special 
{a .\ Get Acquainted 
1 Offer! 


CASH PREMIUM—In this ad in the 

Buffalo Evening News, Swift & Co. 

announces it will send a crisp new 

dollar bill to purchasers of its loin, 

sandwich and chopped beef steaks 

and hamburgers who send in the 
four package panels. 


fall and winter. 

As Mr. Goggin points out, “Ex- 
tra profits are available for the 
package store operators and the 
hotel, restaurant and tavern peo- 
ple who introduce the versatility 
of sherry to their patrons. 

“The basic educational task for 
the industry,” Mr. Goggin says, “‘is 
to inform the public of such little 
known fundamentals as that im- 
ported sherries range in taste from 
very dry to very sweet. There is a 
sherry suited to every palate, and 
to every occasion appropriate for 
serving wine.” 


® A handicap suffered by im- 
ported sherries is that they have 
to pay a tariff of $1.25 a gallon, the 
same as cognac and other imported 
brandies. Since sherry is a wine, 
importers point out, it should not 
be taxed any more than French 
and Italian wines, which pay 624%2¢ 
a gallon. 


Frozen Prepared 
Foods Gained 68% 
in ‘54, Study Shows 


New York, Sept. 13—Conven- 
ience products continue to rack up 
big sales gains in the nation’s food 
stores. 

This is apparent from “What the 
Public Spends for Grocery Store 
Products,” annual research report 
compiled by Topics Publishing Co., 
publisher of Food Field Reporter 
and Food Topics. 

Figures for 1954 spending in 
combination grocery stores show 
the following: 

Frozen prepared foods accounted 
for $151,040,000 in sales, up 68.5% 
over 1953; liquid detergents were 
up 54.4%, with sales of $30,070,- 
000; customers spent $199,550,000 
on concentrated coffee products, 
an increase of 54%. 

Other significant gains were 
made by tea, cellulose sponges, in- 
fant cereals, ice cream, wine, pre- 
pared puddings, soft drinks and 
pretzels. 

Products which suffered sales 
declines in food stores last year 
include yeast (down 5.8%), evap- 
orated milk (down 7.2%), soap 
flakes, chips and powders (down 
11.8%) and eggs (down 11.9%). 


Office Temporaries Names Two 

Office Temporaries Inc., New 
York, a service organization sup- 
plying temporary office and cleri- 
cal help, has appointed two agen- 
cies to handle its advertising and 
promotion. Furman-Roth & Co. is 
taking over classified advertising, 
which will be doubled during the 
coming year. Lexington Advertis- 
ing will handle direct mail. 
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Advertiving Age, September 19, 1955 


Politz Sneers at 
Motivation Studies 


as ‘Pseudo-Science’ 


(Continued from Page 1) 
search with the function of de- 
termining the single reason why 
consumers act as they do. They are 
so gullible, he said heatedly, be- 
cause it provides them with a sim- 
ple answer and “Madison Ave. 
doesn’t like anything heavy or 
complicated.” 

Besides, he added sarcastically, 
manufacturers are intellectually 
entertained by the psychological 
interpretations offered by motiva- 
tion researcher s—never mind 
whether the suggestions help sales. 

As an example, he cited a moti- 
vation study done for Bristol-My- 
ers. He said this study found that 
the users of Bufferin have more 
hostility towards life and living 
than the users of Anacin. Mr. Pol- 
itz commented that this is all well 
and fine, but how will it help to 
sell more Bufferin? 


® Mr. Politz expressed amazement 
and indignation that advertisers 
could accept an explanation that 
pinned the sales success or frilure 


of a product on a single factor. It) 


may be unpopular to tell adver- 


tisers that there is a multitude} 
of factors at work in the buying 
of a product, but this is the case, | 
he said. 

“There is no real reason behind 
a consumer’s behavior, nor is there 
one real cause behind any effect,” 
Mr. Politz declared. He added that 
the job of the scientific research- 


er is to study all the causes and is-| © 


olate the few which the manufac- 
turer can control. 

Mr. Politz admitted that the 
popularity of motivation research 
is partly due to a reaction against 
the “emptiness” of many statisti- 
cal studies. However, he said, the 
pendulum has now swung full cir- 
cle, to the point where there are 
frequent references to “despicable 
nose-counting.” 

Mr. Politz emphasized that all 
legitimate consumer research must 
start with ideas or hunches. But, 
he said, these hypotheses must 
then “be subjected to a testing pro- 
cedure to determine their correct- 
ness, importance and relevancy to 
a specific problem.” He insisted 
that motivation research is de- 
voted solely to the “unearthing of 
hypotheses”—nothing else. 


e “What is more,” he continued, 
“so-called ‘motivation research’ 
usually is conducted with small 
and not necessarily representative 


Department Store Sales... 


Sales Soar 11% Above ‘54 on Sept. 10 


WASHINGTON, Sept. 15—Depart- 
ment store sales, which have been 
sailing well ahead of 1954 all dur- 
ing this year, climbed a little higher ||| Department Store 
during the week ended Sept. 10. S ] B 
According to the Federal Reserve ales Barometer 
Board, sales for that week were 
11% higher than sales in the sim- Ch 
ange From 1954 
ilar week of 1954. For the four g 
weeks ending Sept. 10, sales beat Week Ended ~ +11% 
’ ‘ 
54 by 9% and year-to-date sales Sept. 10, 1955 
were 7% ahead of last year. 
All 12 FRB districts showed 
gains, as follows: Boston, 22%; J 
: : an. 1 to 
New York, 15%; Philadelphia, Sept. 10, 1953 ie 47% 
22%; Cleveland, 17%; Richmond, Peery ° 
17%; Atlanta, 14%; Chicago, 5%; 
St. Louis, 4%; Minneapolis, 5%; | 
Kansas City, 4%; Dallas, 8%, and ——— 
San Francisco, 2%. I Neste eae a —19 ° 
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WALTER PERSSON, promotion man- 
ager of Business Week since 1947, 
will take over the newly created 
position of company promotion 
manager of McGraw-Hill Publish- 
ing Co. Nov. 15. Before joining 


McGraw-Hill Mr. Persson had 
been promotion manager of News- 
week. 


samples of the population. In this 
process many plausible explana- 
tions for consumer behavior come 
about. Since they often reinforce 
the advertiser’s own hunches, there 
is a tendency to believe that they 
are the correct ones. However, be- 
fore they can be presumed correct, 
it is necessary to test these by 
means of a large statistical study 
and that is seldom done.” 

Mr. Politz also called attention 
to the failure of motivation re- 
search to consider circumstantial 
and mechanical factors influencing 
buying, such as distribution, scar- 
city, location of stores and homes 
and other similar elements. 

“It is fortunate,” the researcher 
grudgingly conceded, “‘that once in 
a while so-called ‘motivation re- 
search’ comes up with some good 
ideas for an advertiser. However, it 
is naive to believe that something 
we think may be good automati- 
cally deserves the labe! of research. 
True consumer research includes 
rigid statistical tests to determine 
whether an idea believed to be 
good really is good.” 


® Continuing his satirical attack, 
Mr. Politz ventured the opinion 
that motivation researchers “quote 
Freud more than Freud would 
like.” He said many advertisers 
seem to be suffering under the de- 
lusion that motivation research 
represents a transfer to the con- 
sumer research field of techniques 
successfully tested in clinical prac- 
tice. 

Not true, he asserted, pointing 
out that these techniques are stili 
not completely accepted in the 
clinical field. And for good effect, 
he added: “The leading American 
psychologists agree with me.” 

Referring to “depth interview- 
ing”—one of the principal tools 
of motivation research, Mr. Politz 
said its alleged function is to delve 
into the unconscious of a person 
and provide clues to suppressed 
motives for behavior. 

“But,” he added, “unless a per- 
son has been under observation 
for several months, even a skilled 
psychologist cannot pretend to un- 
earth some unconscious motives. It 
is inconceivable, then, that this 
type of interview can result in 
fathoming the unconscious motives 
of a consumer with respect to a 
particular product.” 


® Mr. Politz concluded that the 
term “motivation research” is a 
“misnomer.” He told AA later he 
plans to continue his attacks, hop- 
ing to weaken the acceptance mo- 
tivation research has won in ad- 
vertising circles. 


Shohet-Meyer Adds Account 

Mattison Radio & Television Co., 
New York, has appointed Shohet- 
Meyer Advertising, Yonkers, to 
handle its custom line of tv sets 
and radio-phono-ty table combin- 
ations. 


»|Revilon Products, 


“Emotional Outburst,’ 
Cries Dichter’s 
Motivation Institute 


(Continued from Page 1) 


|panies as Nationwide Insurance, 
| Wildroot, Miles Labs., Ralston- 
| Purina, Endicott-Johnston—all 
| quite practical and_ successful 
| business organizations and a con- 
siderable distance removed from 
| Madison Ave? 


| 
| 


= “We consider these repeat as- 
signments, which represent over 
50% of the institute’s research 
projects, one of the best answers 
as well as the most encouraging 
evidence of the practicality, re- 
liability and usefulness of moti- 
vational research, as judged by the 
actual experience with it of hard- 
headed business men from com- 
panies such as those referred to 
above. 

“Another indication to the in- 
stitute of this growing acceptance, 
which seems to irritate some of 
those who attack motivational re- 
search, is, equally, the large num- 
ber of companies which have in 
the past year asked the institute 
to conduct its first assignment for 
them, including such companies 
as Dow Chemical, Scott Paper, 
Lane-Bryant, 
Dallas Times-Herald, Lederle 
Labs., Hoffman-LaRoche, Gener- 
al Electric (D. C. Division), Dun- 
can Hines, etc. 


= “While the Institute for Motiva- 
tional Research and other estab- 
lished organizations in this field 
have taken the lead in suggesting 
safeguards and standards for re- 
liability and validity in motiva- 
tional research and in the criticiz- 
ing of some of the claims made by 
new and inexperienced adherents 
to this bandwagon, we doubt that 
buckshot attacks that fail to dif- 
ferentiate between sound motiva- 
tional research, conducted by a 
team of scientific experts, mem- 
bers of organizations with 10 to 20 
years of practical experience in 
this field and some efforts by indi- 
viduals with little experience— 
we doubt whether such criticism 
is any more valid or helpful than 
criticism that fails to differentiate 
between good and bad standard 
market research. 

“A little less heat and a little 
more light on the question might 
help to reveal the objective fact 
that standard market research, in- 
cluding ‘nose counting,’ has its 
legitimate value whenever adver- 
tisers or companies want to discov- 
er the answers to the important 
questions of who buys what, when, 
where and how often. 

“On the other hand, the special- 
ized techniques of motivational 
research have their legitimate 
function when advertisers or mar- 
keters want to discover reliable 
and valid answers to more than 
just descriptive research but re- 
quire diagnostic research that can 
investigate why consumers act the 
way they do and provide clues 
on what can be done about it.” 


® The reaction of other research- 
ers polled by AA was much more 
temperate than the Dichter state- 
ment. They went to great pains 
to stress that they did not want 
to become embroiled in a feud 
with Mr. Politz. 

“I don’t want to get into any 
argument with Alfred,” was one 
answer that typified this cautious 
attitude. 

The strongest defense of motiva- 
tion research from these people) 
came from James M. Vicary, head | 
of James M. Vicary Co., New 
York market research organiza-| 
tion used by a number of national 
advertisers. (It was a piece of Vi- 
cary research which recently led 
Socony Vacuum to change its 


97 


jname to Socony Mobiloil.) 


Mr. Vicary pointed out that mo- 
tivation research is a new field 
and bound to make some mis- 
takes. However, he said there is 
no doubt that it has made—and 
will continue to make—important 
contributions in providing new in- 
sights into consumer behavior. 


® Mr. Vicary specifically listed 
two counts where motivation re- 
search has helped: 

1. It has concentrated attention 
on the asking of the question, dem- 
onstrating that the method used 
in interviewing has a bearing on a 
respondent’s answers. As an ex- 
ample, Mr. Vicary pointed out 
that the straight question-and-an- 
swer technique is not satisfactory 
in determining readership of mag- 
azines such as True Story, because 
many people will not readily ad- 
mit to reading such magazines. 

2. It has “opened new horizons 
to creative men” in business. Mr. 
Vicary said that previously re- 
search and business were too dom- 
inated by numbers and “the cre- 
ative man was hamstrung.” He 
contended that motivation re- 
search, with its stress on people, 
has introduced a better balance 
and has given a great impetus to 
creative forces in the advertis- 
ing and business world. 


® Donald B. Armstrong Jr., v.p. 
and research director of McCann- 
Erickson, New York, said his agen- 
cy uses all kinds of research, “in- 
cluding Politz.” McCann has set 
up a separate department for mo- 
tivation research work. 

However, Mr. Armstrong said 
he thought it was incorrect to 
phrase the issue in terms of being 
for or against motivation research. 

“Even Alfred says he uses mo- 
tivation research,” he pointed out. 
He said the issues raised by Politz 
may actually be nothing more than 
a semantic problem. 

Peter Langhoff, v.p. and re- 
search director of Young & Rubi- 
cam, New York, was also inclined 
to agree that this might be a se- 
mantic argument. 

“Over here,” he said, “we don’t 
even use the term, ‘motivation re- 
search.’ ” 

Mr. Langhoff said that “al- 
though we have some reserva- 


tions,” Y&R does use—and has 
found helpful—techniques and 
theories from the “behavioral 


sciences.” But he emphasized that 
this research is used in combina- 
tion with traditional research tech- 
niques of advertising. 


Watson Publishing Names 

Carl Zehner, S. M. Gaskins 
Carl A. Zehner has been ap- 

pointed advertising director of 


Watson Publications Inc., Chicago, 
publisher of Modern Railroads 
and Appliance Manufacturer. Mr. 
Zehner joined Modern Railroads 
in 1954 as district manager. He 
previously had been with Traffic 


Carl A. Zehner S. M. Gaskins 


World and American Builder. 


Watson also has named S. M. 
Gaskins business manager of Ap- 
pliance Manufacturer. Previously 
a v.p. of Caldwell-Clements Pub- 
lishing Co., Mr. Gaskins will han- 
dle accounts in the midwestern 


states. He succeeds Floyd Lever- 


ette, who resigned to open his own 


, business. 
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OF HOUSEHOLD FAMILIES: 
? OWN THEIR: OWN HOMES 
Sha FW Nousaucts pA micies 
| HOME OWNERSHIP IS A WAY — 


se bail LIVING AND A we 
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This Week in Washington... 


FTC Piecemeal Attacks Called Unfair 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Sept. 15—Federal 
Trade Commissioners say they be- 
lieve in industry-wide attacks on 
| industry-wide problems, but they 
continue to bog down in hunt-and- 
|peck approaches to deep-seated 
| situations. 
| Consider what is happening in 
the women’s clothing industry, 
|where three big firms have been 
|prosecuted for giving promotion 
‘allowances to some _ customers 
while withholding them for others. 
For nearly a year Henry Rosen- 
| feld Inc., one of the nation’s lead- |@% 
ving dress houses, has argued des- 
'perately that piecemeal attacks on 
'this problem are unfair and inef- 
fective. 


® This week FTC Hearing Exam- 
iner Frank Hier pushed aside his 
|customary impartiality and agreed 
that FTC’s attack on three compa- 
nies while dozens of others go 
free makes no sense. 

“The evidence shows,” he wrote, 
“that advertising allowances in the 
industry are given on a shifting, 
individual and unpublicized basis.” 

While he felt compelled to re- 
commend an order against Rosen- 
| feld, Mr. Hier said he was im- 

pressed with the defense: That it is 
unfair to proceed against a few for 
practices “rampant, traditional and 
'customary” throughout the indus- 
try. 

| Aware of the fact that Rosen- 


only. 


superior...step on it! 


We deliver real fine copper (and zinc) plates 
186 craftsmen see to that. 

And if you want composition, we can do 
that foo. Call SUperior 7-7070 


feld’s competitors will be able to 


Hier suggested that 


mission and suggest that the case) 


Strong Man: Appointment of | 
Maurice H. Stans as No. 2 man in| 
the Post Office Department gives | 


defend his “modernized” postal 
administration from forthcoming 
Democratic attacks. Mr. Stans is 
articulate and popular. Currently 
he is president of the American In- 
stitute of Accountants. 

While he is best known to pub- 
lishers as the author of a study 
proposing a pay-as-you-go Post 
Office, his major contributions to 
postal affairs have been in the 
accounting field. As a consultant | 
during much of the past two years, 
he blueprinted new systems of 
controls to provide top manage- 
ment with accurate and timely 
operating and cost data. 

Keep this in mind: The Demo- 
cratically-controlled House Post 
Office committee has just hired 
Vincent Burke, No. 2 postal offi- 
cial in the Truman administra- 
tion, to investigate Post Office ef- 
| ficiency. It will be up to Mr. Stans 
to see that Mr. Burke’s questions 
get fully answered. 


tics Authority sees it, more than 
half of all commercial travel will be 
by air in another decade. A CAA 
forecast of aviation’s future says 
the number of air passengers will 
increase from 32,000,000 to 70,000,- 
000 annually by 1965. The percent- 
age of travelers using planes will 
go from 29 to 50%. Overseas air 
traffic will increase from 2.800,- 
000 passengers to more than 6,- 
000,000, CAA believes. 


Wool promotion: Will the im- 
pending $3,000,000 government- 
sponsored advertising and promo- 
tion program for wool and lamb 
lead to similar drives for other ag- 
ricultural products? Agriculture 
Secretary Ezra Taft Benson says 
no similar promotions are planned 
at this time. But it is quite clear 
that his staff will watch to find 
out if the wool and lamb promo- 
tions can help stabilize prices. 

Final ballots showed that owners 
of better than 72% of the sheep 
voted their approval of the propos- 


continue these practices until in-| 
dividually brought to book, Mr.| 
Rosenfeld | 
take his problem to the full com- | 


be suspended until steps are taken | 
to get the entire industry into line. | 


Postmaster General Arthur Sum-| 
merfield a top-notch technician to| 


Outlook: As the Civil Aeronau- | 


THE EXTRA TAPE YOU GET INA 


LS¢ ROLL OF TUCK CELLOPHANE TAPE 
CAN SEAL 66 SANDWICHES! 


(ONLY TUCK GIVES You 4/3 MORE TAPE AT NO EXTRA COST!) 
For wrapping, sealing, repairing, tor a thousand and one 
needs—you get more, so you can do more with TUCK 
Cellophane Tape! And it handles so easily, sticks almost 
instantly! Save with TUCK — the only cellophane tape that 
gives you 1/3 more at no extra cost. And this 1/3 more 
offer applies to colorful TUCK Decorator Tapes, too 


“Tuell elk 


CELLOPHANE TAPE , 


a 

| ae 
AMERICAN TUCK CORP WEST L77th ST AND HARLEM RIVER, MORRIS HEIGHTS SuwY 
NEW CAMPAIGN—American Tuck 


Corp., New York, has launched an 
eight-week campaign in newspa- 
pers, radio and outdoor posters in 
Boston, Los Angeles and New York 
to promote its cellophane tape 
(story on Page 56). Daniel & 
Charles is the agency. 


al that they contribute to the wool 
and lamb promotion campaign. 
Owners of small herds voted about 
the same way as owners of large 
herds. 


Dudley-Anderson-Yutzy 
Opens Detroit Office 

Dudley-Anderson-Yutzy, New 
York public relations company, has 
opened a Detroit branch office un- 
der the management of Eugene R. 
Swaim, Detroit newspaper man, 
with offices at 18657 James Cou- 
zens Hwy. 

The Washington, D.C., office of 
the firm has moved to the new 
| Associations Bldg., 1145-19th St., 
N.W. 


APR Elects Osborn 

The Assn, of Publishers Repre- 
sentatives has elected William L. 
Osborn president. Other new of- 
ficers are Ralph Duysters, v.p., 
John Brubaker, secretary, and Sey- 
mour Robbins, treasurer. 
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Nighttime Shopping, 
Lengthened Hours 


Growing for Supers 


(Continued from Page 3) 


England and Middle Atlantic cities, 
the nighttime tally is 10.3 hours a 
week, while in Rocky Mountain 
and western markets the count is 
17.9 hours. 

There has been a significant 
spread recently, the report says, in 
Sunday supermarket operation. Of 
the 852 stores checked, 23.8% are 
open on Sunday. In New England 
and Middle Atlantic markets the 
percentage is only 10.4%; in South 
Atlantic, East South Central and 
West South Central it is 13.9%; in 
East North Central and North 
Central cities, the tally reaches 
21.1%; while in Mountain and 
western areas 73.7% of the stores 
operate on Sunday. 


® The study was made as part of 
the store audit organization’s con- 
tinuing ten-year program to pro- 
vide marketing executives with 
current retailing information. In 
an earlier survey conducted in 
1954, Selling Research collected 
data from supermarket shoppers 
in 56 cities to determine shopping 
preference days as well as shop- 
ping expenditures. 

The gross variances between 
consumer shopping habits and 
store hours merit serious study by 
marketers, the report concludes. 
In the current field study, it points 
out that, if supermarkets are going 
to pay proper attention to their 
daily profit potential, they will 
have to bring their store hours in- 
to line with daily shopping volume, 
which differs from day to day. 
Monday accounts for 14.1% of the 
week’s operating hours, Tuesday 
another 14.1%, Wednesday 13.9%; 
Thursday 14.6%; Friday 15.6%; 
Saturday 14.8%; and Sunday 12.9%. 


RAB Opens Fall 
Sales Drive with 
Talks in Florida 


Tampa, Sept. 13—Arch L. Mad- 
sen, Radio Advertising Bureau di- 
rector of station relations, yester- 
day opened RAB’s fall series of 
sales committee presentations with 
pitches to three leading advertisers 
in the Tampa-St. Petersburg mar- 
ket. 

This is the first of 28 cities where 
an RAB executive and the com- 
bined RAB member stations joint- 
ly present radio’s case to major ad- 
vertisers who are not using radio 
substantially at present. R. David 
Kimble, RAB director of local sales 
and service, will make similar 
presentations to prospects in Au- 
gusta, Ga., Columbia, S. C., and 
Richmond, Va., later this week. 

Hundreds of thousands of dol- 
lars of new revenue in radio ad- 
vertising tests were developed be- 
tween January and July by Mr. 
Madsen, Mr. Kimble and Kevin 
Sweeney, RAB president. 


RAB | 


member stations have cooperated | 


in the program by selecting the 
prospects and providing RAB ex- 


ecutives with background informa-_ 


tion on the prospects. Representa- 
tives of the stations accompany the 
RAB executives when presenta- 
tions are made. 


This year’s schedule of 58 cities 


will more than double RAB’s 1954 
record of 26 cities where presenta- 
tions were made. Cities to be 
visited this fall include St. Louis, 
Los Angeles, Memphis, Milwaukee, 
Chicago. Spokane, Cincinnati, In- 
dianapolis and Louisville. 


Pearson Named Representative 

Willis H. Pearson, San Mateo, 
has been appointed California ad- 
vertising sales representative for 
Timberman and its affiliated puk- 
lication, Western Building, pub- 
lished in Portland. 


Georgette Foster Joins Howe 

Mrs. Georgette Foster has joined 
Bob Howe Public Relations, Chi- 
cago, to handle publicity work. 
Mrs. Foster formerly was on the 
editorial staff of ADVERTISING AGE, 
was a member of the advertising 
department of Liquid Carbonic 
Corp. and the public relations de- 
partment of Pullman-Standard Car 
Mfg. Co. 


MCA-TV Names Connelly 

D. William Connelly has joined 
the sales staff of MCA-TV’s film 
syndication division. Mr. Connelly, 
formerly a member of the adver- 
tising staff of the Pittsburgh Press, 
will work from the company’s 
Pittsburgh office. 


Toastmaster Sues 
Milwaukee Retailer 
Defying Fair Trade 


MILWAUKEE, Sept. 14—The 
Toastmaster Products division of 
McGraw Elecric Co., Elgin, Ill., has 
brought action against another 
Milwaukee retailer to enforce fair 
trade prices maintenance. 

Defendant in the suit filed in 
county circuit court here is Hillside 
Home Appliance & Merchandise 
Sales. 

The suit charges Hillside with 
selling Toastmaster toasters under 
fair trade minimum price. It asks 
for an injunction and damages. 


Two other Milwaukee retailers cago, has been named publications 
recently acted against by Toast- director of Olympius Advertising, 
master are South Side Sales Cc. Stockton, Cal. 


and Moraski Radio & Appliance. 


Guild Films Names McDaniel 

Joseph M. McDaniel Jr., secre- 
tary of the Ford Foundation, has 
been named chairman of the ad- 
visory committee of new business 
and corporate expansion of Guild 
Films, New York, tv film distribu- 
tor-producer. 


Len Bouche Joins Olympius 
Len Bouche, former free-lance 
magazine writer and photographer 
who once operated his own adver- 
tising photography studio in Chi- 


| 


ferent premium with uni- 
versa! appeal. Powerful 
2% to 5% np. performance 
models. The perfect low 
cost and unusual prize to 
build sales. Phone, wire 


of the Jet Age 
CLINTON 


Jet Age 
OUTBOARDS 
CLINTON MACHINE COMPANY 
Dept. 89-A Outboard Division, Clinten, Michigan 


10's a dramatically dif- 
Over 3,500,000 Engines now serving farm, home and industry 
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the PRIZE PREMIUM 
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Your national advertising becomes much more 
effective when the power of local dealer listings or hookers is added. 


Through the daily newspapers on your list you can get valuable 
assistance on local problems. The local newspaper knows the 

market and the dealers. They will be glad to arrange for hookers 

on your national advertising. 


Call on them and take advantage of this sales-making service ! 


NATIONAL ADVERTISER GETS 
IMMEDIATE SALES FROM DEALER “HOOKERS’’* 


“This was our first attempt at hooker type advertising. The retailers’ 
cooperation and goodwill that these ads created was far beyond our 
expectations, What is more, the ads sold a heck of a lot of merchandise. 
You can count on us to be back for more of the same treatment.” 


—Eversharp Inc. 


Daily Newspapers bring National Advertising 
to the local level— the ACTION level 


CANADIAN DAILY. NEWSPAPER 
PUBLISHERS ASSOCIATION 


55 University Avenue, Toronto 1, Ontario 
I. H. Macdonald, General Manager 


*A hooker gives a local dealer's 
name and address and is vol- 
untarily appended by him toa 
manufacturer's advertisement. 
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Smoker Tests Led 
Philip Morris to 
Create New Pack 


(Continued from Page 1) 

Color pages are scheduled for 
the regular Philip Morris maga- 
zine list. First ad breaks in The 
Saturday Evening Post Sept. 27. 
Newspaper insertions ranging in 
size from 1,500 lines to pages, in 
two colors where available, will 
break the first week in October 
in about 300 papers in more than 
165 top markets. The newspaper 
schedule marks the return of Phil- 
ip Morris to that medium for the 
first time since early 1954, when 
the company introduced its snap- 
open package. 


= Business paper advertising 
started two weeks ago. Biow- 
Beirn-Toigo is the Philip Morris 
agency. 

The new regular and king-size 
packs—there’s no change in the 
product—will make their appear- 
ance early next week. The event 
is the culmination of two years of 
scientific and consumer research 
and represents an expenditure of 
approximately $250,000. Aside 
from the new package, Philip Mor- 
ris believes that it achieved other 
gains by this expenditure, because 
the research gave the company ad- 
ditional advertising and merchan- 
dising ideas which it hopes to put 
to use in the future. 

Designer Egmont Arens created 
the new package, which was tested 
by him and several other research 
organizations. From thousands of 
styles, more than 50 different de- 
signs were turned into package 
form and tested. These were nar- 
rowed down to ten by a Philip 
Morris committee before top man- 
agement gave its approval to go 
ahead with one. 

The packaging committee was 
composed of George Weissman, v.p. 
and assistant to the president; 
John R. Latham, Philip Morris 
brand manager; Ross Milhiser, ad- 
vertising manager of Marlboro 
cigarets (which earlier this year 
introduced a new flip-top crush- 
proof box); Hugh Cullman, as- 
sistant director of market research 
and package development, and 
William Peek, of the. company’s 
purchasing department. 


= In addition to Philip Morris, its 
agency and the package designer, 
research on the new package also 
was conducted by Elmo Roper & 
Associates; Color Research Insti- 
tute, Chicago; the design labora- 
tory of Container Corp. of America 
and U. S. Printing & Lithograph 
Co. laboratories. 

In the course of testing and re- 
searching the new package, the 
company reports two particular 
tests which it calls “crucial.” 
(Their “results actually triggered 
the Philip Morris package 
change.”’) 

The first was a field test in 


which 5,000 new packs were pitted 
against the old brown wrapping to 
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NEW COSTUME—First magazine ad, in full color, for the Philip Morris 
package changeover. 


gauge smokers’ approval. Teams 
of two men each were sent to | 
Milwaukee, Detroit, Charlotte, 
New Haven and Worcester to act | 
as retail clerks. Their orders were | 
to do no selling of the new pack, 
but simply to hand it over to a 
customer asking for Philip Mor- 
ris and observe the reaction. For 
a two-hour period during the sell- 
ing day, “switch-selling” was per- 
mitted. 

After two days, the new packs 
were pulled back, the old ones re- 
turned, and each store’s regular) 
clerks were asked to keep track of 
comments from customers who 
had tried the new package. 


® Elmo Roper conducted the sec- 
ond test by distributing cartons 
containing five packages of the 
new design and five of the old. 
After the cigarets were consumed, 
Roper researchers sought out re- 
actions to the new design. 

Discussing the reasons for the 
packaging change, Philip Morris 
President O. Parker McComas said 
that while the brown pack had cer- 
tain distinctive qualities to sepa- 
rate it from competitive products, 
it possessed certain weaknesses 
such as poor legibility. 

“Also, our surveys have shown 
there is a definite shift in color 
preferences today,” he said. “For 
years, brown was a popular choice 
for clothes, automobiles and many 
other consumer products. Now the | 
brighter hues are taking over.” 

“Color television,” Mr. McComas | 
continued, “is looming as a more 
and more important factor in our) 
lives and is sure to gather increas- | 
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EMERGENCE OF A PACKAGE—At left, 
noted designer, stands in front of a board showing 
73 designs he executed before reaching the accepted 
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ing momentum in the next few 
years. The new Philip Morris pack- 
age, with a strong image and 
bright color combination, will cer- 
tainly transmit better over televi- 
sion than our former packaging.” 

At the press conference held to 
introduce the new package to the 
press, Mr. McComas said further 
that Philip Morris’ production fa- 
cilities for the new Marlboro cig- 
arets are currently operating on a 
three-shift seven-day week, The 
cigarets, he said, are selling at 
a rate of more than 12 billion an- 
nually. 


Bartell Buys KCBQ 

Bartell Broadcasters Inc., Mil- 
waukee, has acquired its second 
new radio station within a month 
with the purchase of KCBQ, San 
Diego, for $250,000. Bartell, oper- 
ator of WOKY, Milwaukee, WAPL, 
Appleton, and WMTV, Madison, 
Wis., tv station, the first of this 
month purchased General Broad- 
casting Co., operator of WBGE 
and WBGE-FM, Atlanta (AA, 
Sept. 5). Both purchases are sub- 
ject to the approval of the Federal 
Communications Commission. 


Standard Brands Names Bates 
Standard Brands Inc., New York, 
has appointed Ted Bates & Co., 
New York, to handle advertising 
for its pet foods division (Walter 
Kendall dog foods). Bates already 
handles Blue Bonnet margarine, 
Royal desserts and Royal baking 
powder for Standard Brands. Pre- 
vious agency for the pet foeds is 
Dan B. Miner Co., Los Angeles. 


% 
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Direct Mail May 
Get New Status 
Among Ad Media 


(Continued from Page 1) 


closed that his company had been | — 


conducting inquiries into direct 


mail readership for nearly a year,| ~ 


and testing various methods in an 


effort to find a reliable direct a 


mail readership rating system. 


e Motivational research, in con- 
nection with direct mail, appeared 
on the DMAA agenda for the first 
time. A panel discussion on the 
subject was held by a five-man 
panel (see detailed story on Page 
83). 


@ Joseph J. McGee Jr., exec. v.p. 
of Old American Insurance Co., 
Kansas City, was elected president 
of the DMAA. Mr. McGee, who is 
35, is one of the youngest men ever 
elected to the office. He announced 
that he and the DMAA board will 
appoint a task force committee to 
combat any future attacks on di- 
rect mail as an advertising medi- 
um. Attacks on patron mail the 
past year dealt the medium a dam- 
aging blow, Mr. McGee said. 

Other officers elected by the 
DMAA board of governors are 
Douglas B. Mahoney, ad manager 
of Frank W. Horner Ltd., Montreal, 
elected Canadian v.p.; William R. 
Merriam, v.p. of Federation for 
Railway Progress, Washington, 
D.C., American v.p.; David Gold- 
wasser, president of Atlanta En- 
velope Co., Atlanta, secretary, and 
Theodore V. Bihler, circulation di- 
rector of Journal of Commerce, 
treasurer. 


® George F. McKiernan Sr., of 
George F. McKiernan & Co., Chi- 
cago, listed the following ways to 
save money in printing in une of 
the talks heard by DMAA dele- 
gates: 


e Eliminate waste in paper by 
taking full advantage of the use of 
the proper size, weight and kind 
of paper. 


e Consult all people who will 
work on a printing job before the 
job is started. Use the experience 
of the people who have to do the 
work. 


e Save money in composition by 
using as much straight matter of 
one size and as few measures as 
possible, eliminating type. run 
arounds. Have the copy plainly 
marked as to position in the dum- 
my, use typewritten copy, double 
spaced. Reduce alteration charges 
by careful proofreading. 


e Keep to a minimum of outline 
halftones. Savings of 50% or more 
can be realized in preparation of 
art work and engravings. 


e Consult your printer on ways to 
save money in printing without 
cutting the price. 


@ Make out a schedule for the pro- 
duction of all of the different oper- 
ations and make them operate on 
schedule. 


e When there is a cause for delay, 
don’t force the next operation to 


make up the difference. When this 


happens, you create overtime 


da eee is needless expense. 


c => i. Leo Gans, president, Lemarge 


version of the new Philip Morris cigaret package 
for regular and king size, shown at right. The new 
packages, on sale Sept. 20, are red, white and gold. 


| Mailing Service, Chicago, told the 
| convention that direct mail adver- 
|tisers could effect dramatic econ- 
'omies without loss of quality if 


they would use labels instead of 


|addressing envelopes. 


“I know there are quite a few 
mailers with many years of suc- 
cessful experience, who’d sooner 
mail a blank envelope than use a 
label,” Mr. Gans said. “Some of 


them even agree that labels 


SPECIAL DELIVERY—Joseph J. McGee 
Jr., newly elected president of Di- 
rect Mail Advertising Assn., re- 
ceives a bag “full of the burdens 
of his new office” from Eleanor 
Costigan, a member of the DMAA 
headquarters staff. 


wouldn’t hurt their returns but 
they still wouldn’t use them be- 
cause of their appearance. But, 
by using just a little imagination 
and setting up quality controls, 
you can transform a label address 
from an eyesore to something that 
seems to belong on your mailing 
piece.” 


® The mail merchandisez must ex- 
ploit his inherent service advantage 
—convenience—and keep costs low 
in order to compete successfully 
with the retail merchandiser, 
George J. Culiinan, v.p. of Aldens 
Inc., Chicago, told the convention. 

Mail order companies take a 
35% markup and earn a profit of 
from 4 to 10%, while retail mer- 
chandisers take a markup of from 
38 to 42% and earn a profit of 
from 3 to 6%, Mr. Cullinan said. 

“To compete against this,’ Mr. 
Cullinan said, “the mail merchan- 
diser must offer not only the com- 
bination of convenience and price 
advantage but must try to make 
deliveries as prompt as possible. 
The time lapse between the cus- 
tomer’s placing the order and his 
receipt of the merchandise should 
be reduced to a week or less. Two 
weeks is too long, three weeks or 
more is impossible.” 


]. Paul Hoag, Head 
of Hoag & Provandie, 
Boston, Dies at 52 


Boston, Sept. 15—J. Paul Hoag, 
52, president of Hoag & Provandie, 
died yesterday after a long ill- 
ness. He was graduated from Tufts 
College in 1923 and joined the ad- 
vertising department of Westing- 
house Electric Co., East Pittsburgh, 
Pa. Two years later he became ad- 
vertising manager of Westinghouse 
in New England. In 1938, Mr. 
Hoag joined Doremus & Co. here. 
A few years later, Paul H. Pro- 
vandie and Mr. Hoag organized 
their own agency. 

Mr. Hoag was a former presi- 
dent of the Boston Advertising 
Club and a past president of the 
Boston Sales Managers Club. He 
was secretary-treasurer and a di- 
rector of the American Assn. of 
Advertising Agencies at his death 
and also a director of the Adver- 
tising Federation of America. 


EDWIN A. REEVE 


Esconp1po, CAL., Sept. 13—Edwin 
A. Reeve, 54, who formerly was 
advertising manager of Bell & 
Howell Co., Chicago, for 14 years, 
died in his home here Aug. 12. Mr. 
Reeve also worked for the old 
Aubrey, Moore & Wallace agency 
(now Aubrey, Finlay, Marley & 
Hodgson, Chicago) before he re- 


tired in 1951 because of poor 
health. He also worked for Henri, 
|Hurst & McDonald.. 
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Advertising Age, September 19, 1955 


National Spot TV ‘Last Minute News Flashes = '072"ds of the Business. 


Joins Ranks of 
Measured Media 


New York, Sept. 16—The Tele- 
vision Bureau of Advertising has 
decided it’s time for national spot 
television to join the select circle 
of measured media. 

Beginning in January, the bu- 
reau will furnish quarterly re- 
ports showing who is spending 
what in spot tv. The data will be 
supplied by M. C. Rorabaugh, 
whose quarterly reports are based 
on information supplied by sta- 
tions. 

Figures covering company-by- 
company and brand-by-brand ex- 
penditures for the last three 
months of this year will be avail- 
able in late January or early Feb- 
ruary. 

An annual report will be com- 
piled from the quarterly reports. 
This will include product classifi- 
cation breakdowns and a list of the 
100 leading advertisers in spot tv. 
Mr. Rorabaugh’s fourth-quarter 
report is based on questionnaires 
returned by 260 of some 425 com- 
mercial stations in the U. S. and 
its territories. He estimates that 
the reporting list of 260 stations 
carries 90% of the spot business in 
this country. 


w Oliver Treyz, TvB president, 
pointed out that television fre- 
quently has been short-changed 
statistically because of lack of 
available information on one im- 
portant segment of the business— 
national and regional spot. 

“We think we will be perform- 
ing an important service to buy- 
ers and sellers by bringing spot tv 
out into the light of day,’ Mr. 
Treyz said, “Our quarterly and an- 
nual reports should help put the 
business in perspective and con- 
tribute to the growth of the me- 
dium by showing its true relation- 
ship to other media.” 


= TvB estimates that spot tv sales 
will hit $274,000,000 this year, 
while network sales for the year— 
time and talent—will total $549,- 
500,000. 

“To get the full picture on how 
television is doing with national 
advertisers, you must have both 
figures,” Mr. Treyz said. “Togeth- 
er they total $823,500,000, which 
makes tv the No. 1 medium among 
national advertisers. 

“Other media comparisons, such 
as the Magazine Advertising Bu- 
reau’s analysis of 1954 expendi- 
tures, in which magazines were put 
in first place [AA, Sept. 12] over- 
look spot tv’s big take from the 
advertiser’s budget.” 


w The volume of spot tv alone is 
about half of what the magazines 
claim for themselves, Mr. Treyz 
asserted. 

Two major factors were respon- 
sible for the bureau’s decision to 
provide spot data for the industry 
at this time, according to the TvB 
head: 


e “Repeated inquiries from spon- 
sors and agencies concerning spot 
activity and our inability to an- 
swer them.” 


e “ADVERTISING AGeE’s editorial last 
week, which lauded the outdoor 
industry for publishing the ex- 
penditures of the 100 leading ad- 
vertisers in its field. 


“The editorial points out that | on keen competition at the manu- 


Seven Agencies Pitch for Calvert Accounts 


New York, Sept. 16—Seven agencies, including Lennen & Newell, 
which now handles Calvert Reserve and Carstairs whiskies and Cal- 
vert gin for Calvert Distillers Corp., are pitching for those liquor ac- 
counts. Presentations were made this week by Cunningham & Walsh 
(which has no liquor account of record but handles Narragansett 
Brewing Co.); Dancer-Fitzgerald-Sample (Wine Growers Guild); 
Doherty, Clifford, Steers & Shenfield (which handles Hunter & Wilson 
whiskies for Frankfort Distillers Co., which, like Calvert, is a Sea- 
gram Distillers Corp. subsidiary); Donahue & Coe (Mission Bell Wine 
Co.); Dowd, Redfield & Johnstone (which has Seagram’s Christopher 
Columbus rum and Gallagher & Burton whisky) and Ogilvy, Benson 
& Mather (Rums of Puerto Rico). Calvert’s other brand, Lord Cal- 
vert whisky, now handled by Geyer Advertising, reportedly is not in- 
volved in a possible agency switch. A committee of Calvert executives 
is expected to make a decision within the next ten days or two weeks. 


Pete Hamm Returns to ‘Traffic World’ 


WasHINcTON, Sept, 16—E. F. (Pete) Hamm Jr. will complete more 
than two years of government service Sept. 30 and will return to Traf- 
fic Service Corp., publisher of Traffic World. He was brought into the 
Interstate Commerce Commission by the Eisenhower administration 
to streamline the agency’s operations. 


Helena Rubinstein’s Jazz Lipstick to Bow 


New York, Sept. 16—On Oct. 1 Helena Rubinstein will introduce a 
new lipstick, Jazz, with either color pages or spreads in October and 
November issues of Charm, Glamour, Harper’s Bazaar, Mademoiselle, 
Seventeen and Vogue and a color page in The New Yorker. National 
and co-op ads will run in major newspapers. Rubinstein also will 
sponsor “The World of Jazz” (WQXR), Monday nights 9-9:30. The 
October Glamour will have 14 advertisers tying in their products with 
Jazz. Ogilvy, Benson & Mather, New York, is the agency. 


ABC Radio Plans Nighttime Revitalization 


New York, Sept. 16—ABC Radio will send a wire to affiliates next 
week outlining plans for revitalizing its nighttime schedule. Details 
are being kept secret to let stations hear about them first. The net- 
work reportedly set aside a budget of $250,000 and told its board of 
strategy: Plan as though you were starting from scratch and see 
what you can come up with that is “exciting radio.” 


John Blair Adds Simons, Cochran in Chicago 


Cuicaco, Sept. 16—John Blair & Co., radio station representative, 
has added two men to its office here. They are James F. Simons, for- 
merly account executive of Gardner Advertising Co., St. Louis, and 
Stuart Cochran, previously sales manager of WDWS, Champaign, III. 


Allen Named V.P. of ANA; Other Late News 


e Joseph M. Allen, formerly director of radio and tv, has been named 
v.p. of the Assn. of National Advertisers, Mr. Allen now heads ANA’s 
new information services department. 


e Sawyer-Ferguson-Walker Co., Chicago newspaper representative, 
has set up a stock participation plan for 15 key employes. Until now, 
its stock has been owned solely by J. H. Sawyer, J. L. Ferguson, and 
T. W. Walker. 


e L. B. Evans’ Son Co., Wakefield, Mass., maker of men’s slippers, 
has moved its advertising account from R. D. Northrop Co. to Hoag 
& Provandie. Both agencies are in Boston. 


e Henry A. Haines, secretary, and George J, Renner and James G. 
Walker, account executives, all of Compton Advertising, New York, 
have been elected v.p.s. 


e Grant & Wadsworth, New York, has resigned the Field & Stream 
account, effective Oct. 15. The magazine said it would name another 
agency before then. 


Help Us Fight Misleading Car Ads, 
Auto Dealers Urge Manufacturers 


(Continued from Page 1) 
asked to form advisory groups to 
provide the national office with 
copies of all advertisements which 
they consider “unethical, mislead- 
ing or false.” The request covers 
newspaper as well as radio and 
tv announcements. 

During a recess in the meeting 
of the executive committee here 
today, Mr. Yarnall told the press 
that “many of the advertisements 
appearing in the papers and over 
radio and tv are simply untrue. 
Wild claims for huge discounts, 
high trade-in allowances, blitz sell- 
ing and crazy giveaways, are, in 
many instances, simply come-ons 
and have no place in automobile 
retailing.” 


sell his cars and trucks aggressive- 
ly,” he said, “The only thing we 
want is truth in advertising and to 
make sure that advertising is 
neither misleading nor deceptive.” 

While the telegram to car man- 
ufacturers did not specifically 
complain about advertising which 
has been prepared by the manu- 
facturers, a spokesman for NADA 
indicated that there has been some 
uneasiness about the tone of some 
of the recent promotional copy. 
He cited a current newspaper ad 
sponsored by Buick dealers pro- 
moting a sales “circus.” 

The spokesman said there is no 
agreement on the kinds of adver- 
tising that should be considered 
“unethical,” and that many dealers 
might feel that ads like the current 
Buick promotion represent sound 
advertising, particularly since the 
campaign is successfully selling 
cars. He said others object to any 
advertising which reduces the au- 


® He denied that the association 
intends to try to curb aggressive 
selling and merchandising. “The 
automobile business has been built 


basic data like these do far more facturing and dealer levels,” he 
than merely satisfy a bump of| said, “and we have no desire in 
curiosity on some adman’s head. | any way to curb or restrain this 
They help put the business into | competition. We are prohibited by 
perspective and clear up miscon-|law from price fixing among deal- 
ceptions and misunderstandings, as | ers at the national, state and local 
well as serving as a guide for the level. 

field.” | “Every dealer worth his salt will 


tomobile industry to a “5 and 10¢ 
store level.” 

He emphasized, however, that 
these represent varying opinions 
within the industry and do not 
necessarily reflect the feelings of 
NADA or its new advertising eth- 
ics committee. 
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Airlines, But May 


Sr. Paut, Sept. 15—Northwest 
Airlines today named Campbell- 
Mithun, Minneapolis, to handle its 
national advertising. 

Cunningham & Walsh, New 
York, had had the account for 
about 11 years. 

But while Campbell-Mithun 
gained a new client, there was 
speculation in advertising circles 
in the Twin Cities that it may lose 


Chrysler Kick-Off 
Promotion Off Some 


from Tremendous ‘54 


Detroit, Sept. 15—Chrysler 
Corp. will launch a three-month 
new model advertising and pro- 
motion drive in newspapers of 
Sept. 20 and follow this up with a 
heavy magazine and television 
concentration, it was disclosed by 
Jack Barlow of Chrysler advertis- 
ing services. 

The newspaper drive will break 
in 243 papers with 41,202,546 cir- 
culation in 176 markets. The ads, 
running from a quarter to full 
page, will be followed up in the 
same newspapers on Sept. 27. 

It was emphasized that this drive 
is Chrysler Corp.’s promotion and 
that the individual car divisions— 
Chrysler, DeSoto, Dodge and 
Plymouth—would lend their sup- 
port along with dealers. 


® Chrysler has retrenched a bit 
from the multi-million dollar an- 
1ouncement drive of last year. 
For instance, the dozen-page ad in 
Life will be missing. More empha- 
sis will be placed on a longer and 
wider coverage rather than con- 
centration. 

Page-size black-and-white ads 
will begin in September in Col- 
lier’s, Life, Newsweek, The New 
Yorker, Sports Illustrated, Time, 
U.S. News & World Report and The 
Saturday Evening Post. 

The ads will be repeated but in 
four colors in the same magazines 
in October and November. The 
color ads will be continued 
throughout the model year. 


® In the television field, the hour- 
long “Climax” show will be con- 
tinued weekly over 126 CBS out- 
lets and “Shower of Stars” (every 
fourth week) will return in Octo- 
ber when Jack Benny makes his 
debut on the program. 

Local radio spot announcements 
will be used as available, but no 
outdoor program is planned for the 
new cars. 


ALFRED R. PASTEL, a former v.p. and 
advertising director of Esquire and 
Coronet, has joined E. A. Korchnoy 
Ltd., New York, as v.p. and mem- 
ber of the plans board. Since leav- 
-ing the publications in 1947, Mr. 
|Pastel has headed his own com- 
|pany of sales and merchandising 
consultants. 


_ Campbell-Mithun Picks Up Northwest 


Lose a Railroad 


an old one, Great Northern Rail- 
way. 

The airline has agreed to the 
unusual setup whereby the agency 
serves both an airline and a rail 
account, but Great Northern has 
not decided. A spokesman for the 
railroad said that “nobody knows” 
yet whether the road will stay with 
/Campbell-Mithun. And probably 
‘no decision will be made “for some 
time,” he added. 

Other agencies reportedly al- 
ready are beating on Great North- 
ern’s door. 


® Although Northwest looked at 
presentations by nine agencies, 
Campbell-Mithun was from the 
start regarded by advertising men 
here as the probable winner of the 
account. It was known that the 
airline wanted a “local” agency, 
and Campbell-Mithun was the only 
one invited to bid that has its 
headquarters in the Twin Cities. 

The others that made presenta- 
tions, in addition to Cunningham & 
Walsh and Campbell-Mithun, were 
Ruthrauff & Ryan; Bozell & Jacobs; 
Grant Advertising; Erwin, Wasey 
& Co.; Kenyon & Eckhardt; Calkins 
& Holden and Compton Adver- 


tising. 
reportedly 


Campbell-Mithun 
gave NWA a real “shocker” sales 
talk, with Ray Mithun, agency 
president, making the main pitch 
himself. The agency polled a num- 
ber of Twin Cities business men on 
their opinion of NWA and its serv- 
ice, then passed on the results to 
NWA executives. Reportedly the 
findings were not very pleasant 
listening for the airline men. 


= The new agency will take over 
the account immediately, but no 
detailed campaign plans have been 
made yet. 

Ralph Zeuthen will be the agen- 
cy supervisor on the NWA account. 


Whirlpool-Seeger 
Merger Okayed 
by Stockholders 


NEw York, Sept. 13—Stockhold- 
ers of Whirlpool Corp., St. Joseph, 
Mich., meeting here yesterday, and 
stockholders of Seeger Refrigerator 
Co. meeting in St. Paul approved 
merger of the two companies and 
Delaware Appliance Corp. to form 
Whirlpool-Seeger Corp. (AA, July 
25, Aug. 22, Aug. 29). 

The air conditioning and Estate 
stove departments of RCA are in- 
cluded in the assets of Delaware 
Appliance. 

The approval came from a com- 
bined majority of both companies 
of more than 99% of stock repre- 
sented in person and by proxy. 


= The merger agreement desig- 
nates Walter G. Seeger, formerly 
Seeger’s board chairman, board 
chairman of the merged company, 
and Elisha Gray, formerly presi- 
dent of Whirlpool, president of the 
new company. 

Sears, Roebuck & Co., for which 
Whirlpool has been making Ken- 
more home laundry machines and 
Seeger has been making Coldspot 
refrigerators, now owns 20% of 
the stock of the new company. 
RCA also has a 20% share in the 
new company. 

Altogether, the new company’s 
outstanding capitalization will in- 
clude 5,792,816 shares of common 
and 211,122 of $80 par 4%% cu- 
mulative convertible preferred. 

The three companies involved in 
the merger last year had combined 
sales of $307,600,000 and earnings 
totaling $14,000,000. 
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column inch, Regular card discounts, 


HELP WANTED 


THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $15.50 per 


size and frequency, apply on display. 


HELP WANTED 


PUBLIC RELATIONS ASSISTANT. Chi- 
cago office. Woman with some experience 
in field. Able write feature material, meet 
people and assist in details of the job. De- 
gree in journalism helpful. Excellent op- 
portunity for well qualified person. Some 
travel necessary. Write giving age, educa- 
tion, salary ex ected. 

Box 7778, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING SPACE SALESMAN 
Leading trade publication. Large ABC cir- 
culation. Established territory in Chicago 
office. Excellent opportunity. Experience 
preferred. Write stating age, experience, 
education. 

Box 7776, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


ADV. PRODUCTION DEPT. ASSISTANT 
Agressive young woman. No previous ex- 
perience necessary. Reply giving outline 
of business history and some personal 
data. Box 7789, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ALL IS GRIST 
queihe a which comes to our mill. 
Lila Molene 105 W. Adams St. 
ANdover 3-4424 Chicago 3, Ill. 


ADVERTISING COPY WRITER for Pro- 
motion Department of New York metro- 
politan newspaper: Strong on ideas, but 
capable of handling details. No spot for 
tyro. Must be experienced enough to be 
self-starter, stable enough to take direc- 
— Salary up to $7,000. Write full de- 
tails to 


Box 7774, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


BARNARD’S - NATIONWIDE 
OFFICE AND PROFESSIONAL 
Investigate our free-lance service. 
WA 2-2306 202 S. State St. Chicago 


ADVERTISING SPACE SALES 
Permanent position and opportunity for 
capable man to take charge eastern ter- 
ritory for progressive Chicago trade payer 
publisher. Magazine consistent leader, 
building steadily, top reputation. We want 
energetic, tenacious self-starter skilled in 
building smaller accounts and capable of 
working intelligently with agencies, ad- 
vertising men and executives. New York 
office. Salary, incentive, pension plan. 
Give experience, salary, personal facts for 
interview. Confidential? Of course. 

Box 7793, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ACCOUNT MAN NEEDED 
Want to move South? This agency needs 
experienced account man 25-45 years old. 
BRADHAM & COMPANY, Advertising 
P. O. Box 1648 Greensboro, N.C. 


ADVERTISING PERSONNEL 


Employer—Employee 
Investigate 
our active confidential service 
Betty Clem 
DRAKE PERSONNEL, INC. 
220 S. State © HArrison 7-8600 © Chicago, Ill. 


j}counts, but equally important is capable 


ADVERTISING SALES MANAGER 
The man we seek is himself a good sales- 
man, capable of handling some key ac- 


of guiding activities of our four salesmen, 
directing and coordinating sales and pro- 
motion functions, and developing plans 
for future growth and progress. For a 
man like this there is a good opportunity 
with the leading trade publication in a 
basic manufacturing industry. Magazine 
is highly regarded by readers and adver- 
tisers, established, growing. Progressive 
organization and capable staff. Chicago 
area office. Salary, incentive, other bene- 
fits. For interview give full business and 
personal details, including salary. Replies 
confidential. 

Box 7794, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, IL. 


SPACE SALESMAN 
Excellent opening in Chicago office of 
New York publisher for young, experi- 
enced, ambitious man to work on two 
photographic publications. WEbster 9-5118. 


EXPERIENCED ARTIST 

for responsible position handling finished 
art on Folders, Direct Mail Pieces and 
High Quality House Organs. Only top 
notch Artist capable of handling complete 
job need apply. Wonderful opportunity in 
6 man Art Studio of well established 
printing and lithographing firm located in 
modern Michigan community. Excellent 
schools and living conditions, close to 
woods and lakes. Tell us in confidence 
full details of experience, education and 
salary requirement. 

Box 17756, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash FR 2-0115 Chicago 


SPACE SALESMAN 
Farm publication has opening for experi- 
enced salesman to cover Ohio - Mich. 
area. Experienced in agricultural field de- 
sirable. State age, exyerience and salary 
desired. 
Box 7786, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


Two men or women with agency traffic 
or mechanical billing experience. Good 
opportunity in medium-large 4A agency. 
Box 7772, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, IIL. 


ADVERTISING AND PUBLISHING 
Openings for Space Salesmen, Editors, 
Production and Circulation help. 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha. 7-1991 Chicago 


MALE ARTIST 


For Advertising Department, Large 
Manufacturer, Must be Original and 
Creative with Working Knowledge 
of Engravings, T- and Production. 
Give experience, Salary Desired and 
Previous Employers. 
Box 509 ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


administrative duties. Age—25 


CHALLENGING JOB AWAITS THIS 
ASSISTANT ADVERTISING MANAGER 


It's a spot in the 4-man advertising department of one of the 
nation's largest manufacturers of heating and ventilating equip- 
ment. You'll work with sales department and advertising agency. 
Experience in catalogs and direct mail is ‘‘must'’. Knowledge of 
heating and ventilating equipment would be a distinct asset. You 
must be able to ‘wield a pencil’ effectively as well as handle 


expect in a rapidly growing company in a growth industry. Write 

a letter outlining your experience and salary requirements, and 

enclose snapshot. No samples until interview is arranged. Box 513, 
. Advertising Age, 200 E. Illinois St., Chicago 11, Illinois. 


to 35. Future—just what you'd 


POSITIONS WANTED 


ADVERTISING - SALES 


PROMOTION MANAGER 

Ad. Mgr. in electronics industry. Familiar 
with the original equipment and jobber 
markets. Coordinated creative and admin- 
istrative functions. Heavy experience and 
educational background. BS in advertis- 
ing, congenial personality. 

Box 7779, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, IL 


WRITER-EDITOR-IDEA MAN 
.. Seeks position with ad agency, trade 
magazine or mfr. Competent writer, sales 
promotion-minded. Presently managing 
editor of leading merchandising trade 
magazine. College grad. Age 29. 6 years 
experience. Salary: $7,500. 

Box 7781, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


VERSATILE WOMAN COPY WRITER 
Major appliance merchandising back- 
ground. Agency and public utility experi- 
ence in plans, contact, copy for all space 
media. Some radio, no TV. Now em- 
ployed, 10 years in present 4A agency. 
Best of personal reasons for considering 
change on reasonable notice. Midwest pre- 
ferred. 

Box 7792, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


MENU FOR AD EMPLOYERS 
Excellent serving of agency production, 
mail order copywriting. Seasoned with ad 
managerial capacity for small mfgr. 5 yrs. 
exp. Age 29. Choice references. 

Box 7790, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


PUBLICITY, P.R., EDIT. EXP. —8 YRS 
Able writer, smart “idea man’’. Coll. grad. 
Top ref. Box 7791, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


ACCOUNT EXECS BEWARE! 
YOUNG MAN DESIRES YOUR POSITION 
Energetic young man with 3 yrs. college 
desires opportunity to assist acct. exec. 
Have adv. prod. exp. Can do layouts & 
write copy. Enthusiastic to grow in the 
advertising field. 

Box 7788, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


AD MGR. SEEKS FREE LANCE WORK 
Able to help you over the rough spots 
during your busy periods. Will assist in 
budget preparatiuon, space selection, pro- 
motional activities, copy and art work. 
Box 7780, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


> 
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REPRESENTATIVES AVAILABLE : 


PUBLISHERS REPRESENTATIVE * 

Hard hitting, 12 yrs. experience Chicago 
and midwest. Interested working with one 
top tvublisher in consumer or trade paper 


field. 

Box 7785, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 

WEST COAST 

PUBLISHERS REPRESENTATIVE 
11 WESTERN STATES - ONE MAN OR- 
GANIZATION WITH MANY ACTIVE AD- 
VERTISING CONTACTS. SPECIALIZING 
IN INDUSTRIAL ACCOUNTS. OPEN FOR 
ONE ADDITIONAL MAGAZINE. WILL 
ARRANGE CHICAGO OR NEW YORK 
INTERVIEW. 

Box 7759, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


BUSINESS OPPORTUNITIES 


DOES YOUR AGENCY NEED 
REPRESENTATION IN SAN FRANCISCO? 
Complete representation available on as- 
signment or contract basis. 15 years ex- 
perience in this market with national and 
local agencies on all types of accounts. 
Offer complete follow-through on adver- 
tising, merchandising, publicity. 

Box 7783, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


SUCCESSFUL SPACE SELLING ADVER- 
TISING EXEC WILL INVEST $10,-$15,000 
in good, established business needing ex- 
pansion capital. Inactive partnership. Give 
particular details. Box 7777, ADVERTIS- 
ING AGE, 480 Lexington Ave., New York 
17, N.Y. 


Space available in Midtown Manhattan for 
Advertising Man with accounts, preferably 
with Resort trade, to work in conjunction 
with established Resort Service in position 
to supplement and finance advertising. 
Box 7782, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
Complete Offset Preparation, Advertising 
cooy, finished Art & Layout. Catalogs & 
Brochures a Specialty. 


R. L. Huey Ha 17-1644 
608 S. Dearborn Chicago, Ill. 
WANTED - Freelance Artists to set up 


rent-free in growing commercial art stu- 

dio. We have business to start you going. 

Call Mr. Grimshaw, Chicago SE 8-0290 
Test Sanders Dandy ABC 3 

Avon Herald-News - Nunda News 

Livingston County Leader, Geneseo, N.Y. 

Tops in grass roots value 


ADVERTISING SALESMAN 

8 years with large consumer magazines. 
Excellent industrial background and con- 
tacts. Desires position as space salesman, 
consumer or trade field, or publisher’s 
representative in N.Y. area. 


Box 7787, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


COMPTROLLER-OFFICE MANAGER 
Due to merger “crackerjack”’ bkkpr avail- 
able for adv. agcy. Excep. Exec. ability. 


Box 7784, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


Young, ambitious, capable, businessman 

seeking executive advertising position. 

BBA degree. Advertising experience. 
Box 7775, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


IMAGINATIVE, RESOURCEFUL writer- 
public relations man wants to divide time 
between Hawaii and west coast. Special- 
ties: clear, concise prose, layout, dis- 
play photography. Salary $500. Available 
around December, Prospectus on request. 


Box 7773, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Ass’t. to advg. mgr. Agency exp. Contact. 
Coordination, production, budgets. Exe- 
cute level incl. heavy respon. Married, 27, 
college, vet. Resume upon request. 


Box 7757, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


ADVERTISING SALESMAN 


Capable of assuming a great deal of 
responsibility. Desire position as Account 
Executive with Chicago Agency. Known 
to be reliable, energetic and cost con- 
scious with flexibility of thinking ac- 
quired thru 9 years diversified selling 
experience. Age 32. 
Box 511 Advertising Age 
200 E. Illinois St. Chicago 11, Ill. 


SALES REPRESENTATIVES WANTED 
FOR ALL MAJOR TERRITORIES 
National monthly architectural products 
newspaper, national quarterly architec- 
tural product directory, national quarterly 
hospital product directory and review, 
Western quarterly class consumer home 
magazine now opening all major sales ter- 
ritories to qualified display space repre- 
sentatives. All books started in 1949, 1951, 
1952, and 1954 respectively; now doing ex- 
cess $250,000 annual gross. Displace space 
$565 per page to $175 per pare. Also carry 
paid editorial readers, paid classified prod- 


and frankly, 


played by p-o-p promotion. 
to boot. 


the niche we’re tryin 


Box 517, ADVERTISING AGE 


Somewhere a frustrated, imaginative 


ACCOUNT EXECUTIVE 
is dreaming of us... 


We need a creative salesman. While we're not an agency, but a suc- 
cessful and (people teil us) dynamic Chicago p-o-p display firm, 
we're convinced that our man is most likely to be found in the ranks 
of account executives. He must be intimately familiar with the com- 
plex structure of an, and he should appreciate the vital role 

t would be nice if he has a creative touch 


If you’re frustrated and stymied in your slot, bored with the se- 
curity myth and anxious to change horses in mid-stream, we think 
to fill is cut to your measure. What’s in it for 
you? The solid, stimulating support of a highly creative organization, 
the chance to virtually run your own show, and a 
compensation arrangement. Stop dreaming, drop us a line. Everyone 
here knows about this ad and we'll respect your confidence. 


we're dreaming of him. 


sky’s-the-limit 


200 E. Illinois St., Chicago 11, Ill. 


uct listings. Now doing contract business 
with more than 750 major manufacturers, 
servicing more than 15,000 product in- 
quiries monthly. Qualified leads furnished 
including full data active accounts. Full 
commission current contract display space, 
no commission paid readers or product 
listings but representatives can work on 
such for display space. Please address full 
particulars, send recent photo to Associ- 
ated Architectural Publications, 441 So. 
Beverly Drive, Beverly Hills, California. 
Attn: C. T. Pawley, Assoc. Publ. 


MISCELLANEOUS 


Top quality technical illustrator and re- 
toucher desires free lance artwork assign- 
ments, catalogs, manuals, perspectives in 
color, black & white and line. 

A. C. Ullrich Rte 3 Box 459 
McHenry, IL. Ph. ME 9-6348 


‘EERE 
Bap radaves 


A complete placement service 
of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


WANTED 
ADVERTISING AGENCY 
ACCOUNT EXECUTIVE 


A leading Midwest agency has 
immediate opening for a man 
with airline and/or petroleum 
products experience. Previous 
agency or advertising man- 
ager experience desirable. 
Salary open but in five fig- 
ures. Address Box 510, 
ADVERTISING AGE, 200 E. 
Illinois St., Chicago 11, Ill. 


ACCOUNT EXECUTIVE 


with grocery product and super 
market merchandising experience 
preferred. Age 30-40 preferred. Chi- 
cago. Write briefly present position, 
experience, age. 

Box 514 

Advertising Age, 200 E. Illinois St. 
Chicago 11, Ill. 


Walter Lowen 


PLACEMENT AGENCY 


Headquarters ‘ane 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


Executives @ @ Art @ Office 


Please write briefly ovtlini 
specific experience of personne 


yeur 


420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


TIRED OF THE CITY? 
Production-Layout, age 30-35, pos- 
sessing pes judgment, ability to 
work with minimum direction. Some 
copy desirable. Small 50 year old 
nationally recognized agency prom- 
ises excellent, lifetime future for 
successful applicant. Beautiful Col- 
lege city location on 120 mile long 
lake in COQL vacation couney- 
Championship golf and tennis faci 
ities 10 minutes from office. One 
hour from major ski areas. Living 
expense 20% less than city. No noise, 
dirt, commuting. State salary desired 
with your résumé. References will 
be thoroughly investigated. 


HAYS ADVERTISING AGENCY 
BURLINGTON 3, VERMONT 


CHICAGO AGENCY 


If you would like to join estab- 
lished agency now billing around 
$2,000,000, this may be P eed open- 
ing. We have room for another 
man who would like to improve 
service on accounts and pool hi 
ability with ours for strengthened 
organization. Only top calibre 
agency executive will be consid- 
ered as this spot calls for man who 
can aid agency ex ion and take 
art ownership later if desired. 

our letter will be held confi- 
dential. 


Address Box 519, Advertising Age 
200 inois St. 
Chicago 11, Ill. 


Copywriter 
Wanted 


We've been at it 25 years . . . built 
a respectable 20-man national ad 
agency in Chicago... now need a 
seasoned copy man who can re- 
lieve two youthful partners of 
some of the shirt-sleeve writing, 
and play an important part on our 
planning and contact team. 


Our roots were planted in Mail 
Order, so your production will be 
measured by the keyed, direct re- 
sults. Experience writing to sales- 
men (dealers, too) as well as 
consumers is valuable. Salary 
open. Obvious opportuni for 
personal andizement. Please 
make résumé complete. 


Box 518, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Ill. 


200 E. Illinois St. 


WANTED: EDITOR FOR DIRECTORY 


Long established business publisher is looking for an editor 
to handle a new annual directory published in connection 
with monthly magazine. General knowledge of advertising 
and/or graphic arts, and ability to locate and assemble 
sources of services and supplies is desirable. This is primarily 
a job of research and compilation. 

Write, giving full details of background, availability, salary 
requirements, etc. Everything held in strictest confidence. 


Box 515 ADVERTISING AGE 


Chicago 11, Ill. 


TO THE AGENCY 

THAT WANTS 

TO INCREASE BILLINGS 
FROM PRESENT CLIENTS 


Are the “advertising” dollars 
your clients spend for sales 
promotion part of your agen- 
cy’s billing? If not, each client 
offers you an opportunity for 
potential new billing. My back- 
ground and experience quali- 
fies me as a sales promotion 
expert. I can show you how to 
provide your clients with a 
sales promotion service with- 
out costly personnel expansion. 
Would you like to discuss this 
with me? Write to Box 512, 
Advertising Age, 480 Lexing- 
ton Ave., New York 17, N. Y. 
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WTTV Signs with ABC-TV 

WTTV, Bloomington, Ind., has/ 
affiliated with ABC Television. | 
The station serves the Indianapo- | 
lis-Terre Haute-Bloomington area. 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

allied fields. 


By appointment only 
59 E. MADISON + SUITE 1417 
CEntral 6-5670 


A 


BIRCH 


ra: 
Executive 


Placement 
Counselors 


CREATIVE OPPORTUNITY WANTED 


Art director—16 yrs. experience all phases 
graphic arts—5 yrs. director with big 3 
agency. First-class designer, layout man 
with clean, modern style. Family man, 36. 
Seeking position with future in progres- 
sive firm having quality standards. Income 
at five figure level. 
Box 516 Advertising Age 

480 Lexington Ave. New York 17, N.Y. 


“Our 44th Year” 


RADIO WRITER $10,000 


Chicago opening for ace radio com- 
mercial writer exper. in 8-sec. to 
full length commercial. CONS. 
COPYWRITER. Midwest $8000. 


GLADER CORPORATION 
“The Agency’s Agency” 


Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE6-5353 Chicago 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
187 N. LASALLE, CHICAGO 2, ILLINOIS 


COMMERCIAL 
INDUSTRIAL 


PUBLICITY 
CONVENTION 


DIRECTOR OF MARKETING 
$25,000 


Top-level opportunity with nationally- 
known mid-west manufacturer. Broad 
experience in marketing and merchandis- 
ing principles, plus solid administrative 
experience necessary. Must be unusually 
creative, analytical and brilliant. Back- 
ground in drugs, cosmetics, foods and/or 
packaged goods required. Age 35-46. For 
this and other marketing openings—con- 
tact in confidence 


GEORGE E. PYLKAS 
Executive Advertising Consultant 
WABASH EMPLOYMENT AGENCY 
Chicago 4 WAbash 2-5020 


202 S. State St. 


Powell Antonsen 


APPROVAL—Gathered here are principals in an agreement which 
kicks off a test campaign in the Long Beach Independent & Press 
Telegram for a new motor oil additive. The group includes W. E. F. 
Powell, general manager, and Fred Sanders, Long Beach distribu- 
tor, Stabloid Sales Corp., Tacoma, maker of Stabl-Oid Motor Oil 
Stabilizer; Louie Antonsen, account executive, Gardner-Jacobson, 
Tacoma, and Wade Maplethorpe, of the national ad department of 
the Long Beach newspapers. 


Sanders Maplethorpe 


Mail Permit Is ‘Barometer of Respectability,’ 
Its Loss Costly: ‘Confidential's’ Publisher 


(Continued from Page 3) 
of a mailing permit, he explained, 
would cause many wholesalers and 
chains to remove the magazine 
from their stands. 

Mr. Harrison contends that the 
reports published in daily news- 
papers and elsewhere last week 
that Confidential had been banned 
from the mails were incorrect. 
Actually, according to the pub- 
lisher, a “hold-from-dispatch” or- 
der on the November issue was 
issued by William C. O’Brien, as- 
sistant solicitor for the Post Office 
Department. This order was lifted, 
according to Mr. Harrison, when it 
was learned that most of the 
November issue was already in the 


| mails. 


The assistant solicitor now has 
asked for an advance copy of the 
January issue, due out Oct. 22, and 
has notified the postmaster at Mt. 
Morris, Ill., not to move the maga- 
zine unless the issue is submitted 
for inspection, and gets Post Of- 
fice clearance. 


® Mr. Harrison contends that this 
is “pre-censoring” and “pre-judg- 
ing” and has asked for an injunc- 
tion prohibiting the Post Office 
from acting in this manner. 

But Mr. O’Brien told AA that 
federal laws dating back to 1880 
give the Post Office Department 
the right to examine copies of 
publications prior to mailing. He 
added that if the next issue of 
Confidential is like the current is- 
sue, he “knows what the ruling 
will be.” 

Confidential first appeared in 
December, 1952, and has since 
paced the field of sensational, ex- 
pose-type publications to the 
point where it is currently the 
hottest newsstand selling maga- 
zine in the country (AA, July 11). 
Current circulation is reported at 
Close to 4,000,000 copies. 


“Western Outdoor News’ Buys 
‘Pacific Fish & Game News’ 

Western Outdoor News, Los An- 
geles, a weekly outdoor newspaper 
for California sportsmen, has pur- 
chased Pacific Fish & Game News, 
its largest competitor, according to 
Earl H. Hardage, business manager | 
of the former. 

The purchase includes trade-| 
mark, features, good will, physical | 
assets and a paid circulation. West- 
ern Outdoor now is being pub- | 
lished under the double logo which | 
includes Pacific’s name, but re- 
tains its original editorial policies 
and tabloid format, according to! 
Mr. Hardage. 


Dental Journal Data Available 


The American Dental Assn. and | 
the American Assn. of Dental Edi-| 
tors have compiled and published | 
a new annual publication, “Rates, 
& Data, State Dental Journals.” In-| 
cluded is information on dates of | 


publication circulation, commission | 


and discount information, ad rates, | 
mechanical requirements and spe- 
cial issues of “all state dental jour- 


nals.” Copies may be obtained 
without charge from the American 


|Dental Assn., 222 E. Superior St., 


Chicago. 


(Continued from Page 2) 
paper clippings are about the only | 
easy way to satisfy that impa- 
tience. The result is ‘press agen- 
try,’ the flooding of the mails with 


junk press releases that make it | 
hard for both editors and readers 


to keep track of important and 
significant news. 

“IT am not against product pub- 
licity or company self-advertising 
as such,” Mr. Van Deusen said. 
“As long as a sales manager or 
advertising director breathes, he 
will try to get some of his message 
into the free editorial columns. 
But this is still advertising, val- 
uable in its own right, but not to 
be confused with public relations. 


a “The biggest companies in the 
industry spend hundreds of thou- 
sands of dollars a year on public 
relations activities. These compa- 
nies maintain speakers’ bureaus, 
they build exhibits, they conduct 
tours for high school students, and 
they turn out press releases by 
the thousands. 

“This is all very fine, and a case 
can be made that they should 
spend even more money, especially 
in support of association-type pro- 
motions that reach audiences be- 
yond the scope of individual com- 
panies, 

“But just because you and I 
can’t afford to buy a yacht,” Mr. 
Van Deusen said, “is no reason 
why we should quit shining our 
shoes or combing our hair. This 
attitude in itself constitutes a pub- 
lic relations program of sorts, and 
it can’t help but cancel out much 
of the good that should be acruing 


103 


All Business Has PR, But Like Personality, 
It Can Be Unpleasant, ‘Fortune’ Editor Says 


from the money and effort ex- 
barr by the industry as a whole. 

“But the point is,” Mr. Van 
Ps... emphasized, “anyone can 
afford good public relations. There 
is no price tag on courtesy. If it is 
good personal relations not to spit 
in someone’s eye, then it is good 
public relations, and it usually 
doesn’t cost a penny, not to antag- 
onize the public by being unnec- 
essarily abrupt, secretive or eva- 
sive.” 


‘Gallagher Report’ Converts 
to Paid Circulation 


The “Gallagher Report,” 147 W. 
42nd St., New York, a “confidential 
letter to publishing executives,” 
becomes a paid publication starting 
with the October issue, according 
to Bernard P. Gallagher, publisher. 
The report was launched two years 
ago as a privately circulated news- 
letter with circulation of 500. Since 
then the circulation has grown to 
5,000 copies an issue, according to 
the publisher. 

Regular subscription price and 
all supplements including the “An- 
nual Publishers’ Forecast” and bi- 
annual “Scorecard” (of magazines’ 
total paid subscription sales) is 
$10. Special charter subscriber 
rate, offered for a limited time, is 
$5. Bulk charter subscriber rates 
also are offered. 


Screen Gems to Kane Inc. 

Screen Gems, New York, tv 
film producer-distributor, has ap- 
pointed Lawrence Kane Inc., New 
York, to handle its account, re- 
placing Joseph Katz Co. 


PROGRAM NEW 


GIVE Yous SALES 


Associated Industrial Magazines, newly formed 
group of regional publications located from 
coast to coast, offers pin-point market coverage 
for the industrial advertiser. 


In the AIM publication serving each region, you 
can vary size, frequency and type of advertising 
according to the importance of that area to you 
and your sales program. It’s a true budget saver, 
because changing needs can be met instantly 
without disturbing the over-all ad program. 


Your advertising receives more readership, re- 
gion by region. Over 47,000 circulation to in- 
dustry’s top executives if you use all AIM pub- 


lications. 


Best of all, you can list local distributors in each 
publication so that busy executives can make 
direct inquiry to the nearest source of supply 


when your ad sells them. 


For full information on AIM, and how it can 
jolt your sales program into action, contact the 
AIM publisher nearest you! 
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How many ratings 
does your wife deserve? 


(At least 6—if this were the Navy 
—says Ladies’ Home Journal, 
winner of at least 3*) 


1. SHIP’S BUGLER 


It may not take any prodding to get you 
up and away for a 4 A.M. date with a 
mallard. But for an 8 A.M. date with a 
train, her not-so-gentle wifely nudge 
makes her absolutely essential! 


\ 


2. PAYMASTER 


A man may feel like scuttling the ship 
when the family sinking fund seems al- 
most sunk. But a woman can always dip 
into Beauty Parlor Fund, Baby-Sitter 
Fund, New Chapeau Fund-till every- 
thing’s back on an even keel. 


3. OFFICER'S STEWARD 


Her culinary wonders may look straight 
out of Chef Escoffier’s oven, but they’re 
not. They’re right out of her galley—via 
a recipe from Ladies’ Home Journal. 


4. STOREKEEPER, FIRST CLASS 


A woman shops for what she might need, 
as well as for what she does need. That’s 
why so many little things are always 
handy when you need them. Example: 
extra button-down buttons. 


* such ratings as 

No. 1 in circulation 

No. 1 in newsstand sales 

No. 1 in advertising revenue 
among all women’s magazines. 


5. PHARMACIST’S MATE 


Ever notice the way she knows just what 
to do till the Medical Officer arrives? 
And the way she follows the Journal’s 
good-health-and-good-diet tips till every- 
body’s back on his sea-legs again? 


6. BOOT TRAINING OFFICER 
Well—you wanted a Retriever! 


How does your advertising rate with women? 


1. Does your advertising talk to women as women 
—in language that women understand? 


2. Does your advertising reach women where they 
live—where their minds are constantly fired with 
feminine ideas? This means a women’s magazine. 


3. Does it reach the most women—in the magazine 
where most women get the most ideas? This 


means Ladies’ Home Journal. 


Do you have a perfect score? 


A CURTIS PUBLICATION 
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